beg et 
" 


- 
os He ‘ 
= 


Gy 


With which is incorporated Advertising Agency Magazine, formerly Advertising & Selling 


dvertising 


Second Class Postage Paid at Chicago, lil. Copyright, 1961 / » 


Advertising Publications, Inc. 


Ase | 


THE NATIONAL NEWSPAPER OF MARKETING 


November 27, 1961 
Volume 32 * Number 48 
25 Cents a Copy - $3 a Year 
CHICAGO 11 - Published Weekly at 
200 E. Mlinois St. - DE 7-5200 

NEW YORK 17 

630 Third Ave. * YU 6-5050 


Joyle Dane, 
schenley Split 


Agency Reportedly Found 
Itself Incompatible with 
Management of Distiller 


NEw York, Nov. 21—Doyle Dane 
Bernbach and Schenley Industries 
oday announced they are parting 
company Dec. 31 “by mutual 
agreement.” Despite the announce- 
ment, however, it was believed 
that Doyle Dane resigned the ac- 
count, billing about $4,300,000, 
rather than continue an incompat- 
ible relationship with the Schen- 
ley management. 

Schenley got the news about ten 
days ago. The company already 
had relieved Doyle of the CVA 
(Roma wine and Cresta Blanca) 
business a month ago, and was 
understood to have earmarked 
Geo. T. Stagg bourbon for Mogul 
Williams & Saylor. But Doyle 
Dane’s sudden resignation of the 
whole account surprised Schenley, 
which is usually at the firing end. 


® Doyle Dane handled Schenley’s 
top brands—Schenley Reserve and 
Ancient Age—as well as Schenley 
Champion, OFC, Sir John Schen- 
ley, Certified bourbon, vodka, gins, 
cordials and cocktails. 

The agency has been on the 
Schenley roster seven years; when 
it started on the account, billings 
were $2,500,000. Original brands at 
the agency were Ancient Age, Old 
(now Geo. T.) Stagg, and James 
E. Pepper bourbons. Pepper sub- 
sequently was placed under the 
Melrose division and assigned to 
Mogul Williams. 


es Two years ago, Schenley took 
the other brands out of Batten, 
Barton, Durstine & Osborn and 
awarded them to Doyle Dane. The 
first 15 or 16 months after that 
were “a virtual honeymoon” for 
agency and client. Chairman Lewis 
S. Rosenstiel subsequently reas- 


sumed a more direct hand in ad-| 


vertising matters and the agency 
relationship became what the liq- 
uor industry called “the most vola- 
tile blend in the business—it could 
blow up any minute.” 

“It’s the same old story—per- 
sonality,” said a onetime Schenley 

(Continued on Page 110) 


$8,000,000 in Billings .. . 


National Distillers 


Ortho Drops Drive 
for Family Planning 


Following Protests 


New York, Nov. 22—More than 
40 protesting letters and a critical 
Catholic editorial have ended Or- 
tho Pharmaceutical Corp.’s con- 
sumer drive for “family planning.” 

A division of Johnson & Johnson, 


facturer of contraceptives. In Sep- 
tember, it tried its first consumer 
advertising in a campaign which 


stressed the 
sulting a doctor rather than friends 


ing.”’ The agency is L. W. Frohlich 
& Co. 

The opening ad pictured a young 
woman talking across a picket 
fence with an older woman. The 
headline read: “Don’t plan your 
family over the back fence.” The 
copy pointed out that sound medi- 
cal advice “will help you to raise 
healthy, happy, wanted children.” 

The ads ran in Family Circle, 
the Macfadden Women’s Group 
and Prescription Health, and were 
set for six page insertions a year. 
After the ad appeared, Family Cir- 
cle received over 60 letters—with 
over 20 letters praising the ads, 
and over 40 protesting, many of 
them mentioning religious reasons 
for their disapproval. 

No letters were received by any 
of the other magazines. 


® Besides the ad, Ortho sent out a 
mailing piece telling doctors about 
the consumer push, and this 
brought in about 25 letters from 
doctors, about 15 in favor of the 
campaign and about 10 against, 
with most of the latter indicating 
they were Catholics. 

The Catholic Church formally 
entered the picture when the Nov. 
4 issue of America, the national 
Catholic weekly, carried an edi- 
torial, titled “Contraceptive Ad- 
vertising.” The editorial described 
|the campaign, “as reported in the 
|Oct. 16 ApvVERTISING AGE,” then 
| commented: 
| “Since contraceptives are a very 
|profitable item, the Johnson & 
| Johnson advertisement, if success- 
ful, should call forth a host of 
imitators. In any event, it is highly 
significant. It indicates a willing- 
ness to risk public outcry from 
Catholics. It likewise manifests a 

(Continued on Page 110) 


Okays Takeover of 


Fertig by Lennen & Newell on Jan. 1 


Fertig to Be Wine and 
Spirits Unit of L&N; 
National Was Sole Client 


New York, Nov. 22—National 
Distillers Products Co. today 
okayed Lennen & Newell’s take- 
over of Lawrence Fertig & Co., 
which handles some $8,000,000 
worth of National billings. 

Fertig will become the wine and 
spirits division of Lennen & New- 
ell, headed by Philip Lukin as gen- 
eral manager and senior vp. Mr. 
Lukin is president of Fertig. 


On the takeover date, Jan. 1, 
Lawrence Fertig, chairman of his 
agency, will take the title of con- 
sultant to Lennen & Newell. He 
will step out of active agency work 
to devote his time to writing his 
column on economic matters for 
Scripps-Howard Newspapers. He 
is also a trustee of New York Uni- 
versity and of the Foundation for 
Economic Education. A close asso- 
ciate added that Mr. Fertig also in- 
tends to “keep up with his tennis.” 


s National’s role in approving the 
(Continued on Page 109) 


Ortho is the nation’s largest manu- | 


did not mention the product, but | 
importance of con- | 


and neighbors about “child spac- | 


CONCENTRATION—Stouffer’s is run- 
ning color pages like this one in 
Time and Sunset Magazine to pro- 
mote its line of seven frozen foods. 
Ketchum, MacLeod & Grove, Pitts- 
burgh, is the agency. 


Lincoln-Mercury 
to Launch 3-Media 
Push for Meteor 


Detroit, Nov. 21—Lincoln-Mer- 
cury division will begin the second 
phase of the 1962 Mercury adver- 
tising campaign next week with 
the introduction Nov. 30 of the 
“new size” Mercury Meteor. 

The Meteor, placed between the 


and price, fills out Mercury’s three- 


now on, will mention all three cars 
as part of the division’s goal of 
boosting the Mercury as a full-line 
name. 

At the beginning of the ’62 
model year, Mercury outlined its 
marketing objectives as increasing 
the awareness of Mercury and im- 
proving the consumer’s attitude 
toward the name. The division 

(Continued on Page 12) 


Comet and Monterey in both size | 


car line, and the advertising, from | 


The Electronic Crystal Ball .. . 


| Prediction Technique 
| Permits Simulation 
| of Entire U.S. Market 


| NEw York, Nov. 22—A startling 
prediction that its work with hu- 
man-behavior simulation and me- 
dia data will enable advertisers or 
agencies to determine future me- 
dia audiences and “the results of 
an advertising campaign” has been 


Lockman Joins 


Helena Rubinstein 
as Key Ad Exec 


Expanded Ads, Promotion 
Hinted in Move from 
Mogul to Gosmetics Maker 


New York, Nov. 24—Richard 
Lockman has resigned as senior 
vp, general manager and a direc- 
tor of Mogul, Williams & Saylor 
to join Helena 
| Rubinstein Inc. 
in a new key 
|executive post 
where he will 
direct the com- 
pany’s advertis- 
|ing. The move 
is expected to 


come shortly 
after Jan. 1. 
Mr. Lock- 


man’s appoint- 
ment by Rubin- 
stein, which 
spends about $5,000,000 annually 
on advertising, was believed to sig- 
nify the start of an expanded ad- 
(Continued on Page 110) 


Richard Lockman 


The company will start making 
agency next week. 


Du Pont Portion Shifts to 


Nemours & Co. hiumrill Co., which 
Du Pont’s billings, will take over 
electrochemical 


it. Baker got 12 


last January. 


Last Minute News Flashes 
Sudler & Hennessey Resigns Its New Philips Account 


New York, Nov. 24—Sudler & Hennessey, which earlier this month 
was appointed to handle Philips Roxane Inc., Columbus, O., has re- 
signed the account because of a “basic difference in marketing strat- 
egy.” Philips Roxane, the pharmaceutical division of Philips Electron- 
ics & Pharmacéutical Industries, has done little advertising in the past, 
and had moved to Sudler & Hennessey from Johnson & Lanman for an 
expanded campaign to introduce several new ethical pharmaceuticals. 


arrangements for naming another 


Rumrill, Ayer from BBDO 


New York, Nov. 24—Batten, Barton, Durstine & Osborn has “ami- 
cably resigned” about $1,000,000 of its business with E. I. du Pont de 


already handles $1,000,000 worth of 
an $800,000 portion from BBDO— 


industrial and biochemicals, and pigments. N. W. 
Ayer & Son, an: ther Du Pont shop, reportedly has been assigned in- 
dustrial and refinish products, estimated at about $200,000. 


Lynn Baker Resigns Ambassador Scotch 


New York, Ney, 24—Lynn Baker Inc. has resigned Quality Import-|sohn; Hicks & Greist; Rockmore 
ers’ Ambassador -cotch account, billing about $250,000. Quality Import-|Co.; Fladell, Harris & Breitner. 
ers said it had a’ready appointed a new agency, but declined to name} 


(Additional News Flashes on Page 109) 
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Simulmatics to Tell Ad 
Results, Market Share 


made by Simulmatics Corp. a 
young company made up of social 
scientists, mathematicians and 
computer authorities from eastern 
universities. 

The Simulmatics prediction is 
based on more than one year of 
intensive data-gathering and com- 
puter programing, expected to jell 
into final form at the end of this 
year and to be offered to the ad- 
vertising world in early spring. 

Simulmatics has termed the 
project its “advertising media-mix 
technique.” According to the com- 
pany, the mix is designed to “en- 
able advertisers, advertising agen- 
cies, or the media themselves to 
predict, in advance, with consid- 
erable reliability, the audience 
that will be reached by each part 
of an advertising schedule for tv, 
radio, magazines, newspapers and 
Sunday supplements.” 

Simulmatics said it is set up to 
estimate future shares of market 
and will “help manufacturers and 
advertising agencies answer such 
questions before they risk capital 
in a sales campaign.” 


# The Simulmatics announcement 
represented a dramatic addition 
to news about mechanical brains 
invading the advertising field, 
notably the so-called “break- 
through” with linear programing 
recently disclosed by Batten, Bar- 
ton, Durstine & Osborn, and which 
last week caused considerable talk 
among admen attending the east- 
(Continued on Page 110) 


Cigar Institute 
to Mendelsohn 
From DCS&S 


New York, Nov. 24—Cigar In- 
stitute of America has pulled out 
of Doherty, Clifford, Steers & 
Shenfield and named David J. 
Mendelsohn Agency to handle the 
account, as of January. 

The institute is understood to 
have reported it was dissatisfied 
with getting “small-account treat- 
ment.” However, the institute de- 
clined to comment. Cigar sources 
also indicated a possible conflict 
had occurred at DCS&S following 
its acquisition last March of part 
of the $1,200,000 U.S. Tobacco Co. 
business. DCS&S had handled the 
institute business since 1956. 

While the institute reports its 
billings as around $300,000, agency 
sources put it somewhere between 
$185,000 and $200,000. 

The institute began interview- 
ing about a dozen agencies some 
two months ago, and whittled the 
list to include the following: New- 
|mark, Posner & Mitchell; Mendel- 


Each was asked to prepare lay- 


od 25-year-old Ambassador from W. B. Doner & Co. outs, media lists, research and 
about 18 months ago, adding Ambassador Deluxe (also from Doner) |sales promotion material, which 


| were presented in the past three 
weeks. + 
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iin’ s Image Is 


Own Fault: Taylor 


Datias, Nov. 21—Ad _ people 
themselves are to blame for the 
fact that “the yoke of public ridi- 
cule has moved from Wall Street 
to Madison Ave.,” H. Lloyd Taylor, 
division manager in Du Pont Co.’s 
advertising department, in charge 
of advertising and promotion of 
film products, told a luncheon 
meeting of the Dallas Advertising 
League last week. 

“How many of us here can say 
that he’s never been a party to 
deceptive advertising; that he has 
never, at the very least, allowed 
advertising of one kind or another 
to go by him that encouraged 
favorable but untrue inferences 
about his product?” Mr. Taylor 
asked. 

“And who among us has not 
been so mesmerized by the lyri- 
cism of a piece of copy, or the 
beauty of a layout, or the poetic 
tintinabulations of a musical com- 
mercial, that he has ignored the 
consumer’s rightful desire to be 
told quickly and clearly—without 
a lot of meaningless guff—how the 
product will benefit him?” 


® Those who serve up artistic 
symbolism so abstract only the 
artist understands it, and those 
who shrug off the responsibility 
for a piece of art that is in ques- 
tionable taste, simply because the 
client is willing to buy it, provide 
additional valid reasons why ad- 
vertising is criticised, according to 
Mr. Taylor. 

“Yet, we who have been caught 
in this sea of criticism are swim- 
ming for the shore with a very 
feeble stroke indeed,” he declared. 
“First, we deny that we have been 
bad,” he continued, then pass the 
buck and the onus on to “the lit-. 
tle manufacturer” or “the irre- 
sponsible retailer” or “the over- 
enthusiastic agency.” 

Management’s skepticism of ad- 
vertising stems from a number of 
things, he said. “We tend to recom- 
mend advertising as a palliative, if 
not a cure, for nearly every type 
of sales problem. We imply dire 
results from the failure to apply it. 

“We suggest—without actually 
saying so—that only a few of God’s 
mortals can ever be advertising 
people. So very few, we seem to be 
Saying, have the sensitivity, the 
creativity, the empathy needed for 
the job! We behave badly, to say 
the least, when a mere mortal— 
not an advertising man—suggests 
a change in copy or layout. A budg- 
et cut, however soundly based, is 
an infringement of our personal 
rights. In short, we tend to think 
and act more like advertising men 
than like business men.” + 


Screen Actors Guild 
Exec Asks Talks on 
TV Filming Abroad 


HOLLYWoop, Nov. 22—Screen 
Actors Guild, perturbed over “in- 
creasing runaway American mo- 
tion picture production in foreign 
countries,” has called for “unemo- 
tional” discussion of the “threat- 
ened domestic catastrophe” by 
producers, guilds and unions. - 

John L. Dales, SAG national ex- 
ecutive secretary, coupled the plea 
with a threat “to wage total war 
against a predicted move abroad 
by an increasing number of tv 
film makers, with the promise that 
the battle will be carried to the 
Congress, and the American peo- 
ple.” i 


® He called on feature motion pic- 
ture producers to “cooperate intel- 
ligently for the good of our nation, 
its culture and its security, as well 
as for the preservation of our do-| 


‘Muench to Push 
(Chicken Sales in 
Japanese. Market 


Cuicaco, Nov. 22—C. Wendel 
Muench, partner of Presba- 
Muench here, will leave tomorrow 
for Tokyo, where he will create and 
direct an advertising campaign 
aimed at selling more U.S. poultry 
products to the Japanese people. 

The ad campaign will be spon- 
sored jointly by the U.S. Depart- 
ment of Agriculture, the Institute 
of American Poultry Industries 
and the National Poultry Assn. of 
Japan. Initial expenditures are ex- 
pected to reach about $150,000, ac- 
cording to Mr. Muench. 

The veteran Chicago adman told 
ADVERTISING AGE that he expects to 
spend from four to six weeks in 
Japan. Mr. Muench said he will 
be in charge of creating ads, select- 
ing media and hiring Japanese 
agencies to place the ads. 


s The Japanese now eat less than 
8 oz. of poultry per person per year, 
in contrast with American con- 
sumption of more than 34 lbs. per 
year. An estimated 70% of the 
Japanese diet is fish. 

A similar program was initiated 
in Europe several years ago. West 
Germany, Switzerland and The 
Netherlands are among the largest 
consumers of U.S. poultry prod- 
ucts, exports of which amounted 
to nearly 180,000,000 Ibs. last year. 


American Motors Boosts 3 

Following Abernethy Promotion 
American Motors Corp., Detroit, 
has announced a series of promo- 
tions following the appointment of 
Roy Abernethy to the No. 2 cor- 
poration post of general manager. 
Virgil A. Boyd has been elected vp 
in charge of automotive sales, tak- 
ing over part of the duties formerly 
handled by Mr. Abernethy, who is 
now exec vp and general manager 
of the corporation. George Rom- 
ney, president and board chairman 
of AMC, formerly held the title of 
Zeneral manager. Mr. Abernethy 
formerly was exec vp in charge of 
marketing and distribution for 
both Rambler and Kelvinator. 

In other moves, Fred Adams, di- 
rector of marketing for the auto- 
motive division, assumes addition- 
al duties in supervision of the 
marketing analysis and product in- 
formation departments. Mr. Adams 
also is in charge of automotive ad- 
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Allebaugh 


Broyles Davis 
REORGANIZATION—Standing before its enlarged Denver quarters, ex- 
ecutives of the former Galen E. Broyles Co. discuss the agency’s 
new name—Broyles, Allebaugh & Davis. Galen E. Broyles, chair- 
man of the board, and Frank I. Allebaugh, president, reported the 
agency, which now employs 27 people, is billing at the rate of $2,- 
000,000 annually. Claude E. Davis, former vp, has been promoted to 
exec vp. 


Telemeter Broadens Westinghouse VP 
Canada Pay TV Test Sees 5% Sales Gain 
ToRONTO, Nov. 22—Internationa! | in Major Appliances 


Telemeter Co. will expand its pzy, 

tv test here to include an additicna. CoLtumeBus, O., Nov. 21—West- 

1,000 subscribers by early 1962. | inghouse Corp.’s major appliance 
Construction will begin soon on | division is cautiously optimistic 

new cable facilities to the Mimico-|about next year’s prospects. 


New Toronto section, an area adja- “It is quite likely,” John W. 
cent to Etobicoke, where the pay|Craig, vp and division general 
test has been in operation for al-|manager, ventured today, “that 


most two years. This will bring the 
number of subscribers to about} 
6,300. Of the original group of 
5,800 subscribers, some have If so, it will be the industry’s 
moved away, while others have |first consecutive two-year rise 
had their pay tv boxes removed /since 1956, Mr. Craig noted. He 
because they weren’t spending | also foresees appliance prices firm- 
enough. Usually, if a subscriber |ing up and “becoming more realis- 
consistently spent less than about tic,” and projects a gain for the 
75¢ per week, his unit would be | industry in its share of consumer 
removed, Telemeter explained. | discretionary spending. + 


major appliances industry sales in 
1962 will increase approximately 
5% above 1961.” 


= New wrinkle in the expansion | WOL Plans Suit Against 
is that people in the Mimico-New Washington Senators 
Toronto section are being asked | Station WOL, Washington, has 
to pay a $15 annual service charge.| warned it expects to file suit 
(Subscribers in Etobicoke paid only | against the Washington Senators 
an initial $5 installation fee and | on charges that the team’s owners 
no annual charge for maintenance.) | are preventing the station from re- 
About 50% of those queried to|newing its contract to broadcast 
date (approximately 250 homes) | Baltimore Orioles games in Wash- 
have signed contracts agreeing to | ington. WOL’s president, Henry 
the service charge, according to | Rau, claims the Orioles games have 
Telemeter. | brought his station $50,000 in rev- 
|enues annually during the past 
= Telemeter’s move to start a pay | two years. He said the Orioles are 


vertising and merchandising. Mr. 
Boyd formerly was director of au-| 
tomotive sales operations. His post | 
is taken by Thomas A. Coupe, for- 
mer eastern sales manager, whose 
new title is automotive sales man- 
ager. 


tv test in Little Rock, Ark., has! willing to continue on WOL “if 
been held up by local theater|the Senators will withdraw their 
groups, which have appealed a | objections.” 

\three-man public service commis- Gen. Elwood (Pete) Quesada, 
sion’s approval of the system. A| president of the Senators, told the 
hearing on the appeal was held last Washington Post, “We don’t have 


|week, and a decision is expected | anything to do with the broadcast- 


some time next week. + ing of Baltimore’s games.” 


Japan is a good market for American 
goods, but you need advertising to) 
market successfully in that country, 
says Hichinosuke Yoshioka, vp and man- | 
ager of the New York office of Dent- | 
su ..Page 4 


Public stock issue would be feasible only 
for the largest agencies, according to 
Norman Fields, agency financial con- | 
sultant, who says the real problem i¢ 
decent pay for planning service .Pige 4 


Advertisers pay tow great a share of the 
cost of publishing magazines, Patrick H. 
Gorman, director of advertising of Jos. 
Schlitz Brewing Co., tells Chicago Agate 
Club Page 6 


Upjehn Co.'s advertising campaign for 
Unicap vitamins will be via radio and 
television, marking the company’s debut 


mestic film production industry.” + | 
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California Agency 
Group Hits Licensing 
Backs Self Regulatio 


San Francisco, Nov. 22—Se 
regulation, rather than licensin 
is the only “sound and reasonabl 
method of reducing or eliminati 
the ills laid at the door of adver 
tising. 

This was the conclusion reache 
here today by a meeting of mem 
bers of the Northern Californi 
Advertising Agencies Assn. calle 
to discuss the question: “Resolvec 
that advertising agencies shoul 
not be licensed.” 

Presided over by Bernard 
Schnitzer, who heads his ow 
agency here, members first heard 
from John O’Rourke, of Johr 
O’Rourke Advertising, and Te 
Segall, of Theodore H. Segall Ad 
vertising. 

Mr. O’Rourke, who declare 
himself “unalterably opposed tc 
any form of advertising licensing,’ 
also said that he is “tired of hear-f 
ing this business called a profes- 
sion.” 


s “This is not a profession,” Mr. 
O’Rourke said. “It is a business 

.a good business to be in, and I 
am proud to be a part of it. But it 
is not a profession and never will 
be, regardless of how loud or long 
people may talk of it as such.” 

Mr. O’Rourke said that much of 
his opposition to licensing is based 
on “such simple but complex ques- 
tions as who will be our examiners 
and what standards will be ap- 
plied. There is no universal agree- 
ment in this business, even on 
such a subject as agency compen- 
sation.” 

Mr. Segall agreed with Mr. 
O’Rourke that “these are the most 
vulnerable points of those who 
propose licensing. Advertising 
must, however, face its problems 
rather than simply emulate the 
ostrich.” 


s In reply to comment from the 
floor, Mr. Segall asked, “Whom will 
licensing protect? And what evils 
will licensing eliminate? 

“This business can control and 
eliminate its own bad practices,” 
Mr. Segall asserted, “and can thus 
by its own self policing protect 
both its clients and the general 
public. We all should know that it 
is absolutely impossible to legislate 
integrity. We have to have it built 
into the business.” 

Mr. Segall did urge that “some- 
how ... somewhere .. . someone 
should start a continuing study to 
determine how this entire problem 
can best be handled.” 


s The chapter, which now num- 
bers 19 of Northern California’s 
smaller agencies as its members, 
devoted today’s meeting to licens- 
ing as the result of turmoil in 
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other parts of California over the 
subject, boosted in large measure 
7|by William C. Chambliss, a retired 
admiral and now director of cor- 
porate communications at Los An- 
geles for Space Technology Lab- 
oratories. 

Mr. Chambliss has indicated he 
is working closely with a Califor- 
nia state assemblyman, Charles 
Chapel, in preparing basic mate- 
rial to be studied by the state 
legislature for possible enactment 
of licensing legislation. 

Leonard Gross, a member of the 
Northern California chapter and 
|head of Gross & Roberts Advertis- 
jing here, suggested humorously 
| that the group “launch a move- 
ment for Ds licensing of ex- 
|admirals.” 


Young Joins Showcase 
| Arthur H. Young, formerly cre- 
ative supervisor of Ralf Shockey & 
Associates, has joined Shopping 
| Center Showcase, New York, as vp 
| and merchandising director. 
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Pillsbury Ads in 
Business Papers 
Push CMS Service 


MINNEAPOLIS, Nov. 21—“CMS 
helped us open with a bang!” says 
the headline in a b&w spread 
which Pillsbury Co. will run in 
trade publications next month to 
remind grocers of its new Creative 
Merchandising Service. 

The spread will appear in De- 
cember issues of Chain Store Age, 
NARGUS Bulletin and Progressive 
Grocer. 

It presents a testimonial by Joe 
Ondrusek, of Beaver, Pa., who de- 
scribes how Pillsbury ideas 
sparked the grand opening of On- 
drusek Bros. supermarket. 


® Still in its first year, CMS goes 
beyond promotion allowances and 
unselfish storewides that food 
manufacturers usually use to in- 
duce merchandising of their wares 
at point of sale. 

CMS places at the disposal of 
the Pillsbury customer what 
amounts to his own merchandising 
and advertising agency. 

It is a program designed to help 
the retailer make better profits 
from his over-all merchandising 
efforts—and at the same time se- 
cure greater sales of Pillsbury 
products. 

“We wanted a more efficient 
way to spend our merchandising 
dollars which at the same time 
would appeal to the _ grocery 
trade,” said Jim Marsalis, sales 
promotion manager of the Pills- 
bury grocery products division. 
“From our experience thus far, I 
believe CMS is achieving these 
goals.” 


® Operations are coordinated by 
the CMS team consisting of Mr. 
Marsalis, his staff assistants, Pills- 
bury’s own art department, writers 
and other personnel at the Minne- 
apolis headquarters. 

This unit can draw upon crea- 
tive talent elsewhere in the com- 
pany, the Campbell-Mithun and 
Leo Burnett agencies, or any of 
Pillsbury’s point of sale suppliers. 

Services include help in prepar- 
ing newspaper, radio or tv adver- 
tising, displays, storewide promo- 
tions, special events or image 
building. 

The customer pays, not with 
money but by merchandising an 
agreed upon quantity of Pillsbury 
products which have been assigned 
point values. 


® Points pay for materials sup- 
plied by CMS. A newspaper ad 
mat, for example, might cost 7,200 
points, an outdoor billboard 2,000 
points per showing, or in-store 
murals 1,200 points each. 

In practice, Mr. Marsalis said, 
the customer submits a formal re- 
quest for creative services, indicat- 
ing the nature of the problem and 
the materials needed. The CMS 
staff then works out a proposal 
and the point cost of materials. If 
the plan is accepted by the cus- 
tomer, a standard contract is 
signed and production gets under 
way. 

“In many cases everything can 
be worked out by mail,’’ Mr. Mar- 
salis said. 

The first ads announcing CMS 
appeared in grocery trade journals 
last March. By June, the program 
was well under way. 


# Among the early efforts was a| 
storewide salute to a professional | 
football team on the West Coast, a | 
Civil War Centennial promotion 
for a southern outlet, a western 
roundup, and a “Mid-America 
product days” event. 

Perhaps the strangest request 
came from a customer who wanted 


61 


on Major Point of Basic Agreement 
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Reynokis*$& Aluminum 


PREMATURE BABY—Zooming auto production forced Clinton E. Frank 
Co.’s production department to step lively to get this spread for 
Reynolds Aluminum Co. in the Nov. 27 Automotive News. Orig- 
inally, this ad, hailing production of the 1,000,000th aluminum en- 
gine since Corvair introduced them two years ago, was set for mid- 
December. But news from Detroit that the mark would be reached 
about Nov. 27 forced the agency to fly the plates and proofs from 
its Chicago office to Detroit by company plane. 


a big tree for an autumn promo- 
tion. 

“We made one out of corrugated 
paper, spray painted it and glued 
on each leaf by hand,’ Mr. Mar- 
salis chuckled. “The finished prod- 
uct stood 11 feet high and had a 
spread of 8 or 9 feet.” 

Pillsbury’s many contacts with 
creative talent made it possible to 
quickly produce a distinctive jin- 
gle another customer wanted for a 
radio commercial. 


es Mr. Marsalis said the CMS 
workload has now leveled off at 
about 200 promotions in various 
stages of development. “For every 
10 completions, we are finding 10 
to 15 new requests in the hopper,” 
he said. 

Pillsbury encourages customers 
to use CMS for promotions and 
events for which suitable aids and 
materials are not available from 
stock supply sources. 

“We also suggest that the retail- 
er think in terms of continuity of 
purpose, of the image he wishes to 
create for the store in the minds 
of his customer,’ Mr. Marsalis 
said. “To avoid scattering promo- 
tion efforts, we recommend use of 
CMS in staging two to four co- 
ordinated major events a year, 
supplemented by the seasonal and 
standard promotions for which 
materials are readily available.” + 


Housewife Won't 
Read All Details 
on Package: Dickens 


Cuicaco, Nov. 21—Package de- 
signer Robert Sidney Dickens today 
championed the embattled food in- 
dustry against recent government 
charges of deceptive packaging. 
(For other news of the grocery in- 
dustry striking back, see Page 60.) 

Speaking before the Chicago 
chapter, Public Relations Society of 
America, Mr. Dickens said, “The 
modern housewife has a choice of 
8,000 items and she wants to spend 
the minimum time in a supermar- 
ket. Actually, she allows about four 
seconds of scanning time per pack- 
age face, to read the entire label. 

“We have learned the hard way, 
through experience, [that] the av- 
erage housewife will not take the 
time to read all the details and 
information when you give them 
to her.” 

Food manufacturers’ existence 
hangs on shoppers’ good will, he 
pointed out, and thus they “cannot 
afford to use deceptive practices 
on their packages. 

“It is undoubtedly true that there 


\is some tricky or deceptive pack- 


aging going on,” he conceded. “If 
you want to make a ‘federal case,’ 
you can delve into 8,000 of any- 
thing and detect some shenani- 
gans.” + 


Ads Aid Yule 
Spirit, Writes 
Luce in ‘McCall's’ 


NEw York, Nov. 21—Those who 
say advertising has diluted the 
genuine Christmas spirit got a 
ladylike rap on the knuckles this 
month from Clare Booth Luce, 
former U.S. congresswoman and 
ambassador. 

Writing in the November 
McCall’s, Mrs. Luce said, “I cannot 
recall a Yuletide advertisement 
that did not emphasize giving 
rather than getting: At Christ- 
mastime, advertising undergoes a 
remarkable change, for it empha- 
sizes what you might give to 
children, friends, relatives, col- 
leagues that would make them 
happier.” 

To those who asked, ‘‘But don’t 
business and advertising influence 
us to give more importance to the 
material aspect of Christmas than 
to the spiritual?” Mrs. Luce re- 
plied: “It is their function to sell 
material things. It is the task of 
the church and school to teach us 
ethical and spiritual values. 

“If they have failed us, or we 
them, this can hardly be blamed 
on business or advertising. We are 
free individuals. What prevents us 
from buying toys for that orphan- 
age we pass every day?” 


= But, she added, “Eleven months 
of the year, business and adver- 
tising say: ‘Buy.’ The 12th month 
they say: ‘Buy and give.’ So far, 
they haven’t told us to whom to 
give or whom we should not for- 
get. Perhaps they should! If, at 
Christmas, shops advertised and 
displayed toys, clothing, foods, 
household articles needed in or- 
phanages, old people’s homes, hos- 
pitals, prisons, missions, there 
might be much more giving—in 
the true Christmas spirit.” 

Mrs. Luce concluded, however, 
that “the absence of the Christmas 
spirit cannot be blamed entirely 
on today’s merry merchants. In- 
deed, business and advertising may 
be helping keep it [the spirit] 
alive in the West and spreading it 
around the world.” # 


Times-Mirror Co. Acquires 
Orange Coast Publishing 
Times-Mirror Co., Los Angeles, 


has acquired Orange Coast Pub- 
lishing Co., publisher of communi- 
ty newspapers in the Orange Coun- 
| ty coastal region near Los Angeles. 
|The Orange Coast Co. operation 


will be operated as a Times-Mirror | 


subsidiary under the direction of 
| Walter Burroughs, president and 
| publisher. 


Advertisers Find Contests Help 
Them Fight Sales Headaches 14 Ways 


Current Wave Seen as 
Effort to Needle Public, 


running 15% ahead of last year; 
others say slightly less. Why this 
renewed reliance on such an old 
Meet Year-End Goals war horse as a contest? The reason 
seems to be that sales have not 
bounced back from the recession 


By Phyllis Johnson > 

; as readily as companies had fore- 
New York, Nov. 21—With the |cast. In a last-quarter effort to 
greatest contest binge in history meet sales goals, many companies 

on this fall, consumers have a 
chance to win almost everything | 
but the client’s wife. | 
Some observers say contests are | 


a 
Savings & Loan pap, 


Ads Up 15% in ‘61; Wim 
Hit $105,000,000 


Cuicaco, Nov. 21—U.S. savings && CF 
and loan associations will invest : 
$105,000,000 in advertising in 1961, & 
according to a new survey con-| °* & ss 
ducted by the U.S. Savings & Loan | ee 
League. The same savings and | alin 
loan companies spent $91,000,000 | == 
for ads last year. 

The new ad study was unveiled 
at the 69th annual convention of 
the U.S. Savings & Loan League, 
which closed here today after a 
four-day stint. 

The survey, which was con- 
ducted among 278 savings and loan 
companies of all sizes throughout 
the U.S., disclosed that nearly 40% 
estimated that ad expenditures in 
1961 will amount to from 3% to 
4% of gross operation income, 
and that 11% predicted that ad- 
vertising would amount to from 
5% to 6% of gross operating in- 
come. 

Reporting companies predicted 
that ad expenditures during 1962 
would be about the same as this 
year; more than half stated that 
more than 3% of their gross oper- 
ating income will go into advertis- 
ing. 


e- 
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2,057 PrizES—Colgate-Palmolive is 
heralding its “new” Fab with a 
contest offering a $50,000 home, 
six mobile homes, 25 mink jackets, 
60 diamond ring sets, 150 movie 
outfits, 600 watches and 1,200 bot- 
tles of perfume. Ted Bates & Co. 
is the agency. 


have turned to the tried-and-true 
contest, which usually can be 
guaranteed to hypo sales—quickly. 

As one agency president said, 
“There’s a real hard-boiled wave 
of advertising now. Everyone’s 
afraid to try anything daring or 
even slightly different. It’s the 
nuts-and-bolts ad that wins, and 
the fresh, untried idea meets more 
resistance than ever.” 


@® One copywriter’s complaint: 
“We can’t do anything different 
any more. More and more clients 
want to do something safe. They’re 
afraid to go out on a limb with a 
creative campaign—the very type 
of advertising that built up their 
sales before. 

Whether or not company sales 
sprint forward this fall, one thing 

(Continued on Page 66) 


® Following are some of the other 
highlights of the study: 

e The average budget for a sav- 
ings and loan for 1962 will be $64,- 
677, as compared with $60,230 for 
1960, and $44,204 for 1958. 

e Ad expenditures in 1962 will 
amount to 13.1% of total operating 
| expense, as compared with 13.7% 
| for 1961. 

|e Associations this year will spend 
| 37.6% of their ad dollars in news- 
|papers, 15% in radio, 12.6% in 
| television, 9% in direct mail, 5.8% 
}in outdoor, 1.3% in business pub- 
|lications, and 18.7% in all other 
media. 


e During 1962, savings and loan 
companies will devote 67.3% of 
their advertising to savings pro- 
motion, 11.5% for institutional, 
9.4% for loan promotion, 6.7% for 
special events, and 5.1% for public 
relations. 
e A total of 64.4% of the com- 
panies represented in the survey 
employed advertising agencies. 
The study showed, however, that 
the larger savings and loans were 
more likely to have agencies than 
smaller ones. Only 7.7% of the 
companies with assets of less than 
$2,000,000 had agencies. All in the 
75,000,000-$100,000,000 bracket 
seen goat rb Bombino Publicidad Formed 
e More than half of the companies | Bombino Publicidad Inc., a new 
surveyed (56.5%) reported the use | @gency in Puerto Rico, has been 
lof premiums this year. Of the 157 | formed with offices at Ave. Con- 
associations which reported in this | dado 609, Oficina 408, Santurce, 
‘category, 29 said premiums were |P.R. President is Jorge A. Bom- 
used for grand openings, 19 for an- | ino, for the past 11 years senior 
niversary celebrations, and 109 for | Partner in Bombino & Sendra Ad- 
“other” occasions. vertising Agency, Havana, Cuba. 
He was president of the Cuban 
s William K. Divers, president of Professional Advertising. Assn. as 
the Savings & Loan Foundation, well as of the National Cuban Ad- 
told the convention that the foun- | vertising Agencies Assn. 


dation will invest $2,000,000 in 
national advertising in 1962 to 
promote thrift and home owner- 
ship. The foundation spent a like 
amount for ads this year. 

The foundation’s print campaign 
will run in publications including 
Business Week, Life, Look, Na- 
tion’s Business, Newsweek, Read- 
er’s Digest, Reporter, The Saturday 
Evening Post, Time, U.S. News & 
World Report, and Wall Street 
Journal. 

The foundation will sponsor sev- 
eral special shows on NBC-TV, and 
also the first half of the East-West 
football game Dec. 30, for the 
fourth consecutive year. The foun- 
dation also will run ads in Senior 
Scholastic to educate high school 
students in the values of thrift and 
the necessity for savings. 

McCann-Erickson, New York, is 
the foundation’s agency. + 
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Japan Is Eager 
for U.S. Goods, 
Dentsu Reports 


NEw York, Nov. 21—The 94,- 
000,000 people of Japan will spend 
about 5% of their $43 billion gross 
national product for American im- 
ports this year. They have Ameri- 
canized to the point where instant 
rice is one of the many quick- 
service foods that recently took 
the country by storm, and they 
constitute a tremendous potential 
market for more American goods. 

It would be impossible to enter 
Japanese markets successfully to- 
day without advertising. In the 


past 14 years, total Japanese ad-| 


vertising has grown from $3,500,- 
000 to more than $500,000,000, with 
nearly $200,000,000 spent in news- 
papers. 

Hichinosuke Yoshioka, vp and 


manager of the New York office 
of Dentsu Advertising, Japan’s 
largest agency, made these points 
in a talk before the international 
marketing group of the American 
Marketing Assn. last week. 

He added, hopefully, that in or- 
der to compete successfully “you 
must consider the selection of a 
Japanese agency directly in con- 
junction with an American adver- 
tising agency.” 


@ While there are several hundred 
agencies in Japan—close to 100% 
substantial shops and a dozen or so 
with staffs of 300 and billings over 
$20,000,000—Dentsu is in a class 
| of its own. It is said to bill more 
| than 30% of the country’s adver- 
| tising dollars; it has 5,000 accounts 
| (some as small as $10 annually) 
j}and loses money on about 2,000 


| of its accounts. 

But Mr. Yoshioka said Dentsu | 
will never turn down an account, 
because it appreciates the sense of 
prestige advertisers feel in being | 
associated with the country’s 
largest agency and, besides, “you 


|trol program—90% 


never know” when one will grow 
into a substantial advertiser. 

In addition to a population 
growth of better than 1,000,000 
people annually and more than a 
200% increase in the gross na- 
tional product since 1952 (with 
over 10% growth expected in 1961 
alone), there has been an 8% an- 
nual increase in spendable income 
since 1956, a significant “leisure” 
boom and a growing interest in 
things American, Mr. Yoshioka re- 
ported. 

“In fact, we say in Tokyo that 
what is fashionable in New York 
hits Tokyo next, then returns to 
Los Angeles, Chicago, and the other 
American cities,” he said. 


# On his most recent trip to the 
Far East, Mr. Yoshioka said, he 
could “physically feel” the grow- 
ing wealth and prosperity of Japan. 

An accelerating import decon- 
in one year 
and a complete lifting within two 
years—will open the country for 
“more and more American prod- 
ucts and services,” he said. + 
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Debate Over Public Ownership Academic... 


Maybe Clients Should Pay 
Separately for Planning, 
Accounting Expert Holds 


CuicaGco, Nov. 22—The question 
of whether advertising agencies 
should “go public” and make their 
stock available to general investors 
on the open 
market is an in- 
triguing but rel- 
atively unim- 
portant one, 
Norman Fields, 
partner in the 
CPA firm of 
Fields & Fields, 
Chicago and 
San Francisco, 
asserted today. 

Mr. 


} Norman Fields 


cializes in ad- 


|vertising agency accounting and | 


operations, and who conducted the 
|third annual workshop on adver- 
|tising agency administration and 
financial accounting for ADVERTIs- 
ING AGE Oct. 30-31, said the public 
financing of advertising agencies is 


of the largest. 


s “An ordinary small or medium- 


Real Agency Problem Is Decent Pay 
for Planning Service, Says Fields 


workshop—such a move might 
have bad long-term effects.” 

The real problem facing agencies 
is not whether they should sell 
stock to the public, Mr. Fields as- 
serted, but how agencies can de- 

(Continued on Page 82) 


Adwomen Name Mrs. Utley 
Chicago’s Woman of Distinction 
Mrs. Frayn Utley, director of the 
midwestern office of the Institute 
of International Education, has 
been named Chicago’s 1961 Woman 
of Distinction 
by the Wom- 
en’s Advertis- 
ing Club of Chi- 
cago. Mrs. Ut- 
ley, who also 


Fields, | 
whose firm spe- | 


has been a ra- 
dio and tv news 
and foreign af- 
|fairs commen- 
itator, is the 
| wife of Clifton 
| Utley, Chicago 
|columnist and 
| broadcaster. 
The award is presented annually 
| by the Chicago adclub to a woman 


Mrs. Frayn Utley 


academic for all but three or four | chosen by a panel of judges as out- 


| standing in her profession. Mer- 
cedes Guyette, advertising manag- 
|er, Replogle Globes, was chairman 


|size agency would have a devil of | of the award committee. 


|a time selling stock to the public,” 
|he said. “The business is too risky 
jand too uncertain. Only a tiny 


f |handful of the biggest agencies 


|could do it, and one or two will 
|probably take the plunge. But I 
|agree with Ken Laird’s talk at the 


" 
| 


A ONE-IN-A-MILLION TEST MARKET 
ONE NEWSPAPER AMO A MILLION a¥0 wot: PROSPECTS 


You can now cover one of the na- 


tion’s top three test markets (and the 
Number One test market in New Eng- 
land!) thoroughly and economically 
with The Providence Journal-Bulletin. 

And you'll like what The Provi- 
dence Journal-Builetin delivers. This 
one medium is the strongest selling 
force throughout New England’s sec- 
ond largest market . . . a million-plus 
interstate population center where buy- 
ing power is BIG... bigger than ever, 
as Sales Management shows. 

In ABC Providence alone, The 
Journal-Bulletin gives you 100%-plus 


coverage of over 500,000. In the CITY- 
STATE area, you get more than 80% 
coverage. 
Isolated from other major markets 
.. + representative and well-balanced be- 
tween urban and suburban .. . cosmo- 
— in composition . . . the bustling 
rovidence market offers you the ideal 
testing grounds for new products, new 
packaging, or sales promotion ideas. 


SPOT COLOR NOW AVAILABLE 


Write for rates and details 


PROVIDENCE 


JOURNAL ~—- BULLETIN 


Boston office: 479 Statler Bidg., Boston 16 
Represented elsewhere by Ward-Griffith Co., Inc. 


| Sero Names Ettinger 


Sero of New Haven, New Haven, 
/Conn., manufacturer of men’s 
shirts, has named Ettinger Adver- 


| tising Agency, New York, to handle 
| its account. 


Total Retail Sales 


General Merchandise 


Sales 


Grow Faster in Greensboro 


and in the Top 


B Greensboro News and Kecord 
~~ GREENSBORO, NORTH CAROLINA 


Represented Nationally by Jann & Kelley, Inc. 


In category after category, Greensboro stands out among the 
NEW South’s top markets—ahead of Charlotte, Jackson- 
ville, Norfolk, Nashville and closely following top markets 
like Louisville and Birmingham. Enter this thriving market 
through the Greensboro News & Record—the only medium 
with dominant coverage in the Greensboro Market and sell- 
ing influence in over half of North Carolina. Over 100,000 
circulation; over 400,000 readers. 


Write on company letterhead for “1961 Major U. S. Markets 
Analysis” Brochure of all 300 Metropolitan Markets. 


Greensboro—In the Top 20 Retail Markets of the South 


100 of the Nation 


A 


eas Te ea hl ES: i aa: ea eS MEER OMI foc yc ST Rea (RMR, 22a, Meera! Ee” gee ea OS oars ne Sect ee Saale aan ae a ae 
SaaS 1s oa ott oe See Ree ye ee. Je Sy a ail MR 2 lee 4 os Re a ie al ue ae 7 or ert! rs eu Oe 5 Se ae edna ON ae a 
+e noe =, Ahn _ aes ee : a i. a es sé ea ty Ree ag gi ed Vie bodore yO ene: a ae aie eer fr oe ees. 
» Hateada 8” pa Bee aR ee Eg a em imam eg Rec aed ir Goi eae es SGN eos at a alg cram ‘at a een No ea) a ie te eee Og lh as Uae i grea ree , ele ee eee aM 
es ee Neen ee a eer Le a a es ee ea er eM RE oa ae eee oe 
eer a ae a SN ee nmr an cageers ~ aenme tine SSE etre gees “Se ga goa Ne ia ee eo eee oe 2 gh eee oo Te data (enn a pew Gee en (On an Roe ee ee ee 
eet...” ae © . J S : 3 : + hae 
cee a , Scene 
it ee Selec 
< Sie eae fad 
ee 4 ee i 
st I ; 
Bae ae : 
rete a 7 
Pees, 7 
7 ee | 
of 
om a 
Sad eae 
ao aan = 
Rene ot 
pe ee ee sat 
: oe : ee . 
ee 
— ie SS wih 644001, : ~ hee . Pier pe . - eo : 
‘ oF —— “> : al + =. =< jl ae tne tS Deal ae . irs: ; Hee s ‘ —s , 
7 are ~ ‘ 2 zm: <a. PA ae a 
oy ini =e TSS ee eS rie, Repee G is 
; -_ ¥ . ; be a it ee < | fen Peas ~gy . ao ; 
oe i. a ee 2 ocr 2 So. eaten er SF 
<a Se SS ee ~ i= | » oo ae 
“ —>~, ae ar eae ina _vieer 's mR an & : es “; ‘. LV ag a 
me “eee ~ et ee “oe, . %— “a, " 4 4 = ~~ A * 
: art es ee haea a a A s* a a eg ee 8 ay ¢ cs i 
‘ a “ i =i 3 “ae — wid Ai - ~ {3 pe eS 23 = om ~ 
f 33 ee ee a ad 3 bp Sa = 5 a ~ 
: - ‘a pee ae a z= ae atm ore -* : oe ’ 
ae ae. pen ete A = ae ae je — pele 
; > ‘ae —— "Ss. a 0 Es . cr mee oe er : gine 
wee wats “oie aH: 7 : | a a 
er Sa saa i ro Be ee 4 A 2 re Sree < : ‘ : 
‘ i. ite Page” on Se ow DS ‘ i: Le = ——— ous 4 
Cie Eo - y GMS ea, La Cee we: oT ae Pt: oe 
a a ee ee ets | aad ee Ae ee 
. aa re a ol ee <> jf ae Ba 
ona er — &: . 5 % r we Si, Fg gO rae a 
ie ~ ai f Bacar ~ > a . - —< a - = ee Ft ea 
Toi Dee aaa ee es Peer Fa - a (J 2 #  é-— til ime Set Whee 
Beet erat i <x eS so ~ ta 7p ay are a ete de 
a ae ————-F ; + et ae oh eek ah 
at ilegtieie ~~ Sond, ——— = ~ ete -—— So aad Ly - Bern a i nis “og ea = i 
- > eee SS —“(‘«~ He | 
ie veer ma 3 2 . ‘ —° Ff ta pag TA 4 
ee ake ie i) j ™ » ee a . ag ag é I F tei : 
hes, ; De a eS ‘= inn ae ee ~, afl ~. a 4 ee —— ; 
my Loe ae a ns : ihe ; “ re 4 i rs ' 4 5 ‘ ee a ~ ~ oe Fa f be : 
ae a ae —— M ‘ tes alti , - _ > ES 
Ae aap Tr — oS 7 Ee thee b: « ( yo et Rad 
Ae ROBY pS: ~ ale ae ayes in ae . es f “ Py iat < 
ore ba Bahauas es ] roo oe eee : . wh , > ie Ba See 
eo \ aa D> hind ae * MMR eee ae on 2 lS “2 
eS ee Bis Serra ee ‘ > | epee Re d 
Lire Pe Be ee F ee \" . < er ty an s Ms y. ; 
| 2S a ee M2? Greensboro- pe 
pe > ae “wa Ae ne : [ 4° Oa! a e is ihren ‘a ‘ 
= aed —. } 1¢ . wie ; at a -_. 7 ; i 
A = JIS INS: | "$4 GREEN THUMB ~ Gx “ 
xe et a eae ~—— "2. y 3 ° er \. u 3 2 a . Se a pe 
BON; rc ee “at ; bic a oe ree = — = 1 te | YS" ” ee OF THE ‘ NEW i oo 
ae , " a — . ae eae | ey ae it 
pr, ges EBay, ws > — A ‘ . : t, 4 : . oteeees : ae a - 
te! ek Ste ; eS ee 
— SOUTH’S MARKETS _ o 
ae U A F = 
wee * ‘ a3 ” 5 ee 
b Sie Bsa ome NC : 
ee pee ve s ARK — _ 
cae = £, sc ; ie 
ie In the mt 3 ie 
a 7 ta ALA GA ys "ae 
a Top 20 1 “' 
ee ei i, 
se oad ts Z 
ee ;=——i‘(‘ileéCS@S 
| EE 
| 
| 
| . , 
ee | . 


Is your advertising 
“setting through”? 


This Week 43 GREAT 


MAGAZINE 


SAGO ORs i Pa 


 . 
” 


Here's how advertising gets through in This Week Magazine 


ef 


4,704,000 ‘women noted this ad 3 Go 


* more than twice the number produced by the same ad of all the women in 
in a leading monthly magazine THIS WEEK’s audience 


Source: Daniel Starch & Staff. 


Your advertising will be read by more people in This Week 


than in any other magazine wees. 
r 6 This Week 
CIRCULATION MORE THAN 14,1 00,000 MAGAZINE 
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Readers Should 
Pay More, Gorman 
Tells Magazines 


Schlitz Exec Hits Price 
Cutting, Says Advertising 
Cost Share Is Too High 


Cuicaco, Nov. 21—The advertis- 
ing director of the nation’s second 
largest-selling brewer today joined 
the critics who complain that ad- 
vertisers are footing too large a 
share of magazines’ publishing 
bills. 

It’s time publishers considered | 
making the consumer pay a larger | 
share, Patrick H. Gorman, direc-) 


tor of advertising, Jos. Schlitz 
Brewing Co., told the Agate Club 
of Chicago. 

“Certainly, publishing houses are 
fighting a declining profit picture,” 
Mr. Gorman said. “But the adver- 
tiser on whom the publisher de- 
pends is having an ever-increasing 
squeeze put on his dollar and is 
paying a disproportionate part of 
the total for the product the pub- 
lisher sells to his customer.” 

He urged that “publishers give 
serious consideration to the prop- 
osition that the public pay a big- 
ger share of the cost of manufac- 
turing and distributing magazines.” 


es The speaker cited a study made 
by Leo Burnett Co., Schlitz’s agen- 
cy, showing that 40 major publica- 
tions were offering cut-rate sub- 
scriptions through Publishers’ 
Clearing House (AA, Oct. 9). 

In fact, he said, “in the first six 


months of this year, 54% of the 
circulation of eight of the country’s 
major magazines was sold at re- 
duced prices.” 

Cut rate subscriptions are ‘“os- 
tensibly . . . a sampling program” 
like that used in the food and other 
retailing fields, he said. 

“The simple fact is that the re- 
newals are, more often than not, 
secured through additional ‘special 
renewal offers’ and not at the reg- 
ular subscription price or any- 
where near it. 

“The goal appears to be to keep 
the subscriber on the hook at any 
price—he must be held to be 
counted as one of those valuable 
numbers.” 

Mr. Gorman challenged maga- 
zines to prove the “vitality” of 
their books by revealing the per- 
centage of initial cut-rate sub- 
scribers who renew and whether 
they renew at a new cut rate or at 


Advertising Age, November 27, 1961 


the regular subscription rate. \ 

“If the public really wants your | 
publication—if magazines are the | 
vital communications medium your | 
industry claims them to be—then | 
the public will be willing to pay 
more,” he said. 

“If they don’t, then you will have 
learned something—and so will the 
advertiser.” 

Mr. Gorman quoted a promotion 
message from the advertising sales 
director of a leading U.S. maga- 
zine, whose readers paid $40,000,- | 
000 for what the magazine called | 
“the privilege of reading it.” | 

| 


Why we’ve had to turn 
down orders for pen tops 


s “Privilege, indeed!’ Mr. Gorman 
said. “A quick check reveals that The remarkable 
the advertising revenue of this Sg Parker 61 
publication last year was $138,000,- | 
000. In short, the advertisers paid 
three and one-half times what the 
subscribers paid.” 

Paraphrasing Gelett Burgess’ 


BADGE—Parker Pen Co., 


Janes- 
ville, Wis., uses three approaches 
in its Christmas ads. One approach, 


as above, draws on Parker 


" 


th 


FORT WORTH 


STAR-TELEGRAM 


NATION IN 


RETAIL FOOD LINAGE 


th 


ment stores — 


in the nation in TOTAL FOOD LINAGE, in- 
cluding retail grocers — groceries of depart- 


general foods — according 


to Media Records for 1960. 
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The reason for the Star-Telegram leadership in this 
category? It’s this: Food advertisers are aware of the 
Star-Telegram’s concentrated coverage of Metro Fort Worth 
and the great 100-county Fort Worth Market . . . where 
23.6% of ALL Texas food business is done. 


Sources: Media Records, Sales Management 


FORT WORTH STAR-TELEG: 


Amen G. Carter, jr. Pres. & Mat! Advertising Director 
Reiph D. Rey, Mer! Advertising 


LARGEST COMBINED DAILY 


without the use of schemes, premiums or contests 
“lust @ good newspoper” 


CIRCULATION IN TEXAS 


pensone Other approaches play up 
| product features and Parker pens 
jas gifts. Leo Burnett Co. is the 
agency. 


| ‘ 
| verse, Mr. Gorman said, “I’ve nev- 


er seen a poor or starving pub- 
lisher. 

“You manufacture a product,” 
he said, “you sell it to your cus- 
tomer at a price less than it costs 
you to make it; a third party picks 
up the difference, and you make a 
profit.” + 


Upjohn Sets 
Consumer Drive 
for Its Unicaps 


KALAMAZOO, Nov. 21—Upjohn 
Co. will break into radio and tele- 
vision advertising for the first time 
in its history after the first of the 
year, following a radio test con- 
ducted in Denver about four 
months ago. 

A report carried in the Jan. 2 
1961, issue of ADVERTISING AGE that 
Upjohn planned to embark on a 
consumer campaign for Unicap vi- 
tamins was later denied by the 
company (AA, Jan. 16). At that 
time, the company did say that it 
was merely considering the idea of 
consumer advertising for the vita- 
mins and had appointed the Mc- 
Cann-Marschalk division of Mc- 
Cann-Erickson to “explore this 
area further.” 


s Unicap multiple vitamins will be 
promoted in participations on 
NBC-TV’s “Saturday Night at the 
Movies” and on its daytimers “Say 
When,” “Concentration,” “Jan 
Murray Show” and “Loretta Young 
Show” from Jan. 6 through the 
end of February. During the same 
period, 30-second commercials will 
be run on NBC Radio’s “Mon- 
itor.” 

Commercials will highlight a 
|special offer in which purchasers 
|of each bottle of 100 Unicaps will 
receive a bottle of 24 capsules free. 

|This special was first offered in 
|the Denver test. 
A print test for the vitamins was 
| made last summer through special 
|arrangements with three maga- 
zines. Ads were run in Life June 16 
| and 30, July 14 and 28, and Aug. 11 
and in Look July 4 and 18, and 
Aug. 1, 15 and 29—in Connecticut 
|and Ohio only. In the Ladies’ Home 
| Journal, Unicaps were promoted in 
|Connecticut in July, in Ohio in 
August, and in both states in Sep- 
tember. 


|s The broadcast schedule will be 
backed with extensive point of 
purchase materials. Drug stores 
will be supplied with color banners, 
|\display baskets, shelf talkers, 
| jumble bin backer cards and floor 
stands simulating the Unicap pack- 
age. + 
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WOMAN’S DAY 


Woman's Day households spend 
up to 11% more per family on food 


and grocery products than the 


readers of McCall’s, Good House- 
keeping, Ladies’ Home Journal 
and Family Circle*. Why? Because 
Woman’s Day food ideas give buy- 
ing ideas to more than 5,500,000 
loyal women—readers who go out 
and buy it, use it, clip it, keep it. 


*Woman's Day $26.52; Family Circle $24.97; Good Housekeeping $24.63; Ladies’ Home Journal $24.18; 
McCall's $23.97. (Source: 1961 Starch C. M. R. Median Weekly Food Expenditures.) 


Woman’s Day » 


The woman’s service magazine with 5,500,000 users 


FAMILY CIRCLE 


1961, Fawcett Publications, Inc 
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Repplier Hits 
Educators for 
‘Sniping’ at Ads 


, The goodness or badness of the 
New York, Nov. 21—Educators | 40) depends upon who uses it and 

got a talking-to yesterday for|)ow. Hammers are used to build 

“throwing dead cats at long-suf- , 

fering Madison Ave.” from T. S. 

Repplier, president of the Adver- 


tising Council. 


Speaking before a Leaders for to be mildly unwelcome to the lis- 
Education luncheon sponsored by | ‘emer. He welcomes it only when 
the New York State Teachers Assn., he is interested in the product ad- 
Mr. Repplier said he was not ask-| Vertised. This should make no one 
ing that educators cease criticizing |CTitical of advertising, any more 
advertising, “but merely that they | than the fact that everybody 


be (1) fair and (2) specific.” 


Instead of jumping on Madison make one critical of insurance. It 
Ave. with both feet, “from now on, is merely the nature of the beast.” 
would you kindly jump with one|e “Advertising is a means of mass 
foot only, so that the other foot communication. It therefore must 
may be kept squarely on the be a common denominator. All| 


ground,” he suggested. 


attacks on American advertising 
are a disservice to the country,” he 
said, “because they weaken an 
instrument which the country par- 
ticularly needs in this time of 
crisis.” He then presented “a few 
facts” for the educators to ponder: 
e “Advertising is a tool used to 
make distribution more efficient. 


homes; they are also used to mur- 
der people.” 


e “It is the nature of advertising 


dodges insurance salesmen should 


common denominators of commu- | 


“Indiscriminate and generalized | nication are bound to irritate intel- 


lectuals. The remedy for below- 
par advertising is very simple. It 
is the same remedy as for below- 
par movies, pop songs, etc.: Raise 
the public taste to the point where 
such communications no longer 
attract. 


a “Is this not a job for—among 
others—educators?” he asked. 

Mr. Repplier also asserted that 
the U.S. is “already paying a 
heavy penalty for our years of 
sniping at advertising. This is be- 
cause advertising, or propaganda, 
if you prefer to call it that, is 
taken so lightly by Congress that 
our American propaganda effort 
is perhaps one-twentieth of our 
communist enemy’s. Is it any won- 
der we are losing the propaganda 
war?” 

The U.S. Information Agency 
has only about $146,000,000 an- 
nually to conduct campaigns in 90 


|countries, he lamented—‘“$20,000,- | 
|000 less than one company spends 


in the U.S. alone to sell its auto- 
mobiles. 


Advertising Age, November 27, 1961 


FISHING AD LURE—Advertising for Shakespeare Co., Kalamazoo, fish- 

ing equipment takes on a new look in the first of its ads for 1962, as 

in this spread, which will appear in outdoor magazines and annuals 

in January. MacManus, John & Adams, Bloomfield Hills, Mich., is 
the agency. 


|spending $48 billion for military 
hardware which we pray may 
/never be used, we are spending 
“At a time when the USS. is| the price of just one Polaris sub- 


launching pad 


FOR THE NEW YEAR'S MOST VITAL MESSAGES 
TO U.S. BUSINESS 
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New York World-Telegram 
Monday, January 8, 1962 


No start-of-the-year medium offers a brighter 


showcase for the story of 


business to 


businessmen than the World-Telegram’s 
1962 Business & Financial Review. 


In New York, the nation’s business capital, 
the World-Telegram commands a uniquely 
concentrated audience of decision-makers. More 
executives rely on it for today’s business news 
today than on any other newspaper. More give it 
the extra intensity of at-home readership. 


On Jan. 8, “1962: Boom or Superboom?” will be 
appraised in depth by the editors and analysts 
who have made the World-Telegram’s Review 
the fastest-growing medium of its kind—who 
daily make the World-Telegram America’s 


No. 1 financial evening newspaper. 


New York’s QUALITY Evening Newspaper 
Seripps-Howard General Advertising Offices: 230 Park Avenue, New York City 
Chicago+ San Francisco+ Detroit « Cincinnati + Philadelphia* Dallas « Los Angeles 


New York World-Ielegram 


The Sun 


A SCRIPPS-HOWARD NEWSPAPER 


marine for the ideological war 
which may decide this country’s 
fate,” he pointed out. 


= Besides money, he added, “what 
the USIA program sadly lacks are 
more skilled advertising men, se- 
lected carefully from the ablest in 
the business. They would bring to 
the work a knowledge of first 
principles—the chief of which is 
that an idea, however good, must 
be made intelligible to the partic- 
ular audience which hears it, and 
then repeated and repeated until 
it is understood.” 

However, more admen will prob- 
ably not be added to the ranks of 
“our ideological warriors,” he said. 
“Washington has largely bought 
the popular myth that admen are 
martini-guzzling, simple-minded 
fellows who would reduce the Ber- 
lin problem to a singing commer- 
cial. Thus we fall victim to our 
own propaganda.” + 


Harris Agency Seizes Cuban 
Tobacco Cargo for Unpaid Bill 

Harris & Co., Miami agency, won 
another battle in its fight to collect 
money owed to it by the Cuban 
government for tourist advertising 
placed by the agency. A request 
for an injunction which would 
have prevented Harris from selling 
846 cases of Cuban cigars and 
cigarets, valued at $100,000, was 
denied by a U.S. district court 
judge in Tampa. Harris impounded 
the cargo after it was landed in 
the U.S. 

The court dismissed a complaint 
brought by R.C.W. Supervisors 
Inc., New York, which imported 
the confiscated tobacco shipment. 
The $100,000 sale, if completed, 
will bring the agency to within 
$50,000 of recouping the money 
owed it by the Cuban govern- 
ment. Erwin Harris, president of 
the agency, obtained a $329,000 
judgment against Fidel Castro’s 
government earlier this year (AA, 
April 24). 


Int'l Shoe Accepts FTC Order 

International Shoe Co., St. Louis, 
has agreed to accept a Federal 
Trade Commission consent order 
which forbids it to claim that 
Weather-Bird shoes assure healthy 
development of children’s feet. The 
FTC action was based on catalog 
and circular advertising. 


NL&B Names Four VPs 

Jack W. Copher, Bradley H. 
Roberts, Carl A. Shem Jr. and 
Frederick D. Sulcer, all members 
of the account executive staff of 
Needham, Louis & Brorby, Chica- 
go, have been elected vps of the 
agency. 


SPORTS + CARTOONS- PRODUCTS IN ACTION 


FLIP BOOKS 


MINIATURE FLIP BOOK CO., w< 

1S WEST 44 STREET NEW YORK 36. Y. 

SEND FOR PRICES cuasronsor FREE SAMPLES 
“POCKET TELAVISION™ MOVIE FLICKER BOOKS 
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THE BALTIMORE 
SUN PAPERS 


announce the appointment of 


Cresmer & Woodward, Inc. 
in the Chicago and Detroit areas 
Effective December 1, 1961 


With the addition of these two offices, 
Cresmer & Woodward, Inc. now represents 
the Baltimore Sunpapers from coast to coast. 


Cresmer & Woodward, Inc. offices: 


New York San Francisco 

99 Park Avenue 681 Market Street 
Chicago Los Angeles 

230 N. Michigan Avenue 3460 Wilshire Boulevard 
Detroit Atlanta 

627 New Center Building 134 Peachtree Street 


Special Florida Travel Representative 
The Leonard Company 
311 Lincoln Road 
Miami Beach, Florida 
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Riquelme 


HISTORIC AD MEETING—The first advertising congress in the history of Latin American 
advertising found more than 900 delegates assembled in Sao Paulo earlier this month 


Monteiro 


Argentine Delegation 


Lazo Sarmiento 


(AA, Nov. 20). Among the admen present were Cesar Riquelme of Paraquay; David Lazo, of Bolivia; and Victor M. Sarmiento, Mexico. 


A. Monteiro, first president of the Brazilian Federation of Advertising, founded last 
October; a group from the Argentine delegation; and two of the speakers: Luis L. 


Dull Presentations 


Baumritter Officials, Brown Charges — 


Furniture Maker Also 
Cites Good Ones by 
Daniel & Charles, Others 


New York, Nov. 21—“Deadly 
dull” presentations which “left us 
listless and bored” were the chief 
causes for rejections of most agen- 
cies which recently sought the 
$250,000 Baumritter Corp. account. 

Daniel C. Brown, vp of adver- 
tising and sales promotion of the 
furniture company, told the 


League of Advertising Agencies | 


here tonight that many shops “left 
us wondering if their lack of sales 
skill on their own behalf wouldn’t 
reflect itself in the work they did 
for us.” He said many “good, capa- 
ble” organizations “did not reveal 
their true talents during the inter- 
views.” 

Mr. Brown said he talked to 23 
agencies—anywhere from one to 
three hours each—out of 80 which 
solicited the business. Originally, 
however, Baumritter intended to 
select only 10 shops from an “in- 
teresting agency file” made up by 
the company from articles in vari- 
ous business papers and magazines 
which cited “the most creative 
agencies, successful campaigns, or 
showed unusual or attractive ads.” 
It also contained “provocative” di- 
rect mail solicitations received 
over a 10-year period. 


® Baumritter’s agency list subse- 
quently grew after some “wouldn’t 
take ‘no’ for an answer and, 


through very effective direct mail, | 


convinced us that we should take 
the time to learn more about 
them.” 

Wondering whether the agen- 
cies’ poor showings were “a case 
of the neglected shoes of the cob- 
bler’s children,” Mr. Brown asked: 
If agency “experts” were “prime 


proponents of the well-rounded | 


consistent advertising and promo- 
tion program for every client, why 
is it that some agencies forget 
these basic facts of marketing in 
their own operations?” 

He gave some reasons why faul- 
ty presentations to Baumritter out- 
numbered “the best” ones by two 
to one: 


s Some shops lacked “clear analy- 
sis of agency advantages and de- 
velopment of a well-conceived sell- 
ing approach. These agencies were 
not clear on what they were sell- 
ing, or how to prove it.” One ex- 
ample, which Mr. Brown catego- 
rized as the “and-then-I-wrote” 
approach, involved “meaningless” 
samples and was “like a composer 
sitting at a piano and singing his 
old songs with a cracked voice and 
totally unprofessional manner.” 
Second, some agencies had a 


by Agencies Bored 


misconception that they were on | 
hand as a “witness for the defense. | 


They came to present facts about 
their companies and submit evi- 
dence .of their work for the district 
attorney to question.” 

Mr. Brown went on to describe 
|some other “serious mistakes.” 
|e The “medicine man” approach 
|—used by agencies which “came in 
| with panaceas to all our problems.” 
|They offered “all sorts of cures 
| when they hadn’t the faintest idea 
|of what our problems were.” 
e “Agencies hurt themselves by 
| failing to bring to the initial inter- 
view everyone of importance who 
| will service the account. We might 
| be flattered to meet the president, 
| but what is the use if he will have 
|little or no contact with our ac- 
|count once it’s in the shop?” 


|e One agency which was told it 
| was no longer in the race—after a 
| two-hour interview—sent an “‘out- 
|raged” reply letter which said: 
| “How can you do this to us when 
| we haven’t even had a chance to 
}tell our story?” When Mr. Brown 
| called the agency president to 
| learn the reasoning behind his re- 
jmark, he replied: “Oh, that first 
|meeting doesn’t count. That was 
just to get to know you and see if 
| we would want to work with you.” 
A presentation, said Mr. Brown, 
was “not the time to exchange 
pleasantries and expect the client 
jto sell himself to you.” A shop 
|must do its selling “frorn the word 
‘go’.” 

e Not enough agencies familiarize 
| themselves with the client’s indus- 
try and company in order to “ad- 
\dress remarks and questions in- 
telligently.” Mr. Brown cautioned 
agencies about “pushing your luck 
| too far and trying to give the client 
the impression that you know all 
| about his business when you don’t.” 


e Knocking the incumbent shop 
is “even more dangerous in an 
agency presentation because the 
ad manager you are talking to 
must accept responsibility for any- 
thing that has appeared over his 
company’s name.” 


s Then Mr. Brown outlined for the 
league some “outstanding” pres- 
entation techniques (“there were 
many of them—besides Daniel & 
Charles, which secured our ac- 
count”): 

“Enthusiasm and purpose” were 
the “uniform” success elements. 


“These agencies were confident of| cording to creativity, approach to 


themselves; had a high set of 
standards and a clear point of 
view. They would not tolerate 
mediocrity. This showed in their 
manner, and the way their mate- 
rial looked. 


“Each of them took time to tell|ter’s field. + 


us the history and growth of its 
company, of the key men who had 
contributed to that success and of 
a sound business man’s approach 
to the role of advertising in the 
marketing picture.” Mr. Brown) 
said that “before these agencies | 
showed a sample of their work, 
they had sold their company, its 
philosophy and its staff’s abilities. 


s “It was obvious that they were 
familiar with our company and 
industry. They asked intelligent 
questions to be sure that our or- 
ganizations would mesh well, too: 
What was our budget size? Its 
breakdown by category of work, 
billable income, personnel require- 
ments? What was our approach to 
advertising, its place in our busi- 
ness, methods of budgeting, sales 
methods and policies, product 
lines, etc.” 

He said that “before they left, it 
was clear to all concerned whether 
the economics of the situation 
were proper or not. 

“They stressed the fact that we 
would represent an important ac- 
count to them and that we would) 
receive the full attention of first) 
class talent. They indicated why | 
they wanted our account and how 
their experience in solving similar 
problems could be applied to our 
advantage.” 


a Mr. Brown said the “key dif- 
ference” was that these agencies— 
when they got around to showing 
samples—used them “as tools to 
illustrate the abilities of their peo- 
ple. Each sample became a fas- 
cinating case history, telling of the 
problem faced by that client, the 
over-all strategy developed, the 
place the ad played in the scheme, 
what else was done to follow 
through with salesmen or retailers 
—and the results.” 

In its interviews, Baumritter ex- 
amined agency size and age; cur- 
rent total billing; growth in the last 
five years; average size of account 
and range of budgets; who would 
service the account (account ex- 
ecutive, copy and art) plus sheir 
abilities and personalities; experi- 
ence in same or related channels 
of distribution; account conflicts; 
signs of “stability, sincerity and 
good service” to current accounts; 
client turnover—and if so, why, 
and how the agency approached 
marketing problems and the cali- 
ber of the solutions they suggested 
to current clients. 

Mr. Brown said the company 
kept an evaluation sheet on each 
agency. This was filled out im- 
mediately after the interviews “so 
the impression would be fresh in 
our minds.” Shops were rated ac- 


merchandising, marketing know- 


how, impression of the people,) 
growth record, 


Norfolk-Tidewater 
Stations Extend 
Drive Six Months 


NORFOLK, VA., Nov. 21—Three 
television stations in the Norfolk- 
Tidewater market area, which for- 
got their competitive differences 
to promote the whole market and 
attract new advertising revenues 
(AA, Jan. 23), have decided to 
continue their unique _ project 
through the first half of 1962. 

The three stations—WTAR-TV, 
Norfolk, a CBS affiliate; WVEC- 
TV, Norfolk-Hampton, an ABC af- 
filiate; and WAVY-TV, Norfolk, 
an NBC affiliate—christened their 
cooperative project the Norfolk- 
Tidewater Market Group. The sta- 
tions chipped in $75,000 and named 
Liller, Neal, Battle & Lindsey to 
handle advertising. 

Targets of the initial promotion 
included media and market re- 
searchers with national advertis- 
ers; market and media supervisors 
in agencies; media buyers; mar- 
keting executives and _ regional 
distributors of national products. 


s The problem that led to forma- 
tion of the Norfolk-Tidewater Mar- 
ket Group looked like this: 

For several years the Norfolk- 
Tidewater market area was “erron- 
eously broken into separate mar- 
kets’”—Norfolk-Portsmouth and 
Newport News-Hampton. “This 
confused advertising agencies’ me- 
dia departments, because the two 
contiguous areas are listed as the 
51st and 120th markets, respec- 
tively, in the U. S., whereas they 
actually make a single market 
which would rank 29th.” 

The idea of combining the ad- 
vertising and promotional poten- 
tial of three tv stations to sell the 
unity story was first pushed by 
Robert Lambe, president of 
WTAR-TV. He convinced Thomas 
P. Chisman, president and general 
manager of WVEC-TV, and Glen 
Taylor, president of WAVY-TV. 

The promotion featured the 
area’s population of 802,000—in 
about half the metropolitan area 
of Miami or Atlanta; it stressed 
the military in the area (39 sep- 
arate service establishments) as 
comprising a “hidden bonus” for 
advertisers, worth about $200,000,- 
000 a year in added sales; it 
stressed “one of the highest” per 
capita incomes in the country; and 
it emphasized that the market of- 
fered “one of the greatest tv bar- 
gains” anywhere. 


2 A 15-minute color film which 
told the story was produced. Ad- 
vertising was planned and sched- 
uled in consumer and business 
publications. The three tv stations 


comparison of|combined on a market brochure, | 


tions’ representatives: Edward 
| Petry Co., the Katz Co., and H-R. 
| These prints were shown to agen- 
| cies and advertisers. 

| So far, more than 500 agency 
and advertiser people have seen 
| the film in New York, Chicago, 
Detroit, Atlanta, Richmond, Des 
Moines, Los Angeles, San Fran- 
cisco and Washington, D. C. 

And so far the three tv stations 
are happy about the results. For 
next year’s campaign they will 
move from a theme of ‘“‘Most mis- 
understood market” to “Norfolk- 
Tidewater, the 29th market in the 
country.” # 


Haire Merges Its 
‘Crockery & Glass,’ 
‘Giftwares’ Books 


New York, Nov. 21—Haire Pub- 
lishing Co. will merge two of its 
monthly publications, Giftwares & 
Home Fashions and Crockery & 
Glass Journal, into a single new 
monthly, Gift & Tableware Report- 
er, to bow next January. 

Haire pointed out, in a dummy 
of the magazine mailed to all ad- 
vertisers, that the merger is in- 
tended to match the changing mar- 
ket, because “the volume china and 
glass buyers, in most cases, buy 
gifts as well.” Haire added, “The 
gift and specialty stores we serve 
are trading up, adding the impor- 
tant table accessories that net 
greater profit per sale.” 


es The new magazine will carry an 
initial circulation guarantee of 20,- 
100, which is more than the com- 
bined circulations of Giftwares 
(14,032) and Crockery (3,991). It 
will also have the same b&w page 
rate as Giftwares ($390), as 
against $375 for Crockery. It will 
have a trim size of 64%x9”. 

For the first six months of pub- 
lication, pending the first ABC 
audit, the magazine will go to the 
combined paid circulations of the 
old magazines. 

John Henry Griffin, publication 
manager of Crockery, will be busi- 
ness manager; Sal Mastro, ad sales 
representative of Giftwares, will be 
ad sales manager. + 


Distiller Runs Moderation Ad 

Seagram’s Calvert Distillers Co., 
New York, ran a 1,218-line b&w 
moderation message in 45 newspa- 
pers across the U.S. Nov. 22, carry- 
ing some thoughts about the Amer- 
ican tradition. Headlined, “Has 
Thanksgiving Changed .. . or have 
we?” The ad may be the forerun- 
ner of a permanent series. Comp- 
ton Advertising is the agency. 


Johnson Joins KPLR-TV 


Fred W. Johnson, formerly man- 


Baumritter’s budget.with average| which was sent to 3,000 people in| ager of the St. Louis office of Ed- 
account size, layout and copy ap-|all fields. Twelve prints of the| ward Petry & Co., has been ap- 
peals and knowledge of Baumrit-|color film were made and distrib-| pointed local sales manager of 


'uted to branch offices of the sta-' KPLR-TV, St. Louis. 
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‘TAKE A LOOK 
' AT ALL THREE 


There are three major metalworking weeklies to consider for 1962 media de- 
cisions: Iron Age, Steel and Metalworking News. 


You can’t pick between two any more. Make a choice, but look at all three. 


Any publication—especially in metalworking—that racks up a paid circulation of 
over 29,000 in its first 13 months deserves your most serious consideration. 


METALWORKING NEWS. A Fairchild Business Newspaper 


e 
THE BIG DIFFERENCE IS NEWS © 
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Four Roses Sets 
New Recording in 
‘bl Yule Campaign 


New York, Nov. 21—Four Roses 
Distillers Co., which blossomed out 
into the mellowest of soft sells 
these past two years, with two 
long-play records, has pulled out a 
few more stops this year. 

The Seagram division has made 
a change of pace from the previous 
“sing-along” records and has just 
released an album of big band 
favorites. The record is titled “Four 
Roses Dance Party” and features 
arrangements by Sy Oliver, one- 
time arranger for Jimmy Lunce- 
ford and Tommy Dorsey, and Nor- 
man Leyden, well known for his 
work with Glenn Miller. Mr. 
Oliver conducts the band, brought 
together specially for the Four 
Roses recording. 

Twelve alltime favorites are re- 
corded, including “Moonlight Sere- 
nade,” “Temptation,” “I’m in the 
Mood for Love,” and “Darktown 
Strutters Ball.” 


@ Like the previous two records, 
which between them are under- 
stood to have sold some 1,000,000 
copies, “Dance Party” rates as a 
self liquidator in the company’s 
books. A $3.98 value, the new Ip 
will be sold, where regulations 
permit—23 states—for $1. It’s sold 
across the counter in package 
stores and taverns, and through 
the mail to customers who write in. 

Four Roses will also burst into 
color with a series of four-color 
pages in Life and Look for both 
the Four Roses brand and Antique 
bourbon, first introduced three 
years ago. In addition, Antique 
will use similar pages in Time. 
The whole schedule will appear 
between Nov. 21 and Dec. 15. 

Both brands also will get inten- 
sive newspaper support from large 
space ads in December, with ad- 
ditional two-color r.o.p. ads for 
Four Roses in major markets. 


s Four Roses will continue its 
“double-saturation” outdoor show- 
ings in major markets, which will 
also include 15 outdoor spectacu- 
lars, transportation ads in key 
states and 1,000 giant posters in 
New York subways. 

Antique bourbon will use 54 
spectaculars in major markets. 

Four Roses will round out the 
holiday campaign with Hi-Fi color 
ads in key metropolitan areas. 
Newspapers on the roster are the 
New York Journal-American and 
World-Telegram & Sun, the Bos- 
ton Globe, Newark News and De- 
troit Free Press. 

Young & Rubicam is the agency. 


Elfenbein Retires from Haire; 
Becomes Publisher Consultant 
Julien Elfenbein, with Haire 
Publishing Co. 30 years in a num- 
ber of executive capacities, will 
retire in January to become a 
publishing con- 
sultant to busi- 
ness publica- 
tions. Among 
his clients will 
be Haire Pub- 
lishing. Mr. 
Elfenbein has 
been editor of 
several Haire 
publica- 
tions, editor-in- 
chief of House- 
wares Review,- 
editorial direc- 


Julien Elfenbein 
tor of the home furnishings group, | Bottsford Adds Long-Bell 


assistant to the president and pub- | 


lications manager. 

For the past year he has handled 
special assignments for Thomas 
Haire, president, including organ- 
izing Profit Parade, now under 
publishing direction of Frank Led- 
erle, Haire vp in Chicago. 


in Shaping Economic 
Future, Stock Says 


Cuicaco, Nov. 22—Emma Stock, 
director of sales promotion, Forbes, 
and the Advertising Federation of 


America’s 1961 Advertising Woman 
. ~~ of the Year, 
Be charged adver- 
tising with the 
responsi- 
bility for help- 
ing shape the 
US. economic 
future. 

Speaking be- 
fore the Wom- 
en’s Advertis- 
ing Club of Chi- 
cago last night, 
Mrs. Stock said, 
“We can ill af- 
ford to have business men, scien- 
tists, educators, preachers and 
legislators at loggerheads or to 
have advertising the whipping boy 
for all.” 

Quoting a recent bi-monthly re- 
port of economists of the Chase 
Manhattan Bank which concluded 
that hard and imaginative market- 
ing efforts will be required to 
generate sales increases and sup- 
port a general business advance, 
Mrs. Stock said, “Who would say 
that advertising could be omitted 
from those hard and imaginative 
marketing efforts?” 

Mrs. Stock told the adwomen, 
“Advertising that engenders public 
confidence can help to sell both 
the quality of the corporation and 
the quality of its products, and ad- 
vertising that serves the economy 
must also serve the public inter- 
est.” In order to endure, a product 
must fulfill the promise of its ad- 
vertising, she said. + 


% 


ad 
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Emma Stock 


Pittsburgh Dailies Boost 
Patton, Irr, Luttig, McCormick 
The Pittsburgh Press and Post- 
Gazette have promoted Melvin G. 
Patton, formerly retail manager of 
the Press, advertising manager of 
both dailies. At 
the same time, 
James J. Irr 
was named re- 
tail advertising 
manager, Paul 
J. Luttig sales 
promotion man- 
ager and Wil- 
liam E. McCor- 
mick assistant 
general adver- 
tising manager. 
All four men 
will work under 
Earl J. Gaines, advertising director 
of the combined business offices of 
the two newspapers. 


Melvin G. Patton 


for the past 10 years. Mr. Luttig 
joined the Press promotion depart- 
ment in 1939, and Mr. McCormick 
formerly was advertising manager 
of travel and resorts. 


Aarbern Acquires Teen-Clear 
License, Appoints Geyer 

Aarbern Pharmacal Co., a divi- 
sion of Wander Co., Chicago, has 
acquired the license to manufac- 
ture Teen-Clear products of P. M. 
Laboratories, Hampton, Ia. Aar- 
bern’s agency, Geyer, Morey, Mad- 
den & Ballard, Chicago, has been 
appointed to handle advertising. 
The Teen-Clear line includes a 
medicated daytime lotion, a night- 
time gel and a medicated makeup. 
The account, inactive recently, 
|was previously handled by Ladd, 
|Southward & Bentley. 


| 


Advertising Has Role | 


a 


His 


Advertising Age, November 27, 1961 


FOUR-PAGE AD—This is the first page (right) and last page of the 
four-page, four-color ad Mercury will run in Life, Look and The 
Saturday Evening Post to introduce its new-size Meteor. 


Lincoln-Mercury 
to Launch 3-Medi 
Push for Meteor 


(Continued from Page 1) 

said that a Mercury sign hanging 
outside a dealership should suggest 
the “same kind of substance that a 
Ford or Chevrolet sign suggests.” 

The problem, as Mercury mar- 
keting people diagnosed it, was 
one of an increasing number of 
cars and kinds of cars on the mar- 
ket, coupled with a decreasing 
share of industry for Mercury. 


® The first phase of Mercury ad- 
vertising, which began with the 
introduction of Comet and Mon- 
terey, was to establish these two 
car lines solidly as Mercury auto- 
mobiles. The second phase, accord- 
ing to Bruce E. Miller, Lincoln- 
Mercury advertising manager, is 
aimed at integrating the Meteor as 
a regular member of the Mercury 
lineup. 

Mercury will use four-page, 
four-color ads in Life next week 
and Look and The Saturday Eve- 
ning Post the following week to 
introduce the Meteor, although the 
otMer two cars will be mentioned 
in the ads. 


s Newspaper announcement ads 
will run next week in some 2,000 
newspapers covering all Mercury 
dealer points. The b&w ads will be 
at least a half-page in size. Meteor 
also will get four minutes on the 
NBC-TV special “Japan” Dec. 4, 
and a heavy concentration of spots 
on “87th Precinct,” “Alfred Hitch- 
cock Presents,” “Outlaws,” “Wells 
Fargo,” and “Today,” all on NBC- 


Mr. Irr has been with the Press| TV 


The Life ad next week will car- 
ry a lucky number coupon as part 
of a traffic-builder giveaway of 
365 Meteors. 


8 Until now, all Mercury adver- 
tising has covered both Comet and 
Monterey. From here on, all three 
car lines will be included, whether 
in print or on tv, according to Mr. 
Miller. 

Mercury set up a basic three- 
step advertising plan that would 
tailor the advertising to fit the 
medium, create an over-all Mer- 
cury “banner” with a general 
multi-line message, and highlight 
the distinctive points of each car 
with a constant theme. 

Mercury tailored its magazine 
ads by scheduling nothing but 
spreads or bigger, according to Mr. 
Miller. The theory is that, for the 
same cost, the multi-car approach 
brings 50% more impressions for 


Bottsford, Constantine & Gard- 
ner, Seattle, has been appointed to 
|handle advertising for the Long- 
Bell division of International Pa- 
per Co., Longview, Wash.., effective | 
Jan. 1. The company makes ply- 
wood, flakeboard, kitchen cabinets, 
millwork, lumber and oak flooring. | 


each car than single pages would 
bring. Since only one car could be 
shown on a single page, it was felt 
three pages would be needed to 
advertise three car lines. Thus, 
nine spreads would deliver nine 
impressions per car, but the same 
expenditure would buy only six 


impressions per car in single pages. 

On tv, only one car line is fea- 
tured in a commercial, with a 45- 
|second message. But the multi-car 
|story is told in the 15-second 
| wrapup to the commercial. 

This is where the “banner” 
comes in. Every print ad carries a 
banner across the top of the spread 
| OF newspaper page that carries the 
Mercury name high and a sub-line 
on each of the three car lines (two 
until next week). 


s The theme for each car line also 
is included in the banner—“Smart- 
ly ahead of the compact crowd” 
for Comet, “The best looking buy 
for the big-car man” for Monterey, 
and now “The beautiful balance 
between big cars and compacts,” 
for Meteor. 

Kenyon & Eckhardt, Detroit, is 
the agency. + 


FCC Shifts Miami 
Channel to Wilson; 
Delays WLW-I Move 


WASHINGTON, Nov. 22—The first 
tv license revocation in history 
became effective this week as L. B. 
Wilson Inc. took over the Miami 
Channel 10 assignment which was 
formerly held by Public Service 
Television for WPST-TV. 

WPST-TV lost its license as a 
result of charges that off-the-re- 
cord contacts were made in its be- 
half while its application for the 
channel was pending before the 
Federal Communications Commis- 
sion five years ago. 

In a _ statement published in 
Washington newspapers Monday, 
owners of WPST-TV noted that the 
L. B. Wilson license will be up for 
renewal in three months. They ex- 
pressed hope they will have an 
opportunity to compete for the 
channel on the basis of their per- 
formance record when the renewal 
application comes before the com- 
mission. 


s Meanwhile, FCC indefinitely 
postponed the Nov. 30 deadline it 
has set for transfer of Channel 13 
in Indianapolis from Crosley 
Broadcasting, which currently op- 
erates WLW-I, to WIBC Inc. 

A July 27 FCC decision held 
that the original grant to Crosley 
four years ago involved procedur- 
al error. FCC said it should have 
awarded the channel to WIBC Inc., 
and fixed Nov. 30 as the tentative 
deadline for the transfer. 


FRANELIN C. WHEELER 

BURLINGAME, CAL., Nov. 21— 
Franklin C.. Wheeler, 68, pioneer 
San Francisco advertising execu- 
tive, died here today at Peninsula 
Hospital after a short illness. 

Mr. Wheeler was a co-founder, 
with the late Emil Brisacher, of 
the original Brisacher, Wheeler & 
Staff, San Francisco. The agency 
was absorbed several years ago by 
| Cunningham & Walsh. Just prior to 
his death Mr. Wheeler, although in 
\semi-retirement from advertising, 
| had been serving as a consultant to 
\C&W. 


ABP Names Beard 
to New 3-Year 


Presidential Term 


New York, Nov. 22—William K. 
Beard, president of Associated 
Business Publications for 12 years, 
has been named for another three- 
year term. 

Announc- 
ing the renewal 
of Mr. Beard’s 
contract today, 
William B. 
Freeman, ABP 
chairman and 
president of 
Miller Freeman 
Publications, 
said: “Under 
Bill Beard’s 
great leader- 
ship, ABP has 
raised its business paper promo- 
tional activities and its member- 
ship services to exceedingly high 
levels, and has increased its mem- 
bership 68%.” 

Mr. Beard sold space and direct- 
ed advertising promotion and re- 
search for nearly 26 years for Mc- 
Graw-Hill Publishing Co. before 
first accepting the job of inte- 
grating and selling the activities of 
ABP in December, 1949. 

Mr. Beard joined McGraw-Hill 
in 1924, starting on the makeup 
desk and as a cub salesman on 
Electrical Merchandising. After 
helping to launch sales of the new 
Radio Retailing in Chicago, he was 
promoted to the northern New 
York territory. 


William K. Beard 


s After four years of selling space 
on six electrical papers, Mr. Beard 
transferred to Cleveland, and when 
Electronics was launched in 1931, 
he pioneered advertising sales in 
that territory. 

In 1935, Mr. Beard was called 
to New York as manager of Elec- 
trical World. Four years later, he 
was named publisher of that book 
and of Electrical Contracting. In 
1945, he was elected a vp and placed 
in charge of coordinating the com- 
pany’s promotional and research 
activities. 

His appointment as ABP presi- 
dent followed extra-curricular ac- 
tivity as chairman of ABP research 
and promotion committees, and as 
a member of the Advertising Re- 
search Foundation committee on 
the continuing study of business 
papers. 

Mr. Beard has been a long-time 
advocate of paid circulation. He 
once told a seminar that “All free 
books aren’t junk, but most junk 
books are free.” 


# A year ago, in his annual report 
to members, Mr. Beard rapped 
publications that “live on adver- 
tising patronage or pap—dollars 
siphoned from topflight papers.” 

He added that “We see the busi- 
ness press swarming over the num- 
bers game boys. We see the fast- 
buck operators. We see publishing 
we might, in a burst of kindness, 
call i ature—well enough in- 
tentioned, perhaps, but not very 
professional or very competent.” # 


Court Bars Illinois on 
New Magazine Taxes 


Cuicaco, Nov. 21—Time Inc. to- 
day was granted a temporary in- 
junction restraining the state of 
Illinois from collecting new taxes 
on its magazines (AA, Nov. 20). 

Superior court Judge John F. 
Bolton, who granted the injunction, 
has not yet set a date for trial of 
a suit brought by Time, which 
seeks a permanent injunction 
against the tax. 

Time Inc.’s suit identifies its six 
magazines as news media. A suit 
is also expected to be filed by other 
magazines on different grounds. 
| This suit is being prepared by law- 
yers for a committee composed of 
|several publishing groups. + 
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“i Some things 
~ are too good = 


to change 
' 


@ . 
Good taste is timeless. Take this Queen Anne chair-it has stood the test of time and people for more than 260 years. Take the 
magazine resting on the chair, House & Garden, it is a magazine classic! House & Garden has recorded good taste and a taste 
for good living for six decades and fully intends to go right on doing so—and in the style its readers are accustomed to. For the 
editors of House & Garden are aware that a consumer market matures every decade, that taste improves with each age and 
that successively, each generation strives to improve on the last, and demands for itself the better things in life—the better home life 
House & Garden documents with authority. So don’t expect January House & Garden to change simply because it’s the first 
issue to incorporate Living for Young Homemakers. Publication trends to the contrary, there will be no graphic fireworks, 
no declaration of a new reader direction, no need either for outside experts. All the experts in the home field are already on staff! 
House & Garden, incorporating Living for Young Homemakers, will dare to remain the same, and will prove that nothing has 
changed but the number of young people in America who have been educated to know better...who have been stimulated to desire 
better...and who have economic maturity, youngsas they are, to afford better, and are therefore clearly ready for House & Garden. 


Nothing’s changed, but circulation: a One million guaranteed for 1962! 


Sliderule Statistics: HOUSE & GARDEN circulation, on the 
= upclimb (800,000 at last ABC count), soars to a guaranteed 1,000,000 
Sem with the incorporation of LIVING January, 1962. 

™ HOUSE & GARDEN incorporating LIVING becomes the first quality- 
audience magazine in the home field to deliver America’s new con- 
sumer elite—The Million—giving advertisers the largest coverage of 
the quality home market at the lowest cost per page per thousand. 
HOUSE & GARDEN incorporating LIVING gives advertisers a three 
month circulation bonus; advertising rate changes are guaranteed not 
to take effect before the April, 1962 issue, at which time the magazine 
anticipates an average circulation in excess of 1,200,000. 


© The Condé Nast Publications Inc. 
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feature pages from the regular November FACTORY 


...a direct editorial effort against the hot problem 
of indirect manufacturing costs.This is a reader service 
which few businesspapers have the vision or 


resources to undertake. FACTORY had, and did. 
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Champion Lamp Works Felters Company A Pinkerton’s National Structoglas, Inc. 
Acme Industries, Inc. Chart-Pak, Inc. Fenwal, Incorporated Lewis Company, G. B. Detective Agency, Inc. Sugar Beet Products : 
Acme Steel Company Chisholm-Moore Hoist Flintcote Company Lewis-Shepard Pittsburgh Chemical Company 
Acme Visible Records, Inc. Division, Columbus- Furnas Electric Company Lion Oil Company Company Sun Oi! Company 
Aeroquip Corporation McKinnon Corporation Lincoln Electric Company Pittsburgh Corning Corp. Sylvania Lighting Products, 
Marman Division Clarage Fan Company G Link-Belt Company Plant Engineering & Div. of Sylvania Electric 
Aerovent Fan Company Clark, Cutler, McDermott Co. Gardner-Denver Company Louden Machinery Company Maintenance Show , Products, Inc. 
Albertson & Co., Inc. Cleveland Tramrail Div., General Dynamics/Electronics Lyon Metal Products, Inc. Powell Pressed Steel 
Allen-Bradley Company Cleveland Crane & General Electric Company Lunkenheimer Company Company T 
Allis-Chalmers Engineering Co. Large Lamp Department Prime Mover Company Taylor Chain Co., S. G. 
Allis Co., Louis Colorado, Department of Wiring Device Department M Prophet Company Taylor Co., Halsey W. 
Aluminum Company of Development General Plastics Corporation Magline, lac. Protectoseal Company Tennant Company, G. H. 
America Comptometer Corporation General Time Corporation Magnetics, Inc. Puritan Chemical Company Texaco, Inc. 
American District Telegraph Conco Engineering Works Stromberg Division Mahon Company, R. C. Thiokol Chemical Corporation 
Co. Conveyor Systems, Inc. General Welding & Markem Machine Co. R Timken Roller Bearing Co. 
American Gas Association Crescent Tool Company Fabricating Co. Master Builders Company Radio Corporation of America Toledo Edison Company 
American Mutual Liability Crawford Door Company Glidden Company Masury-Young Company Electronic Data Processing Tomkins-Johnson Co. 
Insurance Co. Crown Controls Co., Inc. Globe Company, Products Mathews Conveyor Company, Special Products Torit Manufacturing Co. 
American Oil Company Cutler-Hammer Division Ltd. Department Torrington Company 
Apex Machine & Tool Co. Goodrich Industrial Products Maxon Premix Burner Ranco Industrial Products Co. Tranter Manufacturing Inc. Sa 
Armco Drainage & Metal D Company, B. F. Company Rapids-Standard Co., Inc. Triax Company 
Products, Inc. Day Company Goodyear Industrial Products McGraw-Hill Book Company Raybestos-Manhattan, Inc. on ; 
Arno Adhesive Tapes, Inc. Dayco Corporation, Rubber Div. Metals & Controls Inc. Raymond Corporation U “s oy RE eae 
Aro Equipment Corporation Products Division Graphic Systems Methods Research Corp. Republic Steel Corporation Union Steel Products Co. F me 
Atlas Copco eA DeSoto Chemical Coatings, Greene, Tweed & Co. Micro Switch, a Division of Revolvator Company Union Switch & Signal, Div. Re 
Automatic, Division of Yale Inc. Gulf Oil Corporation Honeywell Richards-Wilcox Mfg. Co. of Westinghous Airbrake 
& Towne Mig Co. Detecto Scales, Inc. Minneapolis-Honeywell Materials Handling Division Co. 
Automatic Canteen Company DeVilbiss Company H Minnesota Mining & Ridge Tool Company Union Wire Rope, Armco 
Diamond Chain Company, Inc. Hancock Telecontrol Corp. Manufacturing Co. Roebling’s Sons Div., John A., Steel Corp. 
B Diagraph-Bradley Industries, Harnischfeger Corporation Motorola Communications & Colorado Fuel & tron Corp. United Motor Service 
Bahnson Company Inc. Heil Corporation Electronics, Inc. Rol-a-chart U.S. Borax 
Barber-Colman Company Dodge Manufacturing Corp. Hoover Ball & Bearing Multistamp Company Rollway Bearings Co., Inc. U.S. Rubber Company 
Barreled Sunlight Paint Co. Dover Corp., Elevator Division Company Rome Cable Division of Alcoa Mechanical Goods Division 
Barnebey-Cheney DuKane Corporation Hough Company, Frank 6. N Rotor Tools Company Footwear Division, 
Barry Controls National Super Service Roudtable Productions Sealdbins 
Bassick Company E 1 Company Royal McBee Corporation 
Bell & Gossett Company East Chicago Machine Tool Industrial Distributors, Ltd. New York State Department , V 
Bellows-Valvair Corp. (Sales) of Commerce S Van Dorn tron Works 
Berkshire County Industrial Eastman Kodak Company ingersoll-Rand Northern Naturai Gas Sargent & Company Vanguard 
Development Commission Ebco Manufacturing Company IBM Corporation, Data Company Shell Oil Company 5 Veeder Root Incorporated 
Bessemer and Lake Erie Economy Engineering Co. Processing Division Shepard Niles Crane & Hoist 
Railroad Electric Storage Battery Co. 0 Corp. Ww 
Binks Manufacturing Company Elliott Company J Otis Elevator Company Signode Stee! Strapping Co. Wassell Organization, Inc. 
Borroughs Manufacturing Co. Equipment Manufacturing, Johnson Service Company SKF Industries, Inc. Wear-Ever Aluminum, Inc. 
Bostitch Inc. P Snap-on Tools Corporation Western Percipitation 
Boston Gear Works Eriez Manufacturing Co. K Palmer-Shile Spencer Turbine Company Wiegand Company, Edwin L. 
Breuer Electric Mfg. Co. Esterbrook Pen Company Kentucky, Department of Pangborn Corporation Square D Company Wilson Rubber Company 
Brown Company — Evans Specialty Company, Inc. Economic Development Pennsylvania Dept. of Standard Conveyor Company Wing Manufacturing Co., L. J. 
Bussmann Mfg. Division, Kerrigan Iron Works Co. Commerce Standard Pressed Steel Co. Worthington Corporation 
McGraw-Edison Co. F Kidde & Co., Walter Perfection Division, Hupp Columbus-Hallowell Div. Wright Hoist Div., American 
Fafnir Bearing Company Kimberly-Clark Corporation Standard Register Company Chain & Cable Co., Inc. 
Cc Fairbanks Company Kirk & Blum Manufacturing Permacel Stanley Works 
Calculagraph Company Falk Corporation Co. Philco, Government & Stic-Klip Manufacturing Co., Y 
Carrier Air Conditioning Co. Fastener Corporation Industrial Group Inc. 
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November FACTORY, with an all-out assist to almost 72,000 
men who manage plant operations . . . subscribers who 
are as eagerly interested in equipment as they are in 
economics, as much concerned with materials as 
they are with methods. And, who hold as high 
regard for FACTORY’S advertisers as they do 

for its editors. 


we 
* *. 
/ I 
: . 
. ° 
* ’ 
feue* 


A McGraw-Hill Publication 


et, os, 3 ae ei ene ner se VS oi eS Ay pe i ut be oar ase Sanh | GUL C= 0 a eae va oe ee as me pee" ce a Se 4 ener 
Be See, Siete rs TNS eye crs ir eS Ba se Tat oe cae FE ie inte Ope age SOS! = ae Pa eed oe eee Pe. ocr ea SL eo. 
= ne IC ep a ere Te Eehemuid tees 2 Se Fee ie to8 1s Pa, beaters ‘Sen : c Ep oe 1 ra Seen? 2 ae a ea ee 
eM ogee hs beeen Oe ae pee Ne 8 OSS. 5 eee "caer! = Ste ea 5 ee Oops eee Sed oe +o. ae Sigg. s Foe, He Ae: A, ea BS 2 “iipahl vies eee eee 
fue og gS: hs ele orgie ee a ph aN RE Ec athe et ee cee a>!  . is Aiea aie be Gee eMee 2 aati 5 accel in he gg Ti MRSS tN. Sk eg MRIS OE ee SL ee RES ieee 
a "age: hae ag eee a Sn 5) 8c 2 tga aaa Bet CE Sm ot 1 ae me eS) ee i TY ie ence as Bie oot aes Pome”: San ee a faa ~ CAR el St eR RB Lae 2 OP ache po et See ie ieee 3 ees ee ea Cee 
rs a eee Sunt 4 eA Oe eae ae ee” ee nme ee Beech oh Be a ee ene ae ty eR OAM i: Soon ie ere a hee ae ee es Ye 
Ts Pan eps a a Siete eR a gee oy ina EON i ty iene ee ereeaprormccrwerccss: in" 8 A Se preety pee hs aiaaee aR ie rc ates ee Te ag iad as coin. eam ee Coe en eG CS oe...» ee ee cra 
not albeit Paces ne . ean a x : a Been en Ca 
ie ie i as die aes z ye : : ‘ : ; ‘ Pe eye a ee ae - 
oe ee ‘ 5 Ae ea 2 ae 
ge . — . : ig Eka 
en hy » 2 guttte: Fe “agte ful me “Pe ee 
Ba : : $ ‘ : a ot : aiaampael Le Ome: Ree Uma bation, ane” he aes ge Sie Stina eI i Sing oh a MO ee UE eS naa od ee at ke he ae 2 eg! a 
ea = mo a oe pe as A a iy OE Pe ee Oe WRN ey Tc ad AS SR OO IR ae Rm er om PTC er moe ee ae 
samme: eae eat , : Q is 
au < _ 
, a a= ; : é* c a i ne ee 
. “eae sta ‘ , Bee oie 2 ae: pal: ; ‘ i ees ’ _ ie ‘ pate ‘ ¥ xa et Saag Og 
ane if f oe s : 4 * hee ‘ ae é ae is = Bey fu 4 iene 
Fone he o * hd 2 pain ie " 0 x 
Fase * 
tees coe. 
ie 8S 
= 
i ‘“ 
a E i? 
Petty, ; 
Bigs. ; 
eet toe “ia 
<a 
ro 2 
ae te 
eae ‘ 
sch 2 alt 
ey +a 
as = 
Sea ; 
et a 
; e 
’ Ms 
boat © 
~ a iy 
at 
: i 
= one LA 
ee 
s i” ; 
fa = ‘a 
ig : P 
’ + 
is ss Z 
. ; 
’ ie 
iceoagae 
ps ‘ 
ne : 
eee 
SS ee 
: 
~ é * 2 
et 
ns e a ca z a3 gs 5 
. a 3 : et : & Eat ig tal z = 
‘ ge ‘ - . Be ea a 5 ee 
et ae Fs 2o3 5 Rays ot gone ; ee Ey ee eka ae aay Te Foi, a Pee rat ye ae 3 : x sy ee Pere es 
, z : eR Nee 
: , ees ae 3 “a Pet, ores 
[ain ; ; “5 ylse e ees as 2 ee al: wen ee: 2 ae pix Cee Rue. ae ’ 4 f ra TASS ge aa eae ete 
en é ina Rea ae : ce ; x acini > seaattor y se hi tome? Fae cal ee ae rere 
y, Z S eer!” ; 
ye “Op cae . me Si. gait fc, 
ae .. Mg 2) eee =. 
* . ae tt r, fers pope es Tes ee 
° . PS a, - © oe: 7 
fT ae a Sa ad ‘a . 
eee 4 es. ea | 
4 : Septal Fes te ie 
= : ; id rs, Me i Seales 
Hf 4 ‘ ia oS ae ig | 
“I 4 i Zi v = a ; Se fo i 
: af ees 7 ae ~ 
a iJ , ares % ares ae 
rt wh fer J Pig. eee a; Seer c 7 
ca?) abit my ats *, Sema tie * area eck iP ) eer Wr eked a 
eo p . ee oats 3 Sa ieee ee ee Ce ey a ee Habe a ois 
s ‘Bae & ‘one = < 4 tic, eee ry og" @e a 
2 dae Qin, cf fae ee 6. ban ay Ficws tg ae (ea = 
eee Patchy : sah ‘ aq 
| pe ge i a ee kad 
ae Se eee ae i lack : (pee ae oe 
if oe 3 ee aces Fa . yet ae . i te assed 
¥ " aes “ “) ; 2 rE. ah. ete 
: b eae f Be 5 < D atc via emg 
2. omnia ated Prac esae o. sy Gere © % sees jhe Diane SS BN 
‘ i Se ae po eae oe —— fA plik A a 
= a he totes Vem ees init ue ; ee ee a! a eae tae aie 
fi is - gna f ease: ee yl rg 
: Sey m4 re he a pig a Bs * S ae a 
oe Rigas. We ’ ca ‘ee ; 
= | eee ae 2. 
4 * Mon, aia ; ee ce " 
s ’ Bia ; ate ee " 2 ri 
= se... ae the Ou, 5 ou ee Fy ea aa : 
: . : id Pay. . nie oh 
: } : eel fan, ee fo, 4 i <9 ‘ 
es : to Soy, a 
, i pie ae ET Me a 02 i 5 
ee ie Ung “Sp ite seis < 
: ; ae . %, oe (mes 
so |, Sie ES ; : eee wey en Seo he 
mee ve a a ie ; 
as oh ee. te ae ic a ae re 
Pe hy eo d . , . - : ; oo. ea . = : ee ; Goel ge: oe aeene: ae ee ee 3 Bs : 


16 


The Editorial Viewpoint . . . 


Affirmative Action Could Help 


A week ago in Chicago the advertising business was treated to an 
interesting demonstration of the need for and the value of affirmative 
action to improve the public image of advertising, rather than merely 
defensive action, designed to convince people that advertising is not 
as bad as some people assert. 

Paul Rand Dixon, the Federal Trade Commission’s militant chair- 
man, talked to the Chicago Better Business Bureau dinner. He got a 
lot of headlines in the local press with vivid assertions that “in these 
times” false advertising “comes pretty close to treason,” and that ad- 
vertising agencies “can do even more than they’ve done—and more 
of them might start to try.” 

He made it clear—or at least it seemed clear from the newspaper 
reports of his speech—that the FTC and Mr. Dixon were working like 
beavers to hold back an almost overpowering flood of immoral, 
tricky, false advertising being tolerated, if not actually encouraged, 
by the nation’s advertisers, agencies and media. As far as we can dis- 
cover, no one bothered to remind newspaper readers or even those 
attending the dinner that the Better Business Bureau is essentially 
an invention of the advertising world, designed by honest advertisers 
and media to try to prevent the very kind of advertising which Mr. 
Dixon—and all other honest advertisers—deplore. 

Mr. Dixon also had great fun with the “fast buck boys” who have 
moved into the bomb shelter business with extravagant and phony 
claims, and said that in this instance the FTC was ready for action. 

Within a week, he said, the FTC would circulate a guide to media 
and others with regard to what was acceptable and what was not in 
shelter advertising. 

By an interesting coincidence, ADVERTISING AGE editors were put- 
ting the finishing touches on a nationwide roundup of bomb shelter 
advertising on the very day Mr. Dixon made his speech. They found 
what practically everyone knows: 

There is a great deal of conversation about shelters, but very little 
activity, either in terms of getting shelters built or in terms of ad- 
vertising. The subject is completely confused—largely because of 
contradictory statements emanating from various government depart- 
ments. Furthermore, the AA study showed, the problem of false or 
misleading advertising seems scarcely to have arisen. 

Yet Mr. Dixon, alertly, -has jumped into the public prints with 
statements implying that much if not all shelter advertising is dan- 
gerously phony, and that all his department’s skills are being mar- 
shaled to see that crafty advertisers don’t extract the public’s gold 
teeth. 

Now ...consider for a moment how different the public image of 
advertising might be if some responsible element within advertising 
had had the foresight to issue a statement on the advertising of bomb 
shelters—a statement explaining that honest business men and honest 
advertisers are more interested than any other single segment of the 
population in preventing dishonest business men or dishonest adver- 
tisers from misleading the public in regard to this life-or-death mat- 
ter. 

Advertising interests could have done it, and could have scored a 
bold advantage in the public mind and in the fight for integrity in 
advertising. Advertising interests can and should take affirmative ac- 
tion in circumstances like this. Advertising interests must make it 
plain that they—selfishly, if you will—are determined to protect the 
public from bad advertising, and to protect advertising from the dep- 
redations of unthoughtful or unscrupulous advertisers. 

“Answering” the charges of government and other critics is not 
enough. To have even a ghost of a chance of winning this particular 
battle for men’s minds, advertising interests must take the offensive 
as well. But only in a modest way—in Cleveland, where the adver- 
tising club ran a couple of newspaper pages asking readers to report 
untruthful or improper advertising—has any effective positive action 
been taken. 

The need for such positive action demonstrates yet again the rea- 
son why some sort of capable and effective “general staff” for adver- 
tising is badly needed. The advertising business is organized to death, 
but too frequently its organizations speak for special interests or 
speak too weakly to be effective. An over-all, coordinating unit, 
capable of using the individual resources of the various existing or- 
ganizations to their fullest, and capable of keeping a watch on the 
whole of advertising’s public relations problems, and inducing af- 
firmative as well as defensive action on behalf of advertising, is 
badly needed. 

“Defending” advertising is not enough. “Explaining” advertising in 
sugar-coated terms that frequently neither explain nor convince, is 
not enough. Existing efforts are, by and large, useful. But they need 
coordination and direction at the top, and they need the help of af- 
firmative thinking and action. 

Advertising’s “image” needs the careful attention of a dedicated 
body of acknowledged leaders who can induce coordinated action on 
all fronts. Only by day-to-day scouting of the advertising and mar- 
keting scene, and only by rapid, coordinated activity on all possible 
fronts, can advertising overcome the endless hammering aimed at it 
from Washington, from economists, teachers, and others who like to 
blame it for all social ills. 
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| Gladys the beautiful receptionist 


—W. H. Everett 


“Thirty years in new business and I don’t even rate an air con- 
ditioner!” 


What They're Saying .... 


Tongue-Tied Business Men 

We can be assured that no mani- 
festo celebrating the accomplish- 
ments of a consumer goods econ- 
omy will ever win as eager an au- 
dience as a manifesto finding fault 


tor, the business man can help de- 
fine and speed the achievement of 
our national goals. His reticence, on 
the other hand, can only mean a 
slowing down in our historic gains 
‘and their denial to people both in 


: : | 
| more assertive role as a dissemina- | 


with it. Nevertheless, it’s hard to | the U. S: and abroad. 
believe that the business man is so | 
tongue-tied or preoccupied as to 
stand aside while spokesmen from 
other fields pontificate on our econ- 
omy’s proper directions. He is ac- 
cused of promoting a new mate- 
rialism in which people have more 
good health, more leisure to enjoy 
things of the spirit, more access to 
education, concerts, museums, than 
at any other time or place in his- 
tory. It is a materialism which in 
time of war provided guns and a 
good deal of butter; and in a new 
time of crisis it now provides books 
as well as bombs and butter. Two 
hundred years ago, national policy |has raised havoc with many a 
was the prerogative of a few aris-| carefully planned and expertly ex- 
tocrats. Then merchants of the/ecuted advertising program. 

time won recognition of theircom-| For though consumer advertising 
petence to take part. Today, our! can often force action by retailers, 
national direction and its underly-|there is no denying that a “so- 
ing philosophy are matters now| what” attitude to advertising can 
largely pre-empted by the office| result in sparse shelves, feeble 
holder, the editor, and the academ- | facings or indifferent displays. And 
ic intelligentsia. But the business | these can make sizable dents in a 


man has undoubted qualifications manufacturer’s advertising dollar. 
to share in their development. In a} 


—From a speech by Marion Harper 
Jr., president and chairman, Inter- 
public Inc., at an annual management 
conference of the Sales & Marketing 
Executives Assn., Los Angeles. 


Retailer Can Wreck Ad Plans 

Our people working with clients’ 
salsemen or calling on retailers 
have noticed a marked tendency on 
the part of many buyers, members 
of buying committees and other re- 
tail functionaries to pooh-pooh 
manufacturers’ advertising when 
the salesman does get in a word or 
two about it. 

Unquestionably, such an attitude 


—From “Grey Matter,”’ published by 
Grey Advertising. 
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Rough Proofs 


Walter Weir decries the theatri- 
cal way in which some advertisers 
select agencies, but most agency 
people have no objection to open 
covenants openly arrived at when 
they involve important new busi- 
ness. 


Dennis Flanagan, editor of Sci- 
entific American, won the Maggie 
award offered by the magazine 
distributors’ association. 

And no wonder, with so many of 
his contributors winning those No- 
bel prizes. 


Dr. Ben Casey is now called 
the most popular ladies’ man in 
the tv dramatic firmament. 

He’s dedicated, he’s sad, he’s 
young and he needs mothering. 


“A special edition of the Press- 
Gazette will be circulated Dec. 29 
when the Packers repeat as NFL 
Western division champions,” is 
the word from Green Bay. 

Such confidence deserves to be 
rewarded. 

© 


A prospective account executive 
offers himself complete with “wife, 
son, dog and boat.” 

The necessary equipment for 
handling an outdoor account is 
provided right there. 


“Women don’t believe cleanser 
ads, Journal reports.” 

Not even when an overjoyed 
housewife finds she’s been using 
Blue Cheer? 


The building of fallout shelters 
hasn’t created very much business 
for anybody with the possible ex- 
ception of the people at the better 
business bureaus. 


Media men who are beginning to 
wonder about the effect of com- 
puters on their jobs can sympa- 
thize with Detroit automotive 
workers who are so fearful about 
the results of automation. 


Rheingold beer will be adver- 
tised in the New York market dur- 
ing the next baseball season cour- 
tesy of the Mets, whose publicity 
value may depend less on diamond 
doings than the personality of 
Charles Dillon Stengel. 


“You will never have to wade 
through the billowing folds of sec- 
tion after section to get at what 
you want to read,” says the Na- 
tional Observer, Wall Street Jour- 
nal’s bouncing new baby. 

Advertising will be admitted 
only if it’s properly informative. 


“I told her Lipton fired me and 
I had to look for another sponsor,” 
Arthur Godfrey reports regarding 
a query from a loyal fan on his re- 
cent tour. 

There’s nothing quite so disarm- 


| ing as the simple truth. 


“Drugstore sales outstrip popula- 
tion growth, Nielsen says.” 

New products provide fast, fast, 
fast relief from supermarket in- 
roads on health and beauty sales. 
Copy Cus. 
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63 PERCENT 


OF DELAWARE VALLEY’S 


FOOD SALES 


ARE MADE 


IN THE SUBURBS 


The Philadelphia Mnguirer delivers your advertising to 27% more 
suburban women readers than does any other Philadelphia newspaper. 


Sources: Soles Management Survey of Buying Power; Continuing Study of Adult Newspaper Readership by Sindlinger & Company, Inc. based on over 70,000 interviews, 19$7-60. (Summary of 1960 study available on request.) 
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~ the same excitement it 
_ knows is in its product . 
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PAPER: 


the excitement in it 


They talk about paper, these men who make it, and you know it's 
in their very blood. They watch their thundering rollers spin giant 
streams of paper—and their intensity tells you that perfection is 
their goal. They pore over a simple piece of tissue—feeling it, 
pulling it, crumpling it... testing its softness, its strength, its stretch 
—and you understand no effort is too great, no detail too small 
to satisfy their search for the superb. 


We have seen and absorbed this tireless dedication to 
quality. And in the new developments, the improvements, the 
advancements such dedication spawns, we have sought to per- 
ceive the true excitement of these products—and capture it in 
the advertising that reflects them. 


Every product of true calibre possesses a sparkling facet of 
excitement, sometimes obvious, sometimes hidden within a man- 
ufacturing process or a quality control. This is what we search for 
—to unearth the extra virtue that creates extra value in the mind 


of the consumer. To make it come compellingly alive through 
the vibrant word, the magnetic picture. 


This pursuit of a product's true excitement is the very foun- 
dation of all we do, the bedrock upon which we create adver- 
tising—advertising that springs from the finest organization of 
talents, services and facilities in an advertising agency today. We 
welcome the company that seeks, in its advertising, the same excite- 
ment it knows is in its product. 


J. Walter Thompson Company 


420 LEXINGTON AVENUE, NEW YORK 17, N. Y. Chicago, Detroit, San Francisco, Los Angeles 
Hollywood. Washington, D. C., Miami, Pittsburgh, Montreal, Toronto, Mexico City, San Juan, 
Buenos Aires, Montevideo, S30 Paulo, Rio de Janeiro, Porto Alegre, Recife. Belo Horizonte 
Santiago (Chile), Lima, London, Paris, Antwerp, Amsterdam, Frankfurt, Milan, Vienna, Johannesburg 
Cape Town, Durban, Port Elizabeth, Salisbury (Southern Rhodesia), Bombay, Calcutta, New Delhi, 
Madras. Karachi, Colombo (Ceylon), Sydney, Melbourne, Tokyo, Osaka, Manila 


Our paper client is 
the Scott Paper Company 
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buys your 
brand in 
Chicago? 


Here is the answer. 

“Who Buys What in Chicago Now”* 

is the only continuing Home Audit of Chicago 
area consumers that profiles your customer. 

It goes beyond the usual sales and share-of-market 
figures. Tells you who buys your brand — who 
buys your competitor’s brand — by age, sex, 
occupation, income, education and size of family. 
Tells where you're strong. Where you're weak. 
Tells you how your promotions and campaigns are 
clicking—and with whom. 


The study covers food, apparel, appliances, home 
furnishings, cosmetics, drugs, toiletries, travel, 
automobiles, gasoline, oil, tires, batteries, cigarettes 
or alcoholic beverages in Chicago. Any 
manufacturer (or retailer) may obtain individual 
data sheets on his products. 


New quarterly report now available. 


Ask for it from your Sun-Times and Daily News 
representative. 


*Conducted in consultation with the Advertising 
Research Foundation. Sample: 6,000 homes annually, 
selected by area probability. Continuous interviewing. 
Reports available quarterly. 
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all-purpose Rambler coats, made 


RAMBLER FASHIONS—American Motors Corp. claims a Spatz, Gloveshire, 
first with its participation in a Christmas catalog Sportswear, and 
distributed nationally by 53 stores displaying five 


Martin of California, Davis 
Arthur Jay. Retail Marketers han- 


dled the catalog, developing the tie-in with Geyer, 


by (from left) Morey, Madden & Ballard, American Motors’ agency. 


Giant's List Prices 
Deceptive, FTC 
Examiner Says 


Consumers Don’t Read 
Chain’s ‘Fine Print 
Disclaimer,’ He Holds | 


WASHINGTON, Nov. 21—The use) 
| of a fine print disclaimer has failed 
| to protect Giant Food Chains Inc. 
from the wrath of a Federal Trade 
| Commission hearing examiner who 
|has been considering charges that 
| the food and discount chain made | 
| false price comparisons in its news- | 
paper ads. 

Hearing Examiner Leon Gross 
found that Giant, which did a 
$147,000,000 volume in 50 stores 
|\this year, committed a deceptive 
|act when it used manufacturers’ 
| list and manufacturers’ suggested 
list prices as a basis for pricing 
comparisons for such items as 
|General Electric steam irons, Re- 
| gina twin brush waxers and cov- 
ered saucepans. These comparisons 
were deceptive because the items 
have not been sold at these prices 
either by Giant or by most of its 
ccmpetitors, Mr. Gross held. 


@ He rejected the chain’s argu- 
ment that the use of manufacturers’ 
list prices in the ads was for iden- 
tification purposes only, and he 
brushed aside a 350-word disclaim- 
er which Giant printed in its ads 
explaining that the reference to 
\list price provides the consumer 
|with a basis for identifying a 
| brand-name product, and making 
| price comparisons. 
| “Very few if any of the persons 
|who read Giant’s advertisements 
| would take the trouble to, or did, 
read the fine print disclaimer,” Mr. 
|Gross reported. “Moreover,” -he 
| said, “there is no proof in this rec- 
| 


ord that the manufacturers’ list 
price furnished a means and was 
used by the purchasing public as 


|identification of the articles of- 
\fered for sale. 


KFWB, AFTRA End 


4-Month Labor Tiff | 


Los ANGELEs, Nov. 21—A bitter, 


; F | 
“There is consumer evidence to|four-month labor dispute between 


|and the examiner finds that there 
are non-deceptive identification| Radio Artists ended in 


designations such as model num- 


bers and catalog descriptions which | 
could have been used by Giant in| Purcell, 
|its advertisements.” 


|@ Mr. Gross’ decision is subject to 
jreview by the commission. 


Text of the Giant disclaimer 
which Mr. Gross rejected follows: 


e “The manufacturers’ list prices 
referred to in this advertisement 
are inserted to assist you in identi- 
fication of the products and to al- 
low you to compare accurately the 
selling prices offered here and else- 
where. The use of the term ‘manu- 
facturers’ list’ or similar terminol- 
ogy in our advertising is not to im- 
ply that Giant has ever sold the 
advertised products at such list 
prices or that the products are be- 
ing offered for sale generally in 
the area at such list price. Many 
reputable national brand manufac- 
turers issue to retailers, from time 
to time, suggested retail list prices 
that are intended to afford reason- 
able profits to all retailers based 
upon their traditional cost of mar- 
keting. Giant’s employment of self- 
service, supermarket techniques 
enables it usually to sell below sug- 
gested list prices. Consumers, how- 
ever, have come to recognize most 
brand merchandise by the list 
prices, rather than by model num- 
bers. Consequently, Giant includes 
these manufacturers’ list prices so 
that you may make simple, intelli- 
gent comparisons between our sell- 
ing prices and those of others.” + 


Blackwell Joins ‘Sunday’ 


Gene Blackwell, formerly direc- | 


tor of research and promotion for 
eight years with The American 
Weekly, has joined the sales staff 
of Sunday in Chicago. 


|the contrary. The evidence proves radio station KFWB and the Amer- 
jican Federation of Television & 


“complete 
accord” on all issues. 

In a joint announcement, Robert 
president of Crowell- 
Collier Broadcasting Co., owner of 
KFWB, and Claude McCue, exec- 
utive secretary of AFTRA, an- 
nounced that under the settlement, 
the union has agreed to dismiss any 
complaints it has submitted to the 
Federal Communications Commis- 
sion during the strike, while 
KFWB will withdraw all pending 
unfair practice charges against the 
union pending with the National 
Labor Relations Board. 


® The statement said AFTRA will 
“cooperate fully” in returning the 
station to normal programming and 
in promoting return of striking 
newsmen and disc jockeys. 


Provisions of the new contract 
include an increase of basic news- 
\caster wages from $155 to $195 a 
| week, effective Dec 1. This was $5 
jless than requested by the union. 


® Other provisions included an 
| increase in base wages for station 
jannouncers to $187.50 a week for 
| the first year of employment, a $10 
jincrease the second year, and to 
$205 the third year. + 
| 


\KSL-TV Names Two 


D. Lennox Murdoch, formerly vp 
and general manager of KSL-TV, 
Salt Lake City, has been promoted 
to assistant to the president, Arch 
L. Madsen, of Radio Service Corp. 
of Utah, parent company of KSL 
and KSL-TV. Lloyd E. Cooney has 
been appointed station manager of 
KSL-TV, assuming Mr. Murdoch’s 
former duties. Mr. Cooney also will 
retain his position as general sales 
manager of the tv station. 


| “And they bought WSBT-TV schedules 


consistently rates 


and lived happily ever after !"’ 


Ad people learn early that WSBT-TV has put a new 
twist in an old tale. Dominating the 3-station South 
Bend market, WSBT-TV reaches a 15-county area that 


way above the U. S. average in per 


capita income. South Bend’s a good place to do busi- 
ness, and the way to reach it is with WSBT-TV. So 
unless you have a fairy godmother to help move the 
merchandise, try a WSBT-TV schedule. For complete 
details call Raymer’s and ask for Prince Charming. 


WSBT-TV 


( SOUTH BEND, INDIANA 
Channel! 22 


Paul H. Raymer, inc., National Representative 


Om: 2% 
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ANOTHER [PLUS] FOR YOU IN CHICAGO'S Tor i 


The price on adults in upper income families (over 
$5,000) varies in Chicago. You reach 825 for a dollar with 
the Sun-Times/Daily News combination. 790 per dollar 
with the second-best combination. Your plus: 35 more 
big spenders for every dollar with the “Top Two.” 
You could go after Chicago's biggest spenders with 
one newspaper. But even the biggest daily in town misses 
two-thirds of them. 
That's why it now takes two newspapers to sell Chicago. 
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And—you check—in every major buying category, the Top 
Two for the Money are the Sun-Times and the Daily News. 
Our man has the facts (compiled in consultation with 
A.R.F.). Have a look. 


CHICAGO: 401 N. Wabash Avenue, WHitehal! 3-3000 ATLANTA 

NEW YORK: Time and Life Bidg., Room 1708, LOS ANGELES 
Circle 6-1919 SAN FRANCISCO 

DETROIT: Buhl Bidg., Room 1026, WOodward 3-0930 Sawyer-Ferguson- 

MIAMI BEACH: Hal Winter Co. Walker Co. 
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= Day and night, IRE elcttonics engineers are among the 


thousands of people who “bird-watch'’"—who follow, with 
the aid of telescopes and electronics instruments, the paths, 
of rockets and satellites that streak across our sky. 

This bird-watching is vital to our nation’s defense. But it is 
important, too, to keep an eye open at ground level—for 


tanks, and guns, and armored cars, and motorized infantry. 
Television is being used more and more for military recon- 
naissance, and its effectiveness has been substantially in- 
creased by the researches of Peter C. Goldmark, of CBS 
laboratories At the same time, Mr. Goldmark has used his 
knowledge of TV to help us defend ourselves against other 
deadlier enemies—anti-bodies—by making possible the use 


of television in medical education. 
WHY like other IRE members, Mr. Goldmark works continuously 
in o world of pure and abstract science; and again, like his 
colleagues, he relates his research to the world around us, 
B | R D to moke o better life possible for all. The IRE salutes him with 
== the Viodimir K Zworykin Award for 1961, and commends 
to your attention the tremendous IRE membership of profes- 


Pi } sional electronics engineers, whose zeal, intellectual ability 
and devotion to duty Mr. Goldmark so typifies. 


WEMEs, 


The researches and findings of electronics engineers of Mr. 
Goldmark’s calibre ore published each month in Proceed- 
ings of the IRE. Your ad in Proceedings associates your 


roe "he company with o publishing project that benefits all mankind. 


-%' Proceedings of the IRE 


Adv. Oept., 72 West 45th Street, New York 36 * MUrray Hill 2-6606 


The big city Negro customer is essential to your profits! He is 
more than '% of the population in 32 major cities. He is now 
more than 30% of the customers of some important depart- 
ment stores and prestige downtown retailers. 


The urban Negro has about the same median income as U.S. 
white families but he buys 4 times more soft drinks, 3 times 
more alcoholic beverages, and 8 times more cosmetics. He 
spends up to 12% more for food, 77% more for shoes, and 
25% more for clothing. 


These profitable urban Negro families can be sold effectively 
only in media that reflect Negro achievement, aspirations 


and interests. EBONY magazine is read by more Negro 
families than any other magazine. In most cities, EBON Y’s 
local readership coverage of Negro households is larger than 


that of any 


EBONY circulation is in ““Central-City” where you have your 
distribution and retailer sales problems. 


newspaper, TV or radio station. And 85% of 


CHICAGO 16: 1820 SOUTH MICHIGAN AVENUE 
CAlumet 5-1000 
NEW YORK 20: 1270 AVENUE OF THE AMERICAS 
JUdson 6-2911 


BEVERLY HILLS, CALIF.: 9033 WILSHIRE BOULEVARD 
BRadshaw 2-9078 


the most 
influential selling 


Getting Personal 


Charities: Among the Chicago executives who have been named 
to spearhead the publicity and advertising program for the 1961 


MOST WIDELY CIRCULATED 
NEGRO PUBLICATION | 


Christmas Seal campaign are Sam L. Austin, president of Austin & 
Lane; Harry H. Henderson, vp, Burson-Marsteller Associates; Fred- 
erick J. Slater, Carl Byoir & Associates; Charles Guyot, McCann- 
Erickson; and Charles Helton, Foote, Cone & Belding . . . George T. 
Laboda, director of radio and television of Colgate-Palmolive Co., 
has been named chairman of the 1961 campaign in behalf of Joint 
Defense Appeal of the American Jewish Committee & Anti-Defama- 
tion League of B’nai B’rith .. . Kent S. Putnam, advertising man- 
ager of Associated Spring Corp., Bristol, has been named chairman 
of the professional division, 1961 United Fund of Bristol cam- 
paign... 

Weddings: Roy E. McDermott, advertising manager and assistant 
cashier of the Fort Worth National Bank, and his bride, the former 
Kay Buck, are honeymooning in New Orleans .. . Alicia Frost, me- 
dia director of de Garmo Inc., was married to Parmalee Lyman, ac- 
count executive with Robert Otto & Co., on Oct. 27. 

Other honeymooners: Louise Lea Greendorfer, senior ad copy- 
writer with MacMillan Co., and Gordon D. Rapp, of Wildrick & 
Miller, New York agency, married Nov. 26 .. . Trudy Vogel and 
George J. Rosenkranc, print media buyer of Geyer, Morey, Madden 
& Ballard, married Nov. 18... 


RADIO, AD PIONEER HONORED—Veteran adman Leo H. Rosenberg (left), 
who retired as a vp this year after 35 years at Foote, Cone & Belding, 
and its predecessor, Lord & Thomas, receives a “Leo Rosenberg 
Day” proclamation from Mayor Joseph Barr of Pittsburgh. The cita- 
tion recognized Mr. Rosenberg’s distinction as the announcer on 
KDKA’s first radio broadcast—covering the Harding-Cox election 
returns on Nov. 2, 1920. Mr. Rosenberg, who is now an advertising 
consultant, was honored at a luncheon on KDKA’s 41st anniversary. 


Kip Kelley, Chicago ad sales representative of The Saturday Eve- 
ning Post, and Sherry Ferrill, Chicago radio-tv fashion commenta- 
tor, left on an opera wedding trip following their Nov. 24 wedding. 
They'll attend the La Scala opening in Milan, thence operas at 
Covent Garden in London... 


James Andrew Goldston was born Nov. 3, one day after the birth- 
day of his proud father, Robert A. Goldston, vp and secretary of 
National Telefilm Associates . . . It’s also a boy, their first offspring, 
for the Bob Rosens. He’s advertising and sales promotion manager of 
Zenith Radio Corp... 


The Art Directors Club of New York will award its 1961 Gold 
Medal of Achievement to Frederic R. Gamble, retiring president of 
the Four A’s, at its annual luncheon Dec. 7. Last year, the medal 
was awarded to advertising pioneer Earnest Elmo Calkins... 

Rosser Reeves, board chairman of Ted Bates & Co., is now also 
chairman of the radio-tv division of the 1961 fund-raising campaign 
of the Community Service Society of New York. Andy Hewitt, sen- 
ior vp of Compton, is chairman of the uptown business and profes- 
sional committee for the charity, and Douglas Leigh of Douglas 
Leigh Poster Advertising Co., is serving as chairman of campaign 
special events... 

Brown Bolte, vice-chairman of Sullivan, Stauffer, Colwell & 
Bayles, will serve as co-chairman with Bart Cummings, president 
of Compton, for the 1962 New York Boy Scout Lunch-O-Ree, 
sponsored by the ad, publishing and entertainment industries... 
John P. Cunningham, executive chairman of Cunningham & Walsh, 
has been named chairman for the third annual health for peace din- 
ner to be held Dec. 13. Sponsored by the Children’s Asthma Re- 
search Institute & Hospital, Denver, the dinner will honor C. D. 
Jackson, publisher of Life, for his leadership in focusing public at- 
tention on poverty and disease in underdeveloped nations.. . 


Extra jobs: Edgar J. Donaldson, vp of Ketchum, MacLeod & 
Grove, has been elected to the non-partisan Representative Town 
Meeting of Westport, Conn... . Alfred Lippmann, president of E. T. 
Howard Co., has been appointed a member of the board of trustees 
of the village of Asharoken, N.Y. . . . Walter Annenberg, publisher 
of the Philadelphia Inquirer, has been named to the board of gov- 
ernors of the Academy of Food Marketing, to be established by St. 
Joseph’s College, Philadelphia . . . Theodore Vaill, general manager 
of the Evening Citizen, Winsted, Conn., has been elected to the 
board of trustees of Connecticut’s Winchester Historical Society . . . 
Mrs. Florence Nightingale Graham, known professionally as Eliza- 
beth Arden, president and chairman of the board of Elizabeth Ar- 
den Inc., has been named honorary chairman of Keep Vermont 
Beautiful Inc. 
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Medicine and its effective 
practice is and always will 
be the ‘‘Doctor’s Primary 
Interest” “© Doctors learn 
to recognize and want all 
the latest, most effective 
information on diagnosis 
and treatment — In fact 
professional standards 
and the requirements of 
practice demand that they 
stay abreast of the fast 
developing world of all 
medicine ™ That is why so 


many doctors conscientiously 


* 


A report covering the doctor’s interest in editorial material and advertisin 
in the First Six Issues of MODERN MEDICINE for 1961 is available on 
request. Contact your nearest MODERN MEDICINE office. 


Pig 
% ee as 
sing ‘ 
» 
Db 
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Medicine of Canada, 


read Mopern Mepicine twice 
each month ™ Its complete 
coverage of medicine and 


medicine's literature, plus 


its high readability, style, 
authority and timesaving 


~~, quality combine to make 


+ Movern Mevicine leader 
in its field ® Doctors do 
recognize, respect and 
~ respond to the journal 
” that always satisfies their 
primary interest W | 


MODERN MEDICINE 


84 South 10th Street, Minneapolis 3, Minnesota 


« New York « San Francisco « Los Angeles « In Canada: Modern 
Médicine Moderne du Canada « In Great Britain; Modern Medicine of 


Great Britain « In Australia: Modern Medicine of Australia 
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ELectricat ELectrowic 
PROCUREMENT 


nd has since announced the purchase of six business publications, each 
an undisputed leader in its field. Now the 61-year-old Davidson Publishing 
Company and two of its affiliates join Ojibway Press. In this step toward publishing 
leadership, Ojibway acquires eleven additional publications, and the Davidson 
Printing Company with its extensive production facilities and skilled personnel. 
In less than half a year, Ojibway has united as one company some 250 
business paper specialists including editors, writers, photographers, publishers, 
printers, artists, salesmen and other specialized publishing talent. 
The headquarters of the company are in Ojibway’s own building at 1 East 


lst St., Duluth. The printing plant, also located in Duluth, consists of both 


AN OJIBWAY PUBLICATION 


MAGIC EYE 


()jibu ad | . Press, Inc. was organized six months ago 


letterpress and offset equipment, with electronic typesetters as well as elec- 
tronic accounting, subscription and data processing equipment. Ojibway 
branch offices, with editorial, sales and publishing personnel are maintained 
in New York at 480 Lexington Avenue, in Chicago at 221 North LaSalle 
Street, and in Los Angeles at 1145 West Sixth Street. 

The skill and enterprise of Ojibway’s people ... the efficient tools of its 
modern plant, are dedicated to providing readers and advertisers with editorial 
and marketing services of the highest standard. 

You can count on continued growth at Ojibway Press. The seventeen pub- 
lications shown are a transient total, for today’s announcement is but another 


step in a program to build one of the nation’s leading publishing companies. 


R A T E D GENERAL OFFICES—ONE EAST FIRST STREET—DULUTH TWO, MINNESOTA 


Vie ident HERSCHEL FRYBERGER, Partner C. E. FULLER, Jr., General Partner J. G. SELLWOOD, Chairman of the Boart GEORGE SOMERO, President 
‘OM FRYBERGER & FRYBERGER THOMSON & McKINNON NORTHERN CITY NATIONAL BANK FIRST NATIONAL BANK, ELY 


= ci ee. Re, Roa er ete et oe 5 i i ni toca. OF EE geo SP oe eee eg See 5 eae Uh See ae A EE Se) alee Pde sce Tp sep aes pela! Mc 
tices sates Eo ae Laas Fe io hs ee lamas aM Me ate agetre ee a Rie ls Tae Ne aes ee eae ae ee ae Re a ae ena 
Dre REPS Say peer Ott, ae a. eerie” 4k TEN ees | gh ea EE a ese ane Sib 2 yoppulege ee Ste Ah iat Flaten Sit eae eee Ot re 
Tae eS IN eh acl Bc? Camel ine pigre a ey Pry > ghee ree J) TO a we pest ae ee ae ee Oe sah re. betes LER ee oe ea ir en eee aie “ eee aa Sees Ne tigige eS 
Ree ie ee aioli eee’. eters oa ae. te ana ae oak 2 a ee ee oT eee eo) aca arte anny yi. ie mie se ee sae oe Si ee oe a eee sacks Ri pap pacientes 2 epee De a 
kegs Placed hs a ee pce Thy ee ig yates ees hee ee eee, Oe aa or ee ft ange eee eee a ae 
Fete Str sn nym Sage TE ee Ee SE PR ae ORR aie Sh ee ye see Yd Se Vee oe eee es 0 Se shee act tte pan Pedi te ee te 2 toe Soy Sete og Se a a SSO oes aR gee cit # rest Res te 
ea nae ares rics Se eM I Pee He, ns ie a a oa LSA Re eee 0 ae ee OO ee sr ea ee et ee ames ies 2 el A SRE Ete nea a SS RRR, > eh os aie oe 
goer ee ; : : ; ; : : fee rice ee es. 
ee Bee ele a. tee 
ee Pe re Perk 
er Reletnere. 0. pegs 
oa coe ee 
is tie < 
Bes "> ao 
ones ae 
baat ee 
x ot ee 
in , a 
ae th ie: - 
on se 
Bit, \ i 
ro Z 
ae 
te 
| 
| 
| 
1 
nc a. 
Sica noe 
mee co 
S i 
See , a Sai 
ae ee ee —" 
td pagers Eee Cay oo 
ie! ae Wee ta einai 
= q ; up aioe. ee 
Pa. | re “ails lat 
Sy" Nantes ; 
a Oe oF ghee es 
ay yea Ss z 
pon A Seem Ra el 
teen eee < 
fee. Re he 
te Re tic ae ‘ 
pager 
‘a bi 
é rs. 
; 3 | P 4 i le 2 beh . : 
s | se ae as he Host “4 c3 at ; 
' ? REEL SPE rs a) w " UuU ADERWE, an 
. iat pant ee is ammo > WEES -waplatins Ss 
ge. a > - vat a r ; { a Sy . age Fo : al ™ ; = . ee 
, et: A aay @ - ee, > . as tx 
ee * . “a : 4 ? aoe 
, Me AY re § »* { € je ~ OF, f 
: ~~ = ; ~ : 
: g We ye Se \ , — j 1 j 
ae el - —- € 7 is 
“ Pe » =e «Sato < »8 AVS . me Peiee 
: : . rat NY. : é “ = 4 F is 
‘ ’ : y by ee i . Y ‘ : Pet cin 
; ¥ - ’ 4 \ ; ‘\ f ie eae 
ws , i Pe ce ' \ ’ pm : ‘ E shawl hae eer 5 
ig / oe ~€ ‘ iy eT a 
pore candid ene 5 ; i? AV eee oa 4 piers se pe ie 
or a » | mK ax ¢ . \ 3 ; oe : - iy fe eas ae 
: = = r \ : 7 tie pein eae 
~ 5 : é t r O~<é “ ; j 4, E i - rae s 
: | wi ‘ FOE a . + . 3 A 4 A 42 = ae _ a 
Sat i < . pk ae i Bo 
a Fee ya eats & < we : ee 
ree ‘ Ag Na RI oy oC a 4 ae $ 1 : ; eo. 
“s : au Or). ae | ay te ¥ rr eee ce : nee are 
Pree Yo o 3 saa ea 
hae a (rao maganies newiagers aan re! SoM a the cas rege OS aes, pe i a 
oa Me / : Bee a 
fz . a * > 
a. be Be Eats FREER INDUSTRIAL * o: A ae 
a ieee ies 4 x i ed : ee 
E = : Figen as < gea 
S sy ‘ a: Ngee wee ae 
[ ENGINEERING coe 
th tees ’ a ren 
wet wor it ee % te . ? ° uy ee . : ae 
Pe a : + Wee ay eer ? oe & Maintenance " big a ineege 
’ alee ay RS et, a 
eo! : ree 5a i ae a 2S «me : De Munsingwear's New Fashion look in Burlington's ‘av iye tae eee, ‘ A a vi 
a Tey ate Tap ee ay ee. Pe as eG. oar 
np a a eee Bes. Pein yer F bi = , : - aor Tha 
bie Ty Dae eh. eae cars Ae Oe rh i: eae Wena hi 
aie Pee iar SA oe alas : 7 eet 
aS aa we roo , iti i 2 = * * = - 
Lee — - “— ie : m4 - 
re = oi ond | BA hi 
1 Se See _ te ae : Pe . +3 Be iy 
re Pale ee oy : ee “ — : ; 2 Pies. om 
sth sc Bo * ni ahs be ee . gh Same 
Sa a ee toes % ae . j a %,5 ee oa el ee 
Gort: a, eee Cole c . : i ee as Fae a Bios ae 7h. se eae 
: aes y “a ! F tag # : f WOOP tie a: 
= 3 . ie . A : ; a 4 © *. 5 3 # 
| . ? . ee f , 
; ‘® : 3 
; ry A ll ; |’ seer tree 
: 3 far ates ee. ees Burlington Tricot 4 ‘ 
aimee ie ~ Lar ar ee a *, ee ¢ 
: . | eumeowes: SUR ceem ey 
taeene See oe Octee CSREES + OIED- Hes o Grattan Conran Janwary + ~ “= Neo mer « ne ms 
peek ieee ake, 
eh sige ye. Sane! 
: re “ 
oar ey eee 
i ey 
; eae f 
i eae aN ei 
at . same 
re as 
i 
b is ye ; e 


is 


TV GUIDE HAILS 
COLOR TV BREAKTHROUGH 


In a recent issue TV Guide said: ‘‘More interest, more 
sets, more shows indicate that this is the year of the 
big breakthrough for Color TV."’ Get the full Color 
picture today from: W. E. Boss, Director, Color Tele- 
vision Coordination, RCA, 30 Rockefeller Plaza, N. Y. 
20, N. Y., Tel: CO 5-5900. 


TV Marketeers Acquires 
Six Adventure Series 


acquired syndication rights for 
“The Flying Doctor,” a series of 
39 half-hour episodes, for its first 
run in the U.S. The series, starring 
Richard Denning as an American 
citizen who joins Australia’s 
“Royal Flying Doctor Service,’ was 


a January start. 

TV Marketeers also has acquired 
distribution rights to five other 
_action-adventure series. They are 
|“Dr. Hudson’s Secret Journal,” 78 
episodes; “Headline,” 39 episodes; 


“Heart of the City,” 91 stanzas; | 
|\““Mayor of the Town,” 39 shows; | 


and a number of episodes of “Au- 
‘thor’s Playhouse.” 


shot on location. It is available for | 


Broadcast Media Will 


New York, Nov. 21—Liquor ad- 
|vertising on radio and television 
|is inevitable, despite strong oppo- 
'sition from the National Assn. of 
|Broadcasters and Distilled Spirits 
|Institute codes, said Earl H. Tif- 
\fany Jr., vp of Ellington & Co. 

Mr. Tiffany, who has _ super- 
|vised the advertising of a num- 
|ber of distillers’ accounts at El- 
lington and other agencies, told 
Esquire Inc. salesmen at the com- 
pany’s annual sales meeting, 
“You'll have to find the qualita- 
tive strengths to offset a $2.50 
cost per thousand offered by broad- 
|cast media against your own cost 
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Tough nut to crack? If you're trying to dent high costs, here’s something you can 
get your teeth into. By specifying Consolidated Enamel Printing Papers for sales 
folders, catalogs and other printed material, you cut costs, yet maintain finest quality. 
As the world’s largest enamel printing paper specialist Consolidated offers finest quality 
for less. Get the facts and free test sheets from your Consolidated Paper Merchant. He 


can really help you crack down on high costs. 
Available only through your Consolidated Paper Merchant. 


onsolidatecd 


LARGEST ENAMEL PAPER SPECIALIST 
Consolidates Water Power & Paper Co. + Natl. Seles Offices, 125 S. Le Selle St., Chicago 


Advertising Age, November 27, 1961 


Be Your Rival for 


TV Marketeers, New York, has Liquor Ads, Tiffany Tells ‘Esquire’ Salesmen 


;per thousand of anywhere from 
| $7.50 to $10.00.” 

|@ While emphasizing that he was 
not advocating a breakdown of the 
codes, Mr. Tiffany, currently ac- 
count supervisor on Carrington & 
Co. Canadian liquors, said that 
the decline in the per capita con- 
sumption of liquor in the U.S. 
since 1946 eventually will cause 
liquor advertisers to put aside 
“moral and public relations con- 
siderations, which are invalid any- 
how.” And with the growth of 
uhf tv stations, “broadcasters will 
inevitably seek to broaden the 
bases of advertising revenue, and 
liquor advertising will be eyed 
eagerly.” 


® Questioning the logic of calling 
liquor advertising immoral on ra- 
dio-tv but not in print, the El- 
lington executive offered this chal- 
lenge: 

“How can you defend it, when 
|an important percentage of the 
|readership of magazines which 
| carry big liquor schedules lies in 
| age groups under 21? How can you 
|say that broadcast advertising is 
immoral, when the sports pages 
|of newspapers—probably the sec- 
tion most avidly read by young- 
sters—are the favorite position 
for liquor advertising?” 
| To + fight broadcasting’s lower 
per-thousand costs, Mr. Tiffany 
jadvised quality magazine sales- 
men to promote their prestige au- 
|dience. To the liquor advertiser’s 
|anticipated question, “Who buys 
jour product?” Mr. Tiffany sug- 
| gested this answer: “The more af- 
fluent members of our society, who 
jhave more cultivated tastes and 
who select a brand on the basis of 
|consumer image— in short, the per- 
sonification of the quality magea- 
|zine reader.” + 


CBS Reports Third Quarter 
Sales Down, Income Up 

| Columbia Broadcasting System, 
|New York, reported net sales of 
' $98,250,501 for the third quarter of 
|1961, compared with $104,760,250 
\for the corresponding period last 
|year. Consolidated net income for 
ithe quarter was $3,244,181, as 
‘against $2,827,144 for the third 
|quarter of 1960. 

| Net sales for the first nine 
months of 1961 were $339,018,246, 
compared with $336,582,220 for the 
comparable period last year. Con- 
solidated net income for the first 
nine months of 1961 was $12,653,- 
513, compared with $15,496,313 the 
year before. Some of the loss and 
expense for the 1961 period was 
attributed to the discontinuance of 
|the CBS Electronics division. 

| 


Burton Mount Names Kohn 

| Burton Mount Corp., New York, 
U.S. distributor of Polymicro uni- 
versal copier and Arcor-Electronic 
|copier, reproduction processes from 
| France, has moved its account from 
|Newmark, Posner & Mitchell to 
'Abner E. Kohn Associates, New 
| York. 


JUST ASK FOR MARIE... 
Call WAbash 2-8655! 


Let Marie handle your complete 
mailings — including addresso- 
graphing, addressing, multigraph- 
ing fill-in on multigraphed let- 
ters and planographing. 

Marie keeps your Mailing List 
up-to-date too and frees you from 
all the detail work. 

Direct Mail has been our business 
for 30 years. We pick up your 
rush copy, give quick service, do 
accurate work and guarantee 
prompt delivery. 
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| 431 S. Dearborn St. * Chicago 5, lilinols 
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Old joke. Farmer to county agent: “I ain’t farming half as 


“As well 
well as I know how now.” The old joker, if he ever existed, 


today works in a factory, or is on relief. Because competition 
aS and high costs have forced out the half-way farmer. 
Farms are larger, represent a greater investment. Farming 
is steadily changing, requires new buildings, mechanization, 


k efficient operation—and SuccessFuL FARMING. 
ho \ \) QO \ \) SF is not only read, but studied, clipped, 
filed, consulted again and again. 
39 For the volume producer of field crops and livestock, 
SF is a work manual, crammed with case histories of 
ho \ \ bad planting, fertilizer applications, pest controls, silage and 
crop storage, breeding, feeding, materials 
handling, barn, pen, and feedlot layouts, 
marketing, housekeeping. It helps the 
farmer plan his plan, build and buy 
better, get better yields from every acre, 
every building unit, every working hour. 
It helps the farm family live better. 
And because Successrut FARMING has 
been helping the country’s best farmers 
for fifty-nine years, it has earned their 
confidence and respect—evident in the 
exceptional reception and response for 
the advertising in its pages. 
With 1,300,000 selected circulation, 
SF represents one of today’s best class 
markets. Its farm subscribers earn 70% 
rst, more than the national farm average. 
And twelve regional and state editions 


m4 ° oe . ° 

ail plus the national edition permit localized, 

semen (‘= seasonal, and special promotions, dealer 
a support, product and copy testing. 


If you want more action from your 
advertising, use SUCCESSFUL FARMING. 
Details from any SF office. 


SuccessFuL FarMinG . . . Des Moines, New York, 
Chicago, Atlanta, Boston, Cleveland, Detroit, Los Angeles, 
Minneapolis, Philadelphia, St. Louis, San Francisco. 
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Campbell igen Red 5 
Kettle Sou Mixes In East *.. 
Campbell p Co., Carlen, 
N. J., has introduced its new Red 
KettlerSoup mixes. (AA,. Oct. 23) 
EL PASO TRADE TERRITORY = PhiliRfedpbia ants entre mar 
. ° ets, with.-heavy spo announce-" 
and Southern New Mexico. *. Chicken noodle with dice@ chicken | 
: meat, noodle with real chicken, *- 
1960 APPAREL SALES oe beef noodle, onion,* ead] 
$48,276,000.00 = |cream of mushroom soups will be 
Over $14 million increase over 1958  -| available immediately. Several oth- | 


This rich market thoroughly covered by & Spee coved gly: Rarmeetgon 


The Zl Paso Times — | the end of 1962; The mixes are| 
fee packaged in hermetically sealed 

Morning and Sunday 6 |cans which are designed to“keep air 

| out and flavor in and resist tearing 


El Paso Herald-Post St eating 


Evening ® |Two Appoint Barron 
COMBINED CIRCULATION 107,206 - 


‘EL PASO... CAPITAL CITY OF 


Ray Barron Inc., Boston, has‘ ; 
/been named to handle advertising “¥ — 
for the Rambler Dealers Assn. of, ~*~ 
Massachusetts and Nuclear Crystal | ggauty @ BEAST—The beauty and the 


Gloss ‘base Coat for floor*wax, pro- | peast fair : 

‘ y tale is retold a la Wolf- \ 

duced by Nuclear Research ASSO~| schmidt vodka in four-color mag- “% 
* 
, 


cintes, poincy = azine pages like this. 


New Twist (Lemon) 


S in Vodka Promotion 


3 New York, Nov. 21—Seagram’s 

| |General Wine & Spirits Co. has 
|scheduled eight four-color pages, | 
beginning in Life Nov. 24, to retell 
the old story of Beauty and the 
Beast. 

| The fairy tale, dressed up for the ° 
|oecasion by Papert, Koenig & Lois, 


P| 
- 
° 
his the latest in the offbeat series ff 
| for Wolfschmidt vodka. 
. 
Pe 
} 
¥ 
h 
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The new ad features the Wolf- 
schmidt decanter against a plain 
white baekground, with copy punc- 
tuated with stylized roman letters. 
This is how the Christmas classic 
reads for modern palates: 


s “Naturally a lot of vodkas were 
mad about her, but Beauty merely ™ 
said, ‘Pour your heart out some- 
}where else. I’m waiting for my 
|Pritce.’ One day her Prince ar- 
rived: Prince Wolfschmidt vodka. 
‘I love you Wolfschmidt,’ Beauty 
said. ‘You’ve got taste.’ And soon 
they were married. Their story , 
will be told wherever vodka drinks 
‘are mixed.” } 

The ad will run’in Life Dec. 8 
jand 15, Look Jan. 2, Playboy in 
|\January, and The New. Yorker 
Nov. 25, Dec. 9 and 26. + 


, |General Mills Launches Push 
General Mills, Minneapolis, is 
inviting its consumers to “Bake up 
|a Story for Christmas” with a holi- 
|day promotion featuring storybook 
| characters, designed to capture the 
imagination and Christmas spirit. 
A 20-page booklet containing 30 d 
» |recipes will be packed in every 
|1 lb. or larger sack of Gold Medal 
Kitchen Tested flour. Recipes will 
feature four General Mills prod- 
ucts, Betty Crocker cake mixes, 
Gold Medal flour, Betty Crocker 
date bar mix and Bisquick. News- 
paper advertising and television 
will also be used. Batten, Barton, 
Durstine & Osborn is the agency. 


’ 
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™ , % : {Dowden Opens Own Agency 
? . Fi, ’ : » | Donald A. Dowden, formerly 
— 3 pi Se nil cle Teste = | director of publicity of M. Russell J 
- Mt, |Berger, Philadelphia, has opened nigh 
. , |his own agency, D. A. Dowden 5 
Compact, close, crowded . . . Providence, most Advertising, Philadelphia, with si, 
sant j offices in the Lewis Tower Bldg. Be: 
crowded television market in the country, where more aT tie eden, Ge ee be 
homes, more people respond most to WJAR-TV. Market been named to handle advertising | 
a - Y | for Voltar Inc., Philadelphia, man- 
conscious advertisers know the WJAR-TV combination ufacturer of batteries. : 
i hip and dominant coverage that 4 
of dynamic showmars ip . ‘ g Chudacolf Adds Two ' 
delivers fresh sales impact from a “Must Buy” audience. Los Angeles Period Furniture 


| Mfg. Co. and Joseph M. Rosenberg 
|Co., industrial building organiza- 


Wr LN ] D WBC -. ABC ‘tion, and its subsidiaries have ap- | . 
i=} |pointed Chudacoff & Margulis 
' Represented by Advertising, Los Angeles, to handle (i 


* ARB 1960 TV Homes AFFILIATED WITH WJAR RADIO Edward Petry & Co. Inc. | their advertising. 
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HOUSTON POST PROFILE RESEARCH 


PRODUCT: LIQUID FLOOR WAX TOTAL HOUSEHOLDS: 517,900 


USER HOUSEHOLDS: 71.3% (369,300) 


CHARACTERISTIC LIQUID FLOOR | DAILY NEWSPAPER COVERAGE 
WAX USERS [ post | CHRONICLE | PRESS 

INCOME 

Less than $3000 46.7% 21% 23% 14% 

$3000 - $4999 69.4 32 34 19 

$5000 - $6999 789 45 39 22 

$7000 or more 89.4 59 47 17 

AGE (Head of Household) 

Less than 35 75.4% 37% 36% 14% 

35 to 50 72.9 39 34 20 

50 or more 66.6 36 37 20 

FAMILY SIZE 

lor2 623% 36% 36% 17% 

3or4 80.8 41 37 20 

5 or more 69.8 35 33 18 

OCCUPATION. 

White Collar 82.8% 49% 42% 20% 

Blue Collar, Skilled 75.5 35 35 22 

Unskilled & Farm 57.5 28 27 9 

Other 54.2 32 31 17 


Sources: Dan E. Clark & Associates Top Ten Brands, 1961-62 


Sales Management Survey of Buying Power; May 10, 1961 


More than 71% of the 517,900 families who make up the Houston market buy self- 
polishing liquid floor wax for home use ... and any way you apply it... that’s a 
fertile figure for folks who market fluid floor finish. 


But fertile figures alone . . . no matter how large or impressive . . . are only one 
measure of a market. 


The real importance of a market for a particular product and brand is a composite of 
many features and characteristics. And that’s where HOUSTON POST PROFILE 
RESEARCH enters the picture. 


HOUSTON POST PROFILE RESEARCH tells liquid floor wax producers that folks who 
do their home beautification the self-polishing way, tend to have higher incomes, 
are middle aged or younger, lean toward the median in family size and increase in 
numbers as they go up the occupational scale. — 


It also tells advertisers that the same characteristics that apply to the use of liquid 
floor polish in Houston also apply to readers of THE HOUSTON POST. 

Whether you're selling liquid floor wax or luncheon meat, tea or television sets, 
HOUSTON POST PROFILE RESEARCH can give your marketing more direction. 


For information about a tailor-made profile of your product or brand, see your 
Houston Post man or our Moloney, Regan & Schmitt representative. 


THE HOUSTON POST 


TEXAS’ LARGEST NEWSPAPER / SHOWING THE WAY IN DEPENDABLE MARKET RESEARCH 
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Why advertise at all? 


Chilton’s M-A-P offers this 
simple formula to help you 
determine your BIG APPLE* 
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| Figure it out right on this page! —_C ———_ 


a. Number of plants in your market*..................0...0.005. 


b. Average number of influences per plant®...................... 


C. Number of times you should call on each influence per year... .. 


AxBxC-D 


Total sales calls you 


@. Number of full-time salesmen you employ..................... 


f. Average number of sales calls each makes per year............. 


ExF-G 


YOUR BIG APPLE (D)....... 
LESS CALLS YOU'RE NOW MAKING (G) 
UNMADE SALES CALLS...... 


Who should make them... 


The typical industrial company often finds its sales force can make less than 
one-third or one-fourth of the necessary calls. 


*If you want help in determining the number of plants and influences in your total market, call on Chilton’s Marketing Assistance Program. 


SEE NEXT PAGE 
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ADVERTISE IN CHILTON BUSINESS 
MAGAZINES 10... 


Call on the men your salesmen never see . . . 
Call consistently on the men your salesmen seldom see... 
Tell the full story of your product and company .. . 
Repeat your sales story without interruption . . . 
Make hundreds of calls for the cost of one personal sales call .. . 
Make many new contacts in the ever-changing market... and fast... 
Help combat efforts of competitors with larger sales staffs. 


C H : LT 0 N C 0 M P A N Y Chestnut & 56th Sts., Philadelphia 39, Pa. NIBP 


Department Store Economist * The Iron Age-* The Iron Age Metalworking International « Hardware Age « The Spectator *« Motor Age 
Automotive Industries « Boot and Shoe Recorder * Commercial Car Journal ¢ Distribution Age * Butane-Propane News « Electronic 
Industries © Aerospace Management ¢ Hardware World © Optical Journal * Jewelers’ Circular-Keystone © Food Engineering 
Marine Products * Gas © Product Design & Development ¢ Business, Technical and Educational Books ¢ Chilton Research Services 


Write on your business letterhead, or 
see your Chilton representative, for a 
copy of the complete ‘‘Why advertise 
at all?” presentation in booklet form. 


Call on Chilton’s Marketing 
Assistance Program for help in 
precisely defining the number 
and location of plants and 
influences in your 
total market. 
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Donze Dougherty Bates Burk 
Douglas Hyland Dailey 
NEW LEADERS—Newly elected officers of the Missouri Broadcasters 
Assn. are Robert Hyland, KMOX, St. Louis, president; Harold Doug- 
las, KMMO, Marshall, secretary-treasurer; Don Dailey, KGBX, 
Springfield, vp; and Elmer Donze, KSGM, St. Genevieve; Earl 
Dougherty, KXEO, Mexico; William Bates, WDAF-TV, Kansas City; 
Sam Burk, KIRX, Kirksville; the new board of directors. 


for strong, steady, balanced 
business growth is 1-O-W-A! 
And you spell it ‘‘!’’ for In- 
dustry and ‘‘A”’ for Agricul- 
ture. Item: Prices received 
by lowa farmers for all farm 
products are up 3 to 6% 
over last year. Item: lowa 
Manufacturers Association 
reports a 57% business in- 
crease during first 6 months 


four letter word 


of '61. lowa’s economy is 
growing like its famous corn 
... it’s got millions of buying- 
type prospects who are 
ripe for your product. Sell 
the whole booming state 
with the hometown 
paper for the:whole 
state of lowa . 


Des MoIneEs 
REGISTER AND TRIBUNE 


PIN DOWN ALL THE IOWA FACTS. CALL NEWSPAPER MARKETING ASSOCIATES — 
NEW YORK, CHICAGO, PHILADELPHIA, DETROIT, LOS ANGELES, SAN FRANCISCO. 


Dixon Reference to_ | 
Abbott Ad Misleads, — 
Garden Charges | 


WASHINGTON, Nov. 21—An ex- 
ecutive of Abbott Laboratories, 
North Chicago, Ill., has charged 
Federal Trade Commission Chair- 
man Paul Rand Dixon with making 
a totally misleading reference to an 
Abbott medical ad. 

Paul Garden, Abbott vp and gen- 
eral counsel, made his charge in a 
formal statement to the House 
committee on interstate and for- 
eign commerce, in which he also 
criticized the Dingell bill (H.R. 
6471), saying it “would radically 
change the function of medical ad- 
vertising as we know it today.” 

Chairman Dixon had referred to 
an Abbott ad for a diuretic, Oretic, 
as one failing to deal with “side- 
effects and contra-indications” in 
testimony given by letter to the 
committee during hearings on the 
Dingell bill, which would require 
that information on side effects 
and contra-indications should be 
included in prescription drug ads. 


= Mr. Garden said the ad Chair- 
man Dixon referred to was a re- 
minder page in an extensive series 
of journal ads and direct mail 
items dealing in great detail with 
the question. 

Mr. Garden listed in detail all 
the literature and advertising to 
physicians which had accompanied 
the introduction of the drug. The 
first ad in the series had been eight 
pages long, he said, with a com- 
plete statement of precautions and 
side effects, and reprints of this ad 
had gone to 106,000 doctors. 

Mr. Garden also said the Dingell 
bill “must be regarded with deep 
concern by the advertising pro- 
fession and by business manage- 
ment in general. If medical ads 
come under such impracticable 
controls, what other forms of ad- 
vertising will be next?” 

He said the bill confuses adver- 
tising with labeling. “Since an ‘ad 
would have to be cluttered with} 
detailed information, it could hard- | 
ly be attractive or interesting. It 
would serve the purposes of label- 
ing only [if] additional pages were | 
used. This would become extreme- | 
ly expensive.” # 


KIRO-TV Names Lantry 

KIRO-TYV, Seattle, has appointed 
J. H. (Jack) Lantry director of 
promotion and merchandising. Mr. 
Lantry was formerly director of 
promotion and merchandising of 
KXLY-TV, Spokane. 


KDAL Elects Ramsland 

Odin S. Ramsland has been 
elected exec vp of KDAL Inc., 
Duluth-Superior. Mr. Ramsland, 
who continues as general manager, | 
has been with KDAL radio and tv 
since 1937. 


As the new owner of WROC, Veterans Broadcasting 
Company, Inc., is proud to bring you the Rochester 
area’s ONLY complete broadcasting service.., 


emia 


- 


WROC-TV, WROC Radio and WROC-FM. 


You will find the best of news, 
drama, education, suspense and 
entertainment on WROC-TYV, 
basic NBC and ABC Affiliate. You 
will see your favorite programs 
every day over Channel 5 from 
the early morning TODAY Show 
through the popular Jack Paar 
Late Show. You will enjoy the 
top spectaculars. And ONLY on 
WROC-TV in Rochester can you 
thrill to the world of wonderful, 
living color. 

In the months ahead WROC 
will introduce a new concept in 
radio broadcasting. You will dis- 
cover excitement, fun, entertain- 


ment you've never had before... 
just by dialing 1280. 

In FM—WROC will bring you 
finer programming and music 
for your listening pleasure as a 
member of QXR network of fine 
music stations. 

This is what's ahead. We at 
WROC, the officers, directors and 
staff, are aware of our responsi- 
bility to the vast viewing and 
listening audience in our area. 
We pledge to bring you television 
programs you will view with 
pleasure...radio you'll enjoy... 
entertainment for the entire 
family in all broadcast media, 


OFFICERS 


Formerly WVET- 
Rochester, N. Y. 


FM 


NATIONAL TELEVISION REPRESENTATIVE—EDWARD PETRY & COMPANY 
NATIONAL RADIO REPRESENTATIVE—ROBERT £. EASTMAN 


Lav Figo if 


ERVIN F. LYKE, President, Treasurer and Director 
GRANTIER NEVILLE, Secretary and Director 
PAUL C. LOUTHER, Vice President 

F. CHASE TAYLOR, Vice President 

GEORGE M. CLAFFEY, Vice President 


WROC TV CHANNEL 


RADIO 


hicehin pte eS Sot kn ee Se Se OM we Oe) ee, SAO De Re ai a Gee TS en eae SG oe eet ee "Re a ee y - ~ ernie fe SUN th Uf | 40 a pas fe Pr se ee, oe oo sae ae ad bk 
eg arte Mesa. es eee te eee heme arg mr Re io eee 2 Pierel a Se mt no Sg ae —_——. ciate ED ee ree 
ea ea Pe om a. ues ee elas aie Cs @ ae aid eae gk Cae pe RT ie aie Lael Oe Br ieee =), Vash a ee ce ae Ripe: 1rd Pia ee ‘eee ee. Pail To antag aN ae 
ek ei, * oe oe et | oo eee ak ae ie SENS ciS Oak mma anita ce an yet oe See oe ite a de EE cet (ie cd qual , ee PO es, eerie 5) aac oe gs te ce 
eMac de om ye sal oe ke oem i. «eee tae ete eC ge as i ie aac ei GRIN NEL aa Ser geet Sadat ae ee RUNS. een, MRC AME ooh ca 8, 
poeta ie ‘i = ae: ae i es eee eee es nie ie et 4 eats dg a 2 ck ie on pe, seit = Be oe 0 sai = eaiuateme core ae wut ; Be vi ite eae ce ieee mem © 
pone ot etic. SN ee BIER. OMS SA DONORS ere 1 ee REP Nee? ea <> Sa cig eae Rabe. omer amma | Tc Be Jae Bes os eee vive) eee Nae yes) euees ah EERE SGT a ao ae 
Bee, oe eae et a aie ea ; eae ers ec aR ER cls Ree aR aR Seat Ee ok os ames RU aR Re aga, er: | Bea s Ee ee 
Rett oe . . . >) et a 7 fale Fi 
hr Be Raat 
x * : a 
a ee 33 i a. 
pam ‘ is res 
: , caaeh Nag sy oe ies 
ae : a ee eee 
a spent fats 
=~ a a * 
a a ee we, 
i ‘ ; 
‘4 = my ~ 2 : 7 
* ‘ ng ‘i 
_ \ : 
2 A . ta f ~ 
ae | | He Mn, Wes c. 
nee ee hess =e} oe \ ; cae jie 
= — Pee a one a hae 
oa . is " a Ia eee bee eas peo ie ee 
re Pace gaan We atte eG. ten Be eh nee ae in ac fe ba 
- . ee a eee ane ee \ j Pre Ae ow - ig Be cl 
; Beiiede aa Ae pee ae 4 , a Se 
: Pate a ‘a aloes eg te ae a “> Gpaiemenes 
~ pat \ 'e) j ngery - nea ata ie es mete cige 
oe BA ear as BS api ie eee) fae ee 
a aia a Nat aieee © See, a es: : Se Baa: 
Be ot: ‘9 ee eri cee Sake anes ; ; rc is eee _ =n aI! 
ne 4 alla EE oes ae ; . apie es im 
ai “ . ‘ 1 i, pee sa se 2 ia F f See A 
‘> teres 
va 7 na a ae Say =. at erin 
aA ae ee 
e . a ee 2 eee eee OL st cn a 
; : ee a : 
. 
: i ; 
= he ‘, vey 3 Ares 
‘ , ee ee owe he 5 * 
ae Con eee 
e Gee 
] pee Si iS 
| eS a = 
| oe > 
Ete. ; ee i Cn eee 
ye - pe a ie eS 
Bi s eg rac SON 
| Be eet 
or , ae ae 
‘ & : : 
t | : ; 
Res | f c 
" | : x 
ee? | F 5 
eS bs Seo ass yer ema 
f ] Demers se 
es a 
ae ch te eee es 
ane ye De 
4 oe ait ae #, as x ee 
Rs ‘s ee ee 
Sia ; } Rae aint 
Sn ssid ig 
= eee fe ‘ = 
a Ne = same “ a , 
f - : Fa ye a bce ne 
: a S 
} aa i ; 
i eee ; i/| ] e i. 
ue ye ere ay il < aited Fit aide it 
oes oe ‘ a Es eae 
ee aE Pe, q ' ah wil Broa Y ae See ae ae 
RS She = aera ae es i ee Nn 
Rae oA paar 4 aa e eS ae 
oe aord eS | by Bye oe . 3 
Ss Y ae Gee eit \ te : 
ie 
ae f ~ i 


Advertising Age, November 27, 1961 


Use your head—and SAVE! 
Next time you buy car in- 
surance, (1) check State 
Farm's low rates for care- 
ful drivers—rates so low 
that one out of two saves 
$10...$20...$30...0r more. 
And (2) check State Farm 
service—so outstanding 
we have been the world 
leader now for 20 straight 
gears. (Then ask your- 
self: Isn’t this what you 
always wanted? The best 
car insurance 
possible? And 
at the lowest 
possible COSET) | surance 


AT ATE Fame UT Cas AU TOMORNE EURANET COMMAMY HOME ORE BM OOMMETES UNOS 


who do you know in OMAHA? 

KMTV, that’s who! | 

We can tell you who buys what in Omaha and when and where 
they buy it. We probably know your client's rep or broker, too. 
The point is this: You have a friend in Omaha who can make your” 
next spot schedule more effective through on- -the-spot market 
‘information and personalized merchandising. 5 


(KMTV is first choice in Omaha, and delivers more 
Lincoln than the other Omaha ‘stations: l 


STATE FARM 


NEW APPROACH—State Farm Mutual Automobile Insurance Co., 
Bloomington, Ill., tries a new approach next year with magazine 
spreads like this featuring poster art instead of photographs as in 
the past. The new campaign breaks in January in magazines and 
newspapers. Needham, Louis & Brorby is the agency. 


aoe to Promote 
TV Portables in 


Two Print Media 
PHILADELPHIA, Nov. 21—Philco 

Corp. will launch a consumer cam- 

paign for its new Town & Country 


portable tv in Sunday supplements 
and magazines in December, using 
the theme, “World’s finest high 
performance portable tv.” 

Philco will run b&w pages in 
Esquire, Holiday, Life, The New 
Yorker, Sports Illustrated, Sunset 
Magazine and Town & Country. 
The first of the consumer ads be- 
gin Dec. 3 in Sunday supplements. 
Philco is using the Sunday Metro- 
politan Group; All Florida; and the 
American Weekly Texas Group. 
The b&w pages incorporate a gut- 
ter column of dealer listings, in a 
total of 33 markets. 

A preceding trade campaign in- 
cluded a two-week teaser sched- 
ule followed by a four-page insert 
|in Home Furnishings Daily. Spread 
|versions of this will be run this 
month in Electrical Merchandising 
Week and Mart. Batten, Barton, 
Durstine & Osborn, New York, is 
the agency. 


. The new Town & Country is a 
19” portable, in black and chrome, 
| featuring new wedge or tapered 
|shape; hide-away handle, on-off 
|controls and channel changer are 
|}on top. + 


| Leech Adds 2 Accounts 

Leech Advertising Co., Cleve- 
‘land, has been named to handle 
| advertising for Cleveland Brass 
Mfg. Co., Kinsman, O., manufac- 
turer of brass and iron valves for 
gas and water use, and H-P Inc., 
Louisville, O., manufacturer of res- 
}idential, professional and light 
commercial Vacu-Flo built-in vac- 
uuming systems. 


Burns Joins Davis 

Charles E. Burns has joined Dav- 
is Advertising, Worcester, Mass., as 
Top European Adwertising Media an account executive. Mr. Burns 
|was tormerly with Culver Adver- 


tising and Walter B. Snow & Staff, 
THESE LEADING NEWSPAPERS ARE | — "| |< p<} email ~~" tising and Walter B. Snow & Sta 


a LAATSTE 


YOUR SALES FORCE IN EUROPE... = sig eel a ering 


ap ON Your Script or Copy 
T.E.A.M. newspapers are the answer to your advertising § papers are in the brochure recently published. A few ae a } pd . 
in Europe. Individually, they command high quality copies are still available from The Guardian’s office, 20 AIR.. LIBEL, SLANDER, 
readership in their own countries by virtue of editorial East 53rd Street, New York 22, N.Y., where Mr. Rex | PAGE .. . epee 
prestige. Collectively they offer the advertiser the cream § Hearn will help you to take advantage of T.E.A.M. COPYRIGHT, PIRA- 
of newspaper readers in the rich and rapidly growing advertising in the only group of daily newspapers offering SCREEN CY, PLAGIARISM. 


European market. Full details of the T.E.A.M. news- _full coverage of the vast European Market 
the words beck, Mula 0) 08) 
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COC MeLCMeGee 2! W Tenth, Kansas City, Mo 
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Predictions for 1962 


1 A barber will ask for a Business WEEK subscrip- 
tion and be declined. 


2 BusINEss WEEK will provide the greatest manage- 
ment readership per advertising dollar of any mag- 
azine in its field. 

3 Many readers will ask us to perforate BusINEss 
WEEK’s pages for easier clipping and filing. 
More business and industrial advertisers will use 
BW than any other magazine in its field. 


A musician will ask for a Business WEEK sub- 
scription and be declined. 


6 
7 


More corporate advertising will run in BUSINEss 
WEEK than in any other magazine. 


Several people will confuse Business WEEK with 
This Week or Newsweek. 


Business WEEK will rank either first or second in 
total advertising pages, according to PIB. 


There will be several indignant letters from people 
whose subscriptions are declined—and we will ex- 
plain once more that subscriptions are solicited only 
from management men— because BUSINESS WEEK 
is published for and used by management men. 
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, READERSHIP STUDIES 


show that advertising is more thor- | 


oughly read in a technical editorial environment; that | 


LIKE TO CHECK? Run 


either type of study yourself. We'l 


pay—check our salesmen for details. 
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Keep the food market operators 
sformed — advertise in 


Theater Chain Offers Free 
Ticket it Ads Mislead 

Trans-Texas Theaters, which 
operates 11 movie theaters in El 
Paso, Tex., has initiated a system 
whereby a patron who feels he has 
been misled by advertising for the 
film or who has not enjoyed the 
film, gets a ticket-back pass good 
for admission at one of the chain’s 
theaters on another date. 


‘Lawn/Garden/Outdoor Living’ 

Will Be Published in March 
Implement & Tractor Publica- 

tions, Kansas City, will begin pub- 


lication of Lawn/Garden/Outdoor 
Living, a business paper, in March. 
A one-time page will cost $550. 
Circulation is estimated at 36,000 
and will include a variety of trade 
outlets. 


Bria-Van Dyke, White Merge 
Bria-Van Dyke & Bishop White 

Advertising has been formed at 

4530 N. Central, Phoenix, with 


billings estimated at $500,000 an- 
nually. Francis L. Bria, formerly 
head of Bria-Van Dyke, is presi- 
dent. Bishop White is exec vp, and 
Gretta Van Dyke is creative direc- 
| tor. 


MAY O 
CLINIC 


Bronze statues of the Mayo brothers, 
founders of the Mayo Clinic. 
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OKLAHOMA CIiTy 


KWTY+OKLAHOMA CITY Represented riationally by Edward Petry 


& Company. inc. 


Advertising Age, November 27, 1961 


Coming 
Conventions 


(Listed Alphabetically) 
*Indicates first listing. 


Advertising Federation of America, mid- 
winter legislative conference, Statler-Hil- 
ton Hotel, Washington, Feb. 7; 5th dis- 
trict, Shawnee Hotel, Springfield, O., 
March 22-24; 4th district, Robert Myer 
Hotel, Jacksonville, May 10-12; 9th dis- 
trict, Denver-Hilton Hotel, Denver, June 
23; 58th national convention, Denver-Hil- 
ton Hotel, Denver, June 23-27; Ist district, 
New Ocean House, Swampscott, Mass., 
Sept. 23-25. 

American Assn. of Advertising Agencies, 
Southwest Council, Shamrock-Hilton Ho- 
tel, Houston, Feb. 14-16, 1962. 


ter conference, Biltmore Hotel, New York, 
Dec. 27-29. 

American Women in Radio and Televi- 
sien, national convention, Sheraton-Chi- 
cago Hotel, May 3-6, 1962. 

A tat 


a Rusi 


| American Marketing Assn., annual win- 


Publicati 
r 


an- 
nual publishers meeting, Homestead, Hot 
Springs, Va., May 6-9, 1962. 


Financial Public Relations Assn., 16th 
|}annual convention,.American Hotel, Bal 
Harbour, Fla., Nov. 26-30. 


International Advertising Assn., 14th 
| World Congress, Sheraton-Chicago Hotel, 
| Chicago, April 17-19, 1962. 
| National Advertising Agency Network, 
| annual meeting, Dorado Beach Hotel, San 
| Juan, Puerto Rico, June 27-July 2, 1962. 

National Business Publications, annual 
spring meeting, Boca Raton Hotel & Club, 
Boca Raton, Fla., March 11-15, 1962. 

Newspaper Advertising Executives Assn., 
annual meeting, Edgewater Beach Hotel, 
Chicago, Jan. 21-24, 1962. 

*Inland Daily Press Assn., winter meet- 
ing, Drake Hotel, Chicago, Feb. 18-20, 
1962. 


ay Chapter Elects Officers 


Pat Cranston, associate profes- 
|sor of radio and tv, of the school 
of communications, University of 
| Washington, has been elected pres- 
jident of the Washington State 
|Evergreen chapter of American 
| Women in Radio & Television, Se- 
attle. Also elected were Edna Han- 
|na Strosnider, sales promotion 
|}manager, KOMO and KOMO-TV, 
vp; Nancy Ramaker, promotion 
manager, TV Guide, secretary; and 
Dorothy Sortor, public relations 
assistant, KOMO and KOMO-TV, 
treasurer. Miss Cranston and Miss 
Strosnider are completing the last 
half of their two-year terms. 


Martin Adds Robers to Name 
Upon the appointment of Gene 
Paul Robers as president and 
treasurer and Willis S. Martin as 
chairman of the board, Willis S. 
Martin Co., Fort Wayne, Ind., has 
changed its name to Martin & Ro- 
bers. Mr. Martin, formerly presi- 
dent and treasurer, founded the 
agency in 1934. Prior to acquiring 
controlling interest in the corpora- 
tion, Mr. Robers was general sales 
manager of the Thermoid division, 
H. K. Porter Co., Pittsburgh. 
\“Cotton Trade Journal’ Sold 
| The Cotton Trade Journal & Ag- 
|ricultural Reporter has been sold 
by Francis G. Hickman to Cotton 
|States Publishing Co., Hickman 
| Bldg., Memphis. Seton Ross, for- 
|merly associate publisher, heads 
|\the purchasing company, and is 
|now editor and publisher. Mr. 
|Hickman will remain in an ad- 
| visory capacity. 


Tourism Study Completed 

“The Future of Tourism in the 
Pacific & Far East,” a study based 
on three and one-half years of re- 
jsearch in 17 countries, has been 
|published by the U.S. Dept. of 
|}Commerce. The report is available 
j\from the U.S. Government Print- 
ing Office, Washington, D.C., for 
| $4. 


|Nielsea Revenue, Net Rise 
Consolidated operating results of 
|A. C. Nielsen Co., Chicago, for the 
fiscal year ended Aug. 31, show 
service revenue of $36,162,495, up 
16.6% over 1960. This is the 28th 
consecutive year of revenue in- 
lereases for Nielsen. Net income 
jrose from $2,138,252 to $2,442,359. 
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THE CHICAGO TRIBUNE REACHES 


tile O he (600-9 YOU WANT 


There are 6,892,000 people in Metropolitan Chicago. And no matter how 
many buy your particular product, there are many more who could. 


You’re problem is not simply reaching more people; you need the kind of 
people whe can—and do—buy. That’s where the Tribune comes in. It de- 
livers more buyess. 


Take clothes dryers, for example. In Chicago and suburbs, 79% of all 
buyers of this particular appliance read the Sunday Tribune; 52% read the 
Daily Tribune. 


Now maybe you market dishes, dresses or dairy products instead of dryers. 
It makes little difference. No matter what kind of buyers you’re trying to 
reach, the Tribune delivers more of them than any other Chicago newspaper. 


That’s why, dollar for dollar of your advertising budget, the Tribune can 
produce greater sales and profits for you. 
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HOUSEHOLD COVERAGE OF CLOTHES DRYER PURCHASERS 


2nd Daily adds 26% 


The readers you want are the kind who buy—and 
our new MARKET POWER study tells who they 
are, what they buy and how to sell them more. 
Call a Tribune representative for the full story. 
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More readers...more buyers...more results 


the CHICAGO TRIBUNE 
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Advertising Age, November 27, 1961 


WLW-T TELECASTING OVER 
52 COLOR HOURS WEEKLY 


Cincinnati's WLW-T transmits an average of more 
than 52 hours of regular Color TV programming 
weekly. The big breakthrough in Color TV is here. 28 ih Cf a CARE CARRIAGE 
Get the full Color picture today from: W. E. Boss, ' -_ enntoiien 
Director, Color Television Coordination, RCA, 30 : 


Rockefeller Plaza, N. Y. 20, N. Y., Tel: CO 5-5 ¢ LURAY LURE—For the tenth consecutive year, the Caverns of Luray, 
Luray, Va., will use 125 boards like this from Harrisburg, Pa., to 
Norfolk, Va., to promote tourist travel to the attraction. 
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_ Major ad agencies _ Leading advertisers 


are studying it are studying it 


A 


There are no secrets any more 


(about radio or tv station coverage) 


Nielsen Coverage Service '61, now avail- out current information on listenership 

able to all time buyers and sellers alike, in all 3000-plus counties. 

provides the circulation facts for each t 

radio and television station in the U.S. Subscribers already know what a power- 

(including Alaska and Hawaii) showing: ful marketing tool NCS ’61 is... and 
are using it effectively...To know 


... intensity of home coverage what they know... 
.-.county by county (no clustering) é 
... day, night; daily, weekly Call... wire... or write today for im- 


mediate delivery of the NCS ’61 facts 
Your radio and tv schedules can now be you need...on any or all stations, 
checked for maximum coverage and for radio or tv, in any or all 50 states. 
matching with your marketing areas. 


You (or others) can know just how effi- CHICAGO 1, ILLINOIS 
ciently your broadcast dollars are being 360 N. Michigan Ave., FRanklin 2-3810 
spent. NEW YORK 22, NEW YORK 

575 Lexington Ave., MUrray Hill 8-1020 
Never before has such a wealth of re- MENLO PARK, CALIFORNIA 
liable station coverage data—radio and 70 Willow Road, DAvenport 1-7700 
tu—been available to all. Over 375,000 HOLLYWOOD 28, CALIFORNIA 
detailed questionnaires helped to ferret 1680 N. Vine St., HOllywood 6-4391 


Nielsen Coverage Service 


a service of A. C. Nielsen Company 
2101 Howard Street, Chicago 45, Illinois - HOllycourt 5-4400 


|Dow Jones Is 4th to 
Use Golden Showcase 


New York, Nov. 21—Starting 
Dec. 15, Dow Jones & Co. will be- 
come the fourth user of General 
Outdoor Advertising Co.’s new 
|Golden Showcase plan, using the 
medium to push its new national 
Sunday newspaper, the National 
Observer. The newspaper (AA, 
Nov. 13) is set to bow Feb. 4. 

GOA’s Golden Showcase was 
launched Oct. 1. Current users are 
Chrysler, Ballantine beer and 
Johnnie Walker scotch. 

Devised especially for metropol- 
itan New York, the plan combines 
doubledeck and side-by-side panels 
into giant units with copy area of 
more than 600 sq. ft. Limited to 
nine advertisers, the showcase pro- 
vides 20 giant units a month, plus 
60 standard 24-sheet panels. All 
units are rotated once a month 
over a minimum 13-week period. 
Total cost, including layouts and 
artwork, is $29,400, giving a daily 
circulation guaranteed at 1,500,000 
at a cost of 21¢ per thousand. 

The name derives from a metal- 
lic gold insert appearing on the gi- 
| ant units in place of standard white 
blanking paper. 


# Announcing Dow Jones’ partic- 
ipation last week, Burr L. Robbins, 
GOA president, called the Golden 
Showcase “almost the creation of 
a new medium, whereby an adver- 
tiser with a modest. budget can 
achieve impact in New York.” He 
said the giant panels combine 
“quantity, size and excitement” in 
a single unit. + 


Walsh Agency Wins Suit 
From Canadian Government 

Walsh Advertising, Toronto, has 
been awarded $13,000 damages in a 
lawsuit filed against the Canadian 
federal government. The excheq- 
uer court judgment followed a 1958 
action by Walsh seeking $160,580 
in damages, when it claimed it had 
been wrongfully dismissed by the 
Bank of Canada as agency for the 
Canadian savings bond campaign, 
an account estimated to bill about 
$400,000 at that time. 

Walsh won the Canada savings 
bonds account from MacLaren Ad- 
vertising, Toronto, in 1956 and 
conducted the campaign in that 
year. In its petition, Walsh main- 
tained that it was preparing the 
1957 campaign when it was re- 
leased by the Bank of Canada in 
July of that year, following the 
election of a Conservative govern- 
ment at Ottawa. 


Erie and Hays Name Altman 

Altman-Hail Associates, Erie, 
Pa., has been named to handle ad- 
vertising for Erie Malleable Iron 
Co. and the automatic controls di- 
vision of Hays Mfg. Co. Both ac- 
counts had been at John Harder 
Fenstermacher, Corry, Pa. Hays’ 
waterworks supplies advertising 
remains with W. S. Hill Co., Pitts- 
burgh. 


* 


The Cedar Rapids Gazette 

is lowa’s Ist newspaper - 
in total advertising 
linage and provides 

95% coverage of lowa’s 
2nd largest market. 


Represented by 
Allen-Klapp Co. 
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WOMEN'S WEAR DAILY 


DAILY NEWS RECORD 


HOME FURNISHINGS DAILY 


DAY OR NIGHT 


In Washington, business news is 
apt to break any time of the day or 
night. When it does, reporters from 


FAIRCHILD 


BUSINESS NEWSPAPERS 
are there to cover it. As a matter of 
fact, Fairchild maintains the larg- 
est business news bureau in the 
nation’s capital. 

This depth of coverage is typical 
of Fairchild, the world's largest 
business newspaper organization. 
39 business news bureaus and 
858 correspondents are located 
in key areas around the world to 
assure fast, first-hand coverage 
of all the news of business. This is 
why Fairchild's one million busi- 
ness readers are the first to know 
the news of business...no matter 
where or when it occurs. 
Shouldn't these million business- 
men and women also be reading 
your advertising first? 


THE BIG DIFFERENCE IS 


NEWSO 


FOOTWEAR NEWS + SUPERMARKET NEWS + ELECTRONIC NEWS 
FAIRCHILD PUBLICATIONS, INC., 7 EAST 12 ST., NEW YORK CITY 


METALWORKING NEWS 


DRUG NEWS WEEKLY 


MEN'S WEAR MAGAZINE 
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The readers of True—the world’s largest man’s 
magazine—will spend over $600,000,000 for 
men’s apparel in 1962. 


$1.00 in True will reach 74 men spending $500 or 
more annually for wearing apparel—more than in 
; Life, Look or Saturday Evening Post. 


A FAWCETT 
PUBLICATION 


ASK YOUR ADVERTISING AGENCY WHAT TRUE CAN DO FOR YOU 
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Smith/Greenland Names Two | Nielsen Network TV 


Arthur Iger, formerly marketing 
director of the consumer products 
division of S. Gumpert Co., has 
been named an account executive 


of Smith/Greenland Co., New) 


York. He will work on the Downy- 
flake foods account. Smith/Green- 
land also has named Beryl Seiden- 
berg media director. Miss Seiden- 
berg formerly was vp and media 
supervisor with Kastor, Hilton, 
Chesley, Clifford & Atherton. 


IDEA NO. 199 


“Tilt-Tip” Tied To TV Tickler 
This bright quill by Scripto’s 
Packaging Director Ted Kings- 
ford and Art Dir. Ken Bogel 
makes a P.O.P. point that sticks 
for new “Tilt- Tip” pen introduced 


ADHESIVE 


Longino & Porter, Inc. lightened 
the litho load. Bill Teem, Jr. of 
American Finishing Co. did the 
two size die-cut and added the grip 
with Kleen-Stik “Dubl-Stik” 
tape. A Model 60 applicator ap- 
plied 3 separate tape strips of dif- 
ferent lengths all at 
the 


SELF-STICKING 


Keeping Fashionable with 
Kleen-Stik . . 
The dizzy pace of keeping the girls 
happy by adding last minute fash- 
ions to publications and catalogs 
is now a past problem for McCall 
Corporation, Dayton, O. New 
McCall fashion pages and pattern 
envelopes, now stripped with 
Kleen-Stik “D” Tape are rushed 
to dealer pattern-counter catalogs 
the country over for a quick 
Kleen-Stik “peel and press” in- 


VERSATILE 


MOsT 


Pens or patterns, Kleen-Stik 
makes it easy to get where 
it belongs .. . and keep it 
there. See your printer, li- 
thographer or silk screener 
for display ideas and other 
tricks using Kieen-Stik ... 
or, drop us a line: 


worRtuto’s 


: 


- PRODUCTS, 
7300 West Wilsan Avenue 
Chicage 31 


” SEND THIS COUPON TODAY rie" 
FREE IDEA-PACKED BOOKLET! 


Kleen-Stik Products, Inc., Dept. A 
7300 W. Wilson Ave., Chicago 31, Ill. 
Send me your free “‘101 Stik-Triks” 
booklet and full information about 
Kleen-Stik Self-Sticking products. 


NOMMO. .. 2 2c ceccccccccssccccesecs seecee 
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Two Weeks Ending Nov. 5, 1961 


Copyright by A. C. Nielsen Co. 


Nielsen Total Audience* 
TOTAL HOMES REACHED 


Homes| there is a dearth” 
Rank Program (000) | People, Nat Danar, president of 
1 Wagon Train (R. J. Reynolds, National Biscuit Co., NBC) ........ 18,244| Nat Danar Inc., New York adver- 
2 Bonanza (Chevrolet, NBC) 15,618 | tising consultant, feels 
3 Gunsmoke—10:30 p.m. (S. C. Johnson, there is just as much—indeed, a 
Remington Rand, General Foods, CBS) 15,055 | great deal more—creative talent 
4 Gunsmoke—10 p.m. (S. C. Johnson, around today than ever before.” 
Remington Rand, General Foods, CBS) 14,774, In a speech before the Adver- 
5 Perry Mason Show (Several sp s, CBS) 14,680 | tising Writers’ Club of St. Louis, 
6 Sing Along with Mitch (Several sponsors, NBC) 14,351 | Mr. Danar last week declared, 
7 The Defenders—Week 2 (Brown & Williamson, 


Kimberly Clark, Lever, CBS) 


Advertising Age, November 27, 1961 


Talent's at Hand, 
Needs Freedom to 
Flourish: Danar 


Sr. Louris, Nov. 21—Despite 
“current plaints and wails that 
of creative 


“positive 


“Tt 


any kind. One shackle, and it is 
no longer freedom. 

“Management need not fear— 
the truly professional creative 
man is sensible and practical,” 
Mr. Danar added. “To him, free- 
dom also means responsibility. He 
will not go off half-cocked with 
improbable and impossible ideas. 
He works within a framework of 
self discipline and, furthermore, 
facts.” 

A lack of understanding by 
management on how to get the 
most out of its creative personnel, 
according to Mr. Danar, is one of 
the main reasons why there isn’t 
more effective advertising—“the 


| stands to reason that a few agen-|kind that gives the heart a little 
14,258 | Cies or geographical sections don’t | | wrench.” # 


13,413 | people. The secret is this: Good | Liebmann Boosts Liebmann 


that | 


Liebmann Breweries, New York, 
has named Thomas Liebmann, vp 
and director of all sales activities, 
to the new post of vice-chairman 
of the board. 


FOR QUALITY WORK ON 


Whether you need waterless pressure-sens!- 

tive decals or other Kleen-Stik items. Our silk 

screening is superior. Creative and production 

facilities. Send now for free samples, estimate. 

SCREEN PROCESS PRINTING COMPANY 
P. O, BOX 948, WICHITA 1, KANSAS 


Selling now 
in the Greater 
Philadelphia 
Market?! 
The Sunday 
Bulletin 
Magazine— 
locally edited 


and printed in 


colorful 


8 Walt Disney’s Wonderful World of Color (Kodak, RCA, NBC)... 14,117, have a monopoly on creative 
9 Red Skelton Show (Sinclair, S. C. J , CBS) 
10 World of Bob Hope (Purex, NBC) 13,226 | management knows how to ferret | 
, wm | OUt talent and cultivate it. They | 
PER CENT OF TV HOMES REACHED | know how to hypo creative poten- | 
Homes | tial and know the profit potential | 
Rank Program (%) | of creativity. | 
1 Wagon Train (R. J. Reynolds, National Biscuit Co., NBC) ........ 38.9 | 
2 Bonanza (Chevrolet, NBC) ................ 33.3 = “Management, at both the adver- | 
3 Gunsmoke—10:30 p.m. (S. C. Johnson, | tiser and agency level, must learn, | 
Remington Rand, General Foods, CBS) ...........:.sss:sssessssseenee 32.1|;come hell or high water, 
4 Gunsmoke—10 p.m. (S. C. Johnson, creativity is freedom—freedom to 
Remington Rand, General Foods, CBS) ..............:scessseseeeeeess 31.5|explore and hack out new paths, 
5 Perry Mason Show (Several sponsors, CBS) ............ 31.3 | freedom to fail many times, free- 
6 Sing Along with Mitch (Several sponsors, NBC) 30.6| dom to take a chance, freedom to 
7 The Defenders—Week 2 (Brown & Williamson, |experiment and research, freedom | 
I I a, scsatcnesvenecatioioane 30.4 | to initiate, freedom from chains of | 
8 Walt Disney's Wonderful World of Color (Kodak, RCA, NBC) .... 30.1) 
9 Red Skelton Show (Sinclair, S. C. Johnson, CBS)... 28.6 | 
10 World of Bob Hope (Purex, NBC) ....ccccccccssssssssnssunsennsseneeenen 28.2 | 
ere wit TL | 
Nielsen Average Audience** 
TOTAL HOMES REACHED 
Homes 
Rank Program (000) 
1 Wagon Train (R. J. Reynolds, National Biscuit Co., NBC) ........... 15,008 
2 Gunsmoke—10:30 p.m. (S. C. Johnson, 
Remington Rand, General Foods, CBS) 14,164 
3 Gunsmoke—10 p.m. (S. C. Johnson, 
Remington Rand, General Foods, CBS) 14,117 
4 Bonanza (Chevrolet, NBC) 13,273 
5 Perry Mason Show (Several sponsors, CBS) .........-:sccses-sssseessssee: 12,429 
6 Red Skelton Show (Sinclair, S. C. J CBS) 12,288 
7 Andy Griffith Show (General Foods, CBS) 12,241 
8 Danny Thomas Show (General Foods, CBS) ..............ccseseeseeees 11,631 
9 Lassie (Campbell Soup, CBS) 11,491 
10 Have Gun, Will Travel (Whitehall, Lever, CBS) ....................0006 11,491 
| 
| | 
| PER CENT OF TV HOMES REACHED 
Homes 
| Rank Program (%) 
1 Wagon Train (R. J. Reynolds, National Biscuit Co., NBC) ....... 32.0 
2 Gunsmoke—10:30 p.m. (S. C. Johnson, 
} Remington Rand, General Foods, CBS) 30.2 
3 Gunsmoke—10 p.m. (S. C. Johnson, 
Remington Rand, General Foods, CBS) 30.1 
4 Bonanza (Chevrolet, NBC) 28.3 
| 5 Perry Mason Show (Several sponsors, CBS) .............cccccseeseeerees 26.5 
6 Red Skelton Show (Sinclair, S. C. Johnson, CBS) 26.2 
| 7 Andy Griffith Show (General Foods, CBS) ..........-.:cccccccecseeerees 26.1 
| 8 Danny Thomas Show (General Foods, CBS) ...........-cccccccereeeeseee 248 
| 9 Lassie (Campbell Soup, CBS) .......... 24.5 
10 Have Gun, Will Travel (Whitehall, Lever, CBS) ..............:cc00c00 24.5 
| ¢ v1) vnnugnvaagezv rennin MM 


| to five minutes. 
| **Homes reached during the average minute of the program. 


| * Homes : dened 4 by all or any part of the program, except for heetin' viewing only one | 


gravure 


In Philadelphia nearly everybody reads The Bulletin 


Member of 
Metropolitan | Sunday | Newspapers, Inc. 


Member of Million Market Newspapers, Inc. 


a 


oe 


|_Walworth Names Webb Ad 
| Director: Appoints L. C. Cole 
| John McDonald Webb has been 
|appointed director of advertising 
}and public relations of Walworth | 
| Co., New York, and its subsidiaries, 
Grove Valve & Regulator Co., Oak- 
| land, Cal., and Alloy Steel Prod- 
j}ucts Co., Linden, N. J. Mr. Webb 
| was formerly advertising manager | 
| of Grove Valve. 
| L. C. Cole Co., San Francisco, | 
|has been named to handle adver- | 
tising for Walworth and Alloy) 
Steel. Cole already handles adver- | 
tising for Grove Valve. Hicks & | 
Greist formerly handled the Wal- | 
worth account and Chirurg &| 
|Cairns, New York, formerly han- 
'dled Alloy Steel advertising. 
Olin Oil, Humble Set Deal | 
The directors of Humble Oil & 
Refining Co. and Olin Oil & Gas 
Corp. have made a tentative agree- 
ment whereby Humble would ac-| 
quire Olin’s assets in a tax-free) 
exchange for common stock of 
Standard Oil Co. (New Jersey), 
‘'Humble’s parent. 


If you are considering new office space in Chicago, we 
cordially invite you to inspect availabilities in the new 
Advertising Age Building at 740 N. Rush Street. 

This building, which will become our headquarters in 
April, 1962, is now being extensively remodeled with the 
installation of a beautifully modern entrance and lobby, 
new automatic elevators and central air-conditioning. 
The building is ideally located just one block west of 
Michigan Avenue and one block south of Chicago Avenue 
—close to bus, subway, Lake Shore Drive, and the Ohio- 
Ontario interchange with all expressways. There is also 
ample parking across the street. 


CHOICE CHICAGO 
OFFICE SPACE 


in the 
Advertising Age 
Building 


The rent for this distinctive, convenient location is less 
than for any comparable space within miles—and it in- 
cludes air-conditioning! 


Desirable space, in any size units (up to 20,000 square 
feet on one floor) will become available between now 
and April, 1962. 


The Advertising Age Building is particularly well suited 
for agencies, publishers, media representatives, research 
organizations, art studios, graphic arts services and other 
allied interests. We already have a lease from one agency 
and strong show of interest from several publishers. 


If you would like to see space, or talk further about the possibilities, please call or 
write Jack Barnett, Advertising Age, 200 E. Ilinois St., Chicago 11 (DElaware 7-5200) 
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g¢ because 
lami 1s 
different 

from 

ilwaukee... 


and because people are different in different markets . . . Storer programming is different! We put 
together a flexible format to fit the needs of each community... making it local in every 
respect. Result? WGBS Radio is #1* in Miami with ‘‘The sound of music and total information 
news.’’ In Milwaukee, WITI-TV is #1t in prime time seven nights a week . . . Further evidence 
that Storer quality-controlled, /xca/ programming is liked, watched and listened to . . . Storer 
representatives have up-to-the-minute availabilities. Important Stations in Important Markets. 


* Nielsen — Miami/Fort Lauderdale Index July, August "61, 
tNredsen, May, June ‘61—ARB, May, June ‘61. 


LOS ANGELES PHILADELPHIA CLEVELAND 


KGBS WIBG wjw 
MIAMI MILWAUKEE CLEVELAND 
. WJW-TV 


WGBS | WITI-TV 


WHEELING 


TOLEDO DETROIT 

_ ——4 §/ORER 
TOLEDO DETROIT BROADCASTING COMPANY 
WSPD-TV WJBK-TV 
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GM Diesel Launches Series 
on ‘Family of Engines’ Concept 
K "tee Detroit diesel engine divi- 


3850 NORTH NEVAD 
COLORADO SPRINGS COLO 


jsion of General Motors has 


launched an ad campaign featur- 
ing 21 points of specific consumer 
benefits in the company’s “family 
of engines” concept. Each point 
will be the subject of one b&w 
|page ad, and the series will run 
| through 1963. 

The campaign will run in Busi- 
|\ness Week, Nation’s Business, 
|Newsweek, Wall Street Journal, 
U. S. News & World Report, and 
more than 50 business papers. 
Kudner Agency prepared the ads. 


‘Family Circle’ Names Three 
William S. Hooper, formerly 

mid-Atlantic branch manager of 

Family Circle, New York, has been 


j}named to the new position of as- 


sistant to H. Carlisle Estes, vp and 
circulation director. Richard A. 
Conway, previously regional field 
manager, succeeds Mr. Hooper. 
David F. Ullman, previously with 
Peat, Marwick, Mitchell & Co., has 
been elected comptroller of Family 
Circle. 


Advertising Age, November 27, 1961 


Information for Advertisers 


Population, total retail sales, and | 


sales figures on drugs, liquor, auto- | 


motive and furniture and house- 
hold appliances in Pontiac and 
other Michigan metropolitan coun- 
ty areas, are included in a bro- 
chure, “Marketing Facts About the 
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The people* who buy most 
of what you have to sell 


read THE PLAIN DEALER 


YOUR BEST NEWSPAPER ALL DAY IN CLEVELAND, OHIO 


* Did you know that the Cleveland Market's Retail Sales 
are larger than anyone of 38 Entire States? 


Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles. Member of Metro Sunday Comics and Magazine Network. 


Eastern Travel and Resort Representatives: The Corfield Co., 527 Lexington Avenue, New York 17, New York 


Big Pontiac, Mich., Market Area,” 


published by the Pontiac Press, 
Pontiac, Mich. 


e “How to Put More Sell in Pack- 
aging with Round, Nested Paper 
Containers,” summarizing current 
marketing practices and needs, has 
been published by Paper Cup & 
Container Institute, 250 Park Ave., 
New York 17. 


e Kimberly-Clark Corp., Neenah, 
Wis., has published a 48-page 
booklet, “Heat-Set Web Offset,” 
designed to provide printers and 
their customers with an up-to-date 
source of information on the ad- 


vantages and savings available 
| through web offset printing. The 
booklet covers advantages and dis- 
| advantages of the process, types of 
|web offset presses, press equip- 
|ment and controls and auxiliary 
| press equipment. 


| e Copies of a 32-page folder, 
| “Facts About the Market for Res- 
| idential Kitchen Products,” includ- 
| ing over-all description of the mar- 
ket, annual sales figures and pre- 
dictions for complete new home 
and replacement kitchens, are 
available from Gralla Publications, 
566 Seventh Ave., New York 16. + 


BBDO Names Three 

Michael J. Donovan and Paul N. 
Lideen have been elected vps of 
Batten, Barton, Durstine & Os- 
/born, New York. Mr. Donovan is 
an associate media director; Mr. 
, Lideen is an account executive. 
|Charles Mangel, who joined 
| BBDO’s pr department in 1959, has 
| been named manager of press re- 
| lations, a new post. He will be re- 
|sponsible for press liaison in con- 
jnection with the agency’s trade 
and public information activities. 


| WCAU-TV Names Beazley 

| WCAU-TV, Philadelphia, has 
‘appointed Frank Beazley general 
|sales manager, succeeding James 
E. Conley, who resigned to join 
| ABC- -TV as vp and general man- 
| ager of national sales. Mr. Beazley 
was formerly an account executive 
of CBS Television Stations Nation- 
ts Sales. 


STORY 
BOARD 


WTRF-TV 


AS THE LONDONER SAYS — 
“"Welcome to our misti'’ 

| Wheeling wtrf-tv 

| OLD HAIRDOS never die, they 


just get ‘poofed out’. 

—— wtrf-tv Wheeling 
SMART GALS know how to get more from Old 
| Santo—they leave their legs in their stockings. 

Wheeling wtrf-tv 
| NEW YEARS EVE .. . that's when it's fun to 
go to Times Squore and mangle with the crowd. 
| wirf-tv Wheeling 
JUST WHAT do you send to a sick florist? 
Wheeling wirf-tv 
| ve BOB FERGUSON says his Italian-American 


| dictionary says ao Pizzaburger is ao guy from 
Pittsburgh. 


witrf-tv Wheeling 
QUOTE, Droke House Weekly Digest, quoted one 
of our Story Board gems. A quote in Quote is 
quite a conquest! 

Wheeling wirf-tv 
CHAIRMAN OF THE BOARD .. . #10 in our 
WTReffigy ADworld close-up series is underlined 
‘Top Heavy’ but several other good underlines 
were appropricte . . . ‘‘Sir Stance Allot'’ was 
| RWF's choice, ‘*Steering Wheel’ was DMG's 
| choice . . . others? ‘Throne Roomer'’ 
“Pinnacle Player’ . . . ‘‘Monarch Key” . . 
“*Roomer at the Top of the Steerers'’ . . “Task 
Forcer’’ . . . and what suggestions do you have? 

wtrf-tv Wheeling 
| THANKS MAURY ongi ABCDEFGHIJK 
MNOPQRSTUVWXKYZ... (No- ell 
| Noel and you burst into song as we include our 
| best holiday wishes to all of youl) 
Wheeling-wtrf-tv 
| *SCHEDULE TIME? Schedule WTRF-TVY and reach 
and sel! the Wheeling/Steubenville Industrial Ohio 
Valley from Wheeling. Our rep, George P. Hol- 
| lingbery will moke all the arrangements. 
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Things happen when PRODUCT DESIGN & DEVELOPMENT reaches the minds of men who 
design and develop durable goods for consumers, industry and government. Hands circle items 
on inquiry cards ...60,000 times per issue. Fingers dial direct for instant information. One of 
Chilton’s 20 business magazines, this is the designer's running encyclopedia of what's new in 
materials and components. CHILTON COMPANY, Chestnut & 56th Sts., Philadelphia 39, Pa. 
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“But I just smiled at the ‘impossible’ 
deadline. I knew that I could depend on 
Century to come through—and with 
Century’s usual top quality, too!” 


You can be certain with 


CENTURY 


ELECTROTYPE COMPANY, INc. 


Electrotypes «+ Travis R.O.P. Glass Mats 
Plastic Plates - B & W and Color Proofing 
Duplicate Photoengravings 


oe 


160 East illinois St., Chicago 11 « DElaware 7-1541 


BE IT EVER SO HUMBLE—This is the new home of Johnson-Bartnett, 

Flemington, N. J., agency, which says its building is “perhaps 

unique” in the concept of office structure, since it’s modeled after a 
suburban ranch-style home. The address is 153 Broad St. 


Ziff-Davis Names Gluckman 

Martin Gluckman has _ been 
named advertising manager of the 
fiction division of Ziff-Davis Pub- 
lishing Co., a new post. He will also 
continue as classified advertising 
manager for all Ziff-Davis maga- 
zines. 


ATULATIONS. 
W FOR THEIR 
DING JOB. 


efficiency 
and good — 
management. 


Henry Lamier, , Chemical 
Bank New York Trust Co. 


Don Harrington, Sullivan, 
tauffer, Colwell & Bayles, Inc. 


Thanks fora 
beautiful job 
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— EXCELLENT JO 


. Robert H. Steen. Fonge. Cone & Belding + 


How to succeed in business by really trying! 


Frankly we knock ourselves out daily to rate rave reviews like these. There is no 


other way to keep New York's finest Videotape* studios constantly busy.. 


.to offer 


the advertising industry the most expert creative and technical crew in the East 


here at Videotape Center.. 


.to give every storyboard that extra something that con- 


vinces the viewer and makes our morning mail so readable. We thank these cus- 
tomers behind our success story. And the great Broadway hit behind our headline. 
Videotape Productions of New York, inc. 101 West 67th St., N.Y.* TR3-5800 om cece cone 


Dance Fad Lends 
New Twist for 
Thom McAn Push 


New York, Nov. 21—If the shoe 
fits, promote it, Thom McAn 
mused. 

Result? Last week, the national 
chain of 900 stores embarked on a 
radio-tv campaign built around the 
latest dance craze sweeping the na- 
tion to promote a new shoe, the 
Twister. The company is running 
jingles featuring Chubby Checker, 
the singer who made the Twist fa- 
mous, to add impact to its sched- 
ules. 

A total of 10 radio stations in 
New York, Syracuse, Miami, Min- 
neapolis, Los Angeles and Henolulu 
are being used, and television spots 
are appearing in New York, Los 
Angeles and San Francisco. Heavy 
frequencies of spots in local teen 
age dance parties and other prime 
teen age listening periods are in- 
cluded. 

The Twister jingles were created 
and recorded by Music Makers. 
The tv spot opens on a dance scene, 
as Chubby Checker wiggles and 
sings: 

“New shoe idea from Thom 

McAn—the Twister. 

Every guy and gal is twisting 

on beat— 

And they’re doing the Twist 

with Twisters on their 
CR sc” 


® The spot ends with a warning 
from Chubby to teens to be careful 
not to twist themselves into the 
ground. With that word of caution, 
the flamboyant singer appears to 
spiral right through the floor. 

The radio-tv schedules are set to 
run indefinitely, with more mar- 
kets expected to be added later. 
The Twister, priced at $3.99 for 
“hers” and $8.99 for “his,” will be 
heavily promoted in window dis- 
plays featuring Chubby Checker. 

Doyle Dane Bernbach is the 
agency. # 


Dapp Joins Alex Kaye 

James E. Dapp, former public 
relations director of Kircher, Hel- 
ton & Collett, Dayton, has joined 
Alex Kaye & Associates, Dayton, 
as sales manager. The Kaye com- 
pany specializes in employe and 
organizational communications and 
publications, including manuals, 
catalogs, price lists and handbooks. 


tinction to your 
— A exhibits 
spec romo- 
fons. We manikins 
‘awerk 9 hours a 
without tiring. 
Congeme selection 


of is’ men’s and 
~, children’s figures. 


MADISONIA MANIKINS, INC. 


pA 1F Vespinines 25 St., CHelses ceils 31558 
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Your best buys for enduring comfort and style 


The Consum 


“Hidden Qualities” 
of Kroehler 
Cushionized® Furniture 


The construction features you can't 
see make the big difference in rugged- 
ness and long life! Like Kroehler's 
frames of kiln-dried hard wood—built 
for lifetime strength! Like Kroehler's 
spring construction designed to give 
you ‘Balanced Comfort''—perfectly 
proportioned cushioning in both seats 
and backs! Before you buy—be sure 
that you see all the reasons why 
Kroehler Furniture is your Best Buy! 


Bibs bf & 
- f . % 

® ; ; 
e : : : } 

: 
§ + 4 a 
g i ei a 4 


“Sterling Designs” by Kroehler have 
been noted through the years as truly 
“best buys” for comfort, for style and 
for durability. These are the qualities 
guaranteed by the careful and experi- 
enced craftsmanship that make up 
Kroehler Cushionized® Construction. 
Imagine this beautiful sectional sofa 
in your own home. Note the sweep and 


Wstertine DESIGNS 


omen om MROEHLER. 


Generali Offices: Naperville, Ill. +» in Canada: Stratford, Ontario 


Moagiines Usb 


means 


tive Adman? 


By Kroehler Are. 


LADIES’ HOME 


JOURNAL 


ip gen 


SS 


“<a eS ce 
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Open-end twin sectional sofas 226-22, quarter circle 226-25, 


grace of line, the richly detailed soft 
foam back, the turned, smartly ferruled 
walnut legs . . . these are the extra value 
style characteristics of Kroehler Sterling 
Designs . . . sectionals, sofas and chairs 
that set them apart. Available in beau- 
tiful Cadon* nylon fabrics of longer last- 
ing attractiveness and easier cleanabil- 


ity. Your Kroehler dealer has easy terms. 
*TM Chemstrand Corp. 


WORLD'S LARGEST 
FURNITURE MAKER 
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FCC May Postpone 
Adoption of Its New 


Station Finance Form 


Cuicaco, Nov. 21—The Federal 
Communications Commission may 
postpone adoption of a new annual 
financial report (Form 324) for a 
year, it was hinted by Hyman H. 
Goldin, chief of the economics di- 
vision of FCC’s broadcast bureau, 
at a meeting of the Institute of 
Broadcasting Financial Manage- 
ment last week. 

Mr. Goldin reminded his audi- 
ence that FCC last November pro- 
posed to change Form 324, which 
contains numerous questions on 
revenue and expenses and which 
must be filed yearly with the FCC 
by all tv and radio stations. He said 
the FCC has received many ob- 
jections from stations about 
changes in the form, particularly 
about proposal to require stations 
to break down the income of li- 
censees, and officers and owners of 
the stations. 

The FCC executive said that his 
organization has been working to 
develop a new and more compre- 
hensive form, but a final version 
has not been completed. Mr. Gold- 
in said he felt that more specific 
data on revenue and expenses of 
stations were needed in order to 
give FCC a better picture of the 
broadcasting field. 


® Pointing out that more than l1,- 
000 stations reported losses in 1960, 
Mr. Goldin said he was puzzled 
about some stations which report 
losses for years and yet continue 
in business. He said this situation 
makes FCC “suspicious about the 
validity of expenses.” 


FCC SEEKS COMPROMISE 
ON LOGGING, COX SAYS 

MINNEAPOLIS, Nov. 21—Kenneth 
A. Cox, chief of the Federal Com- 
munications Commission’s broad- 
cast bureau, said that it is not 
the purpose of the FCC to place 
any additional financial burden for 
record keeping on any of its li- 
censees. 

Speaking at the seventh fall re- 
gional conference of National Assn. 
of Broadcasters, Mr. Cox said the 
commission is interested in learn- 
ing a lot of things “we probably 
should have known in the first 
place.” He said that from discus- 
sions of the proposals with the in- 
dustry, “we hope to come up with 
a reasonable compromise” between 
what the commissioners might con- 
sider to be “ideal” requirements 
and what the industry feels are 
“bearable.” 

Mr. Cox said that the commis- 
sioners primarily want information 
for their guidance in a form which 
can be gathered and processed 
quickly into useful form. It is be- 
coming apparent, he said, that 
some of the detailed logging of air 
time originally asked will have to 
be modified. # 


Katz Agency Issues 
30th Spot TV Guide 

Katz Agency, New York, media 
representative, has issued the 30th 
edition of its “Spot Television Ad- 
vertising Cost Summary.” The 
semi-annual report is published to 
serve as a guide to advertisers and 
agencies in making quick estimates 
of spot tv costs in as many as 228 
markets. Copies are available to 
advertisers and agencies from the 
Katz office at 666 Fifth Ave. 


Appoints Fletcher Richards 

Wickman Pharmaceuticals, Pas- 
adena, has appointed Fletcher 
Richards, Calkins & Holden, Los 
Angeles, to handle its advertising. 
Wickman’s first consumer product 
went into test markets last month 
with an initial budget of $150,000. 
The previous agency, Lennen & 
Newell, resigned the account be- 
cause of a product conflict. 


N. Y. Spanish Phone Directory 
to Be Published in 1962 

An all-Spanish language tele- 
phone directory will be published 
May 15, 1962, by Hispanic Direc- 
tories Inc., 400 E. 148th St., New 
York, an independent corporation 
having no connection with the 
New York Telephone Co. Some 
2,000 different business, profes- 
sional and service categories will 
be listed in the directory and 100,- 


000 copies will be distributed free 
in the greater New York area. The 
directory measures 10x6” and ad- 
vertising is sold on a monthly basis, 
ranging in units from 1/32 page, at 
$15 monthly, to a page, at $200 
monthly. 

The initial issue of the publica- 
tion will contain about 300 pages. 
It will be called “Telefonica Direc- 
tory of Greater New York.” Gen- 
eral sales manager for Hispanic is 


Wallace Cane, former advertising 
director of Barricini candies and a 
former account man with Reuben 
H. Donnelley Corp. 


Hoe Names Throckmorton 
Clyde H. Throckmorton, previ- 
ously in charge of advertising, sales 
promotion and pr for Lanston In- 
dustries (formerly Lanston Mono- 
type Machine Co.), Philadelphia, 
has been appointed advertising 
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manager of R. Hoe & Co., New 
York. He replaces George Devyr, 
who resigned last spring. 
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We're proud we reach more contractor firms than any other monthly in our 
field. But only one-half of construction equipment sales comes from contrac- 
tors — and only CONSTRUCTION EQUIPMENT reaches ALL the categories of 
people who buy the other half. See above. 


And you get circulation quality in quantity with CONSTRUCTION EQUIPMENT 
— the men who are known to make the big buying decisions. Local equipment 
dealers hand-pick them, and actually pay for their subscriptions. You bow! 
all strikes when you advertise in CONSTRUCTION EQUIPMENT! 


Construction Equipment 
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Some people have a singular 
capacity for living the full, 

rich, imaginative life.And only one 
magazine has the singular 

ability to reflect their urbane approac 
to living...to serve their myriad 
interests so broadly and so well. 
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There’s a subtle,but important, difference between Holiday's 
more than 900,000 families and other families, even those of 
comparable attainments: an appreciation of so many of the 
good things of life, and a readiness to enjoy them. They 
respond to Holiday, because nothing covers the full range of 
their enthusiasms so broadly or so well as Holiday. Good reason 
why advertisers who sell the class market look first to Holiday. 


HOLIDAY-FIRST IN THE EXCITING CLASS MARKET! 
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“Ad A 


e represents this valuable 


communication link...” 


says EUGENE A. OLSON, General Manager, Consumer Products Marketing 
KIMBERLY-CLARK CORPORATION 


“Better communication means better business action — and 
business papers are a vital medium in keeping the important 
communication lines open. It’s essential for advertisers, and 
their agencies, to know what’s going on in advertising and 


Mr. Olson, an alumnus of Northwestern University, started his career in adver- 
tising in the late Thirties as a member of the market research department at 
Lord & Thomas. In 1942, he was named manager of market research and, the 
following year, he joined Foote, Cone & Belding. During the latter part of World 
War II, he served in the Army Air Corps. 


When he returned to civilian life, Mr. Olson continued in market research but 
switched to working for an advertiser, International Cellucotton Products Com- 
pany, which he joined as manager of market research in 1945. A decade later, 
when ICP merged with the Kimberly-Clark Corporation, he assumed the post 
of general manager of consumer products marketing. 


Among the country’s 100 largest advertisers and a leading manufacturer of 
paper products, Kimberly-Clark markets such consumer products as Kleenex 
tissues, table napkins and towels; Delcy bathroom tissue; and a feminine prod- 
ucts line. Mr. Olson operates out of company headquarters at Neenah, Wisconsin, 
and is responsible for advertising, packaging and promotion. 


marketing. Ad Age represents this valuable communication 
link with its timely, concise news coverage and its many asso- 
ciated features.” 
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Stations Respond 
to Kindly Words, 
B&B's Rich Finds 


New York, Nov. 21—An 
agency man’s display of inter- 
est beyond the call of duty has 
brought a warm response from 
television station managers 
across the country. 

Lee M. Rich, senior vp in 
charge of media and program- 
ing at Benton & Bowles, sent a 
letter last September to the 
manager of every tv station car- 
rying a show sponsored by a 
B&B client, thanking them for 
carrying their shows and pro- 
moting them. Since then, the 
agency has received answers 
from nearly 70 station manag- 
ers. Some of the letters send 
kudos for the B&B shows, some 
suggestions for improvement 
and some complaints about the 


shows, but almost all include 
praise for the agency’s personal 
touch. 

Mr. Rich’s letter began: 


s “In the hustle of lining up| 
programs and stations for a 
new broadcast season, there is 
frequently a tendency for agen- 
cies to look upon individual sta- 
tions as just mere numbers 
comprising an over-all percent- 
age of U. S. television coverage. 
We, however, are strongly 
aware that stations are a vital 
and important part of both the 
entertainment and advertising 
business; that stations are the 
first line of our campaigns; and 
that stations perform important 
and irreplaceable services to 
advertisers and agencies.” 

The letter went on to thank 
the station managers for the 
shows they carried last season 
and the ones they are carrying 
this year. “As you may know,” 
it continued, “we at Benton & 
Bowles work very closely with 
the producers of our programs, 
whether they are network pack- 
ages or independently produced 
...In effect, then, the produc- 
ers, the agency and you are part 
of the same team.” 


® Comments about B&B shows, 
“critical or otherwise,” were 
then solicited from the manag- 
ers, because they are “in a po- 
sition to know best what the 
viewer actually thinks.” Mr. 
Rich assured the station men 
that he would do his utmost to 
have their suggestions transmit- 
ted to the program producers. 
Some representative examples 
of the station responses: 
KRON-TY, San Francisco: “I 
suppose many advertising agen- 
cies have the same thought you 
expressed in your letter; but 
very few, if any, take the time 
and trouble to explain their po- 
sition and express their appre- 
ciation of the station’s efforts on 
behalf of them and their clients. 
Your letter was a _ refreshing 
start for a Monday morning.” 
WSBA-TV, York, Pa.: “‘Nor- 
mally, our mail consists of 
‘What are we going to do for 
the account?’ ‘Let’s try to do 


better,’ etc.” e 

WJW-TV, Cleveland: “There | 
is something that we at WJW-| 
TV would appreciate greatly— 
personalized air promos. In the | 
future, while in production, | 
couldn't 12 promos be cut inex- | 
pensively?” 

WSVA-TV, Harrisonburg, | 
Va.: “A guy who realizes that 
the broadcasting stations them- | 
selves, even the small ones, may | 
be the key to all that goes on 
behind them, since they have 
and try to hold a frequency over | 
which it all goes out, is a fairly | 
rare bird.” 

KTHV-TV, Little Rock: “T| 
was delighted to see that at) 
least one top agency executive | 
recognized that there were oth- | 
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er factors involved in station buy-|work done by the media depart-|The Rifleman ABC ....Procter & Gamble | Gunsmoke .....CBS ...General Foods and 
ing other than simply numbers|ments and the creative depart-| Danny Thomas S. C. Johnson & 
from a rating book ...Once there|ments of the many agencies who| Show .......... CBS ....General Foods Son ’ 
is a general recognition of this|are responsible for placing so| Andy Griffith Huntley - Brink- 
point, by agencies and advertisers; much business on our stations...) Show .......... CBS ....General Foods ley Report .NBC ..Texaco 
and stations, then I feel the over-| It is certainly fitting that we, too, | Bugs Bunny ....ABC ....General Foods Douglas Ed- 
all image of television could be} should say thanks...” Dick Van Dyke wards & the 
relieved of its ‘wasteland’ misno- Show .......... CBS ....Procter & Gamble News .......... CBS ....Philip Morris 
mer.” # Current tag for eye | pV CBS ....General Foods The Edge of 3 

KCMO-TV, Kansas City: “There | Benton & Bowles is the agency of |, gihop ..NBC Procter & Gamble Night ........ CBS ....Procter & Gamble 
is a tendency, I think, for all of us record: Frontier Circus CBS ....Procter & Gamble | Loretta Young 
at this end of the line to take for | SHOW NETWORK SPONSOR Rawhide ........ CBS ....General Foods Show .......... CBS ....Procter & Gamble 
granted the serious, conscientious | Cheyenne ...... ABC ....Procter & Gamble | Perry Mason ..CBS ....Philip Morris Corp. 


(Participating) 


Ny a 
se We 
5 ca 
A @earvies Te noear "GBH T ST4Ti:( ONS ¥ 


’ 


inmate ores oe 


ets: 


; da 


How a little bit of Scotch Tape strengthens your Mutual Radio package 
We can say it in just six words: Subsidiary of Minnesota Mining & pared win J 
es 233 owl find them on every roll of Scotch Tape and in every Mutual Br 

yst 


casting em ad. What do they mean? Just this: somebody out there likes us. Why 
this show a confidence by 3M Company? Look at Mutual’s advantage —421 local stations 
with one Mutual buy, authoritative news in depth, personalities, and a growth rate that 
hasn’t looked back yet! Buy Mutual Radio—where your advertising dollar works harder. 
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IN 200 MARKETS THAT ACCOUNT 
R 1/6™ OF ALL U.S. RETAIL SALES! 


Most appropriately, the honor of becoming the 200th Fami/y Weekly 
newspaper goes to The State & The Columbia Record, serving the 
Columbia metro markets of Richland and Lexington counties. As “The 
Largest Newspaper in South Carolina”, The State & The Columbia 
Record symbolizes the GROWTH and DYNAMICS OF CHANGE that 
has seen Family Weekly progress from a new publishing concept 
to an essential, major advertising and marketing force in less than 
10 years! 


With its $182 million in effective buying power, Columbia’s big, 
booming economy increases Fami/y Week/y’s influential share of 
the U.S. retail market to $1 out of every $6. And The State & The 
Columbia Record’s 100,000-plus circulation pushes Fami/y Weekly’s 
national circulation to an all-time high of 5,531,334 . . . in-depth cir- 
culation that can not be duplicated by any other Sunday magazine. 


Get the facts from your FW man. 


200 Newspapers — 


Leonard S. Davidow, Publisher 


5,531,334 Circulation had Patrick E. O’ Rourke, 
NOW, MORE THAN EVER, THE LARGEST MARKET Family Weekly Advertising Director 


IN THE WORLD THAT CAN BE COVERED BY A 
SINGLE ADVERTISING MEDIUM / 


153 North Michigan Ave. Chicago 1, Illinois 


NEW YORK «+ DETROIT + CLEVELAND 
LOS ANGELES » SAN FRANCISCO 


a . eee eee hee hs re! HS te, Se Me EY Ps UR ye ime Ss | "Fee mee > ONeRS Pe, ee a Ui t's 55 ie A i ea Ow ee i" Fie COA eee Seige saree nr! eygh Srieay e 
a ii: Can” ipa RR em NER ie ert es me ee eee ee Meare” Nein Joke Si Dp ck ae ae ee ee eS ee 
see: 1 Soe aa dim pga z TS ee ee eA Sars Peet eee ee 2 erie Bee ee. aaa hy eae Se es eine oe CS SAS e Gee ee Re ae 7 
ie 2a Bee 7 cl emma 2 | = ie ee uid pss plus ao ae ack tale Sek. Aes 1 Ses Sey se : e8 A ae 2 ht ner: a2 ar eg ig HES Loa a ee Ee ae 
Beto aaa 9 pile I SES 2 IRR eA ce ees myles eee 7 Rs STARTS Pairing, ER ENR aga Baling ate eae p> oar “ae een e ls Ss Ss ee Mia, OM een chee a Rae. eens A , — 
pee oy, eee tS Sar GSS Cee Ee ie RAs oe eee ee pte! oe | fe ay Rico aa ee ae ss Ea Ro cont ee are ey = mae me ies ae e Bist wh > Se onal pee aie ie ane jaee ES eel ts a og See 
Bs een Soe ie os ieee 2 sa Ses ol ea - Bt oe ie net 4 EE Ry ee eR om TE Sn en a rm OR Ce Mie “G Spmime OTE = # Ta Fer me Et " mete hon ee ek TER es “* ( Saka } 
eh oe aie ras i Riles ene reas eis hae eh yl es rage. Fd a eM Sera ee AM aS oy 8 oe Ny eeagaanee ane Tae se IS ae ere ty St iy ge > See) eee ee aa 
es ‘ ee eS a Rate ie Mee Tae oa Ee a ie ee ee ig eee, Bee pe OAS a norte tee ee © UM gl a og <= CRE US oe a mm a a 
aR Nes eee ay cleanest, 3 n | atl ae ects eee : z i ¢ s , 1s by : ea eee aes any ar ae real eR at ee as SS a : a. Ree ies 
2 ae de : : : ’ 2 See 
sie oy, 
Dang a 
ae e i 
s a ’ y 
: iy. 
‘a 7 
2 a - 
— » z 
i BS 
a, 
_ y eo a j 
aa te 
a por as 
Ss ah i i aaa ae 
- eres ee 
y Bae le digi oh tad bah 
eet fais ennai 
Bee pa Tacs ene tar 
eer} Det Stat ines wapttyssies 
ike ee ES AN 
ky : » 4 aie ea Ripe rs satin 
att 3 Ga Cm ee Sm 
pai * €% > - pes es UT eo 
j “4 fi 3 ‘ ae 
: ‘ , ax ae i 
; F be : Z : 
: r : : ; 
- , r ears © é 
Fe. - elm 
peulprecr tt A eS mite 
"yee . 
iy c 
beet Beh oe oe hes 
ee saa ee ie ae Lo 
, ae EN Pen, 
a5" on i ae =i « “ 
eae Bene % 
ec caleaa te eit 
oes erect 
i Cy Map Pie ne Wer 
Le nia) ‘reg erate hat 
es hea ae Baal oy SS kage a 4 
Ne eit 
Ja we Saree 
al ae . Mt ion = ans ‘ 
te Fay 
: . 
x ar Chait 2h FS ea. a ai ” 
iI Wines Poke yes aces “ iaheer 
Hee eae ies Se oe 
tia ia, Sue aes Bae Rhy 
Peer as oem a ok as “y 
: ; a Se a 
Serasincs Weekd ee vie a Ses ge } ae Were an 
: “Fé icy Pha wave | ei ie 
II a rasa te ces 2 4 * 1h SAO ie Ne 5 | ‘tga Mey eaiie 
ie ah eae : ie aed | SE Ames 
' : Res. Se eg Bidets cst ait i Be 
. a ‘ ie | 
: : on wae aa 
Va a = cae 
4 “a ah ur F 
a ee i 
4 a em, : a P 
¥ = oon ae 
inaes as ¥ , : eae ta ‘ a / en 
‘ serine te - cae 3 fat aed ani ne a t: ¥ 
5 Hea, . ge ? io Bs ee) oi: sg ? 
mi alot a “ae ™ 7 i 
a: an fa ; r a ie ; 
a . a pee Fs, PT, a ” ' 
; ee es Be: | =f i 
peat ee we - a5 Fe: re 
6 sae . ef 8g +5, é § eas ; sis: ae . 
ee E or 2 ee 4 : if oc AA a om a os 
pees . -— -— coe ~ : Se A a ea et ae 
xe . — 7 ee S Cy ‘ei ‘i a at : 
} : 7 od ne ? ae ; <a ees F 
: : = hg : Ff . i! ~, ; 
. i: EY, er pes ae ui oes tA 
i \ ees i 
j = i, a ie ‘AS ‘oa he me Pre aed : 
4 he 33 ; of al cy. _ a eis ~ E Line Jue 
res ‘ of F gee ‘ = 2 e ee : oeer 4° 
ee it ine aes a nia eee rt Ne “tng ee tet 
ayes : : eRe. a ae Sr yee 2 ‘anor 
; ee eso: a aoe 
a.) ~ sae ae 
} ae 4 | ed Ye aed aa 
2 Tah i alae, <a oo oe 
yom, - ee 
7 
B te 
di ¥ 
= A 
: 
: « % bad 3 Pa _ 
: ; si : 


Irked by Critics, 
Grocery Makers 
Cite User Benefits 


Prices No Higher Than 
in ‘52, GMA Head Says; 
Variety, Quality Up 


New York, Nov. 21—Smarting 
over “the recent criticisms which 
have been falsely directed at the 
food industry” the Grocery Man- 
ufacturers of America spent three 
days last week telling of the indus- 
try’s contributions. 

The occasion was the 53rd an- 
nual meeting of the GMA, planned 
as a “showcase” to present the 
industry’s best face to a “misin- 
formed” public. Many of the 16 


speeches were aimed at educating 
the consumer as well as the audi- 
ence, as the members stressed the | 
industry’s “contributions and con- | 
tinuing public responsibilities” to | 
the nation’s health, both economic | 
and physical. 

They covered such subjects as 

how the public benefits by trade-| 
marks, research, advertising, new | 
products, packaging, etc. Many of 
the speakers complained of an “ad- 
verse press,” which “prints com- 
plaints without checking the facts.” 
The mood of the meeting was re- 
vealed in two quotes: 
e “Frequently these days, it’s dif-| 
ficult to tell from the headlines | 
who poses the greatest threat to| 
this country—Khrushchev and his 
50-megaton bomb or the food in- 
dustry with its super-giant-size 
cereal box,” Thomas ©. Butler, 
president of Grand Union Co., 
told a breakfast meeting. 
e “This is a high-grade industry, 
we don’t have a damn thing to 
apologize for,” a panelist blurted 
out the next day. 


| 


s Paul Willis, GMA president, 
praised the industry with statis- | 
tics showing that food prices are | 
no higher today than in 1952, al- | 
though the over-all cost of living | 
index rose 12% during this time. | 
Today’s supermarkets, he said, | 
have 8,000 items compared with | 
1,000 20 years ago; and two-thirds | 
of today’s items are either new or 
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| advertising helps make people con- 


greatly improved within the last 10 
years. 

There were many calls for some- 
thing to be done—perhaps adver- 
tising by individual companies or 
a public information program on 
an industrywide basis—to make 
the consumer aware of such 
achievements. 


® John A. McGlinn Jr., marketing 
vp of Campbell Soup Co., pre- 
sented advertising’s defense. U.S. 
food advertising will be around 
$950,000,000 this year, he said, and 
in 1962 will rise to $1 billion. 
He then posed the question of 
what would happen if this should 
stop. His predictions: Food sales 
would decrease and prices would 
rise. The growth that comes from 
new products would be slowed 
down dramatically; “in fact, with- 
out food advertising, the intro- 
duction of a new product would be 


very hazardous.” And knowledge | 
food and| 


about menu planning, 
nutrition would suffer, since “food 


scious of the need for good nutri- 
tion.” 


s In his annual appearance be- 
fore the group, J. O. Peckham, 
executive vp of A. C. Nielsen Co., 
warned that price promotions, now 
so prevalent in the industry, do 
not build a brand into a household 
name. Don’t let short-term tactics 
—like coupons, factory packs and 
combination merchandise—take 
the place of long-term strategy, 
he said. 

He also pointed out the necessity 
of keeping products up to date 
through improvements. In product 
groups without really successful 
new and improved brands, sales 
over a four-year period increased 
19.5%; in product groups with new 
and improved brands, sales during 
the same period rose 35%, he said. 

Over the last 15 years, more 
than one-third of the leading 
brands in 34 food classifications 
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brand was introduced. Mr. Peck- 
ham stressed that no amount of 
advertising or promotion could 
have saved them, unless they 
promptly equaled or bettered the 
competitive product improvement. 
The other four brands lost out 
mainly because they allowed com- 
petition to out-advertise and out- 
merchandise them. 

The pioneer brand is still the 
one that captures the market, he 
said. A new survey showed that 
the first follower or “me-too” 
brand attains only 47% of the orig- 
inator’s volume. The second fol- 
lower gets only 26%. 


® As for advertising, the brands 
that lead are also the brands that 
maintain a share of advertising 
greater than share of sales, he said. 
Out of 22 brand leaders which had 
maintained their leads over the 
past 15 years, 60% maintained ad- 
vertising share greater than sales 


lost leadership and were replaced|share; 18% started with low ad- 


iby 12 new leaders, he said. Eight | vertising share but almost doubled 
lost out because a new or improved | 


it through 1961; only 18% started 


with high advertising share but 
allowed it to fall to lower levels 
through 1956; 4% had lower share 
of advertising throughout. 

He further pointed out that tem- 
porary or short-term increases or 
decreases in advertising didn’t 
materially affect the sales share 
trend for established brands, ac- 
cording to Nielsen research. 


= George W. Jenkins, president of 
Publix Super Markets, and presi- 
dent of the Super Market Insti- 
tute, challenged the group to “go 
back to selling food again. Let’s 
sell sound grocery-store nutrition. 
Let’s talk about flavor, ripeness, 
proteins, vitamins—not free trips 
around the world or premium sil- 
verware, or the overworked ‘cents 
off’ deals.” 

He also urged both manufactur- 
ers and distributors to tell the in- 
dustry’s achievement record in 
their paid advertising, and 
straighten out consumer miscon- 
ceptions “right on the package.” To 
explain slack-fill, “Why not drop 
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a small insert sheet on top of the 
contents telling that story?” he 
suggested. 

Also on the touchy subject of 
packaging, several speakers urged 
the industry to “take a look at ev- 
ery package.” One panelist warned, 
“Any company that has not taken 
time to scrutinize its packaging 
and labels had better do so very 
quickly.” Several companies re- 
ported setting up special commit- 
tees, representing marketing, pro- 
duction, packaging and legal de- 
partments, to okay every package. 


s Aima Lach, food editor of the 
Chicago Sun-Times, gave the audi- 
ence a few suggestions on changes 
that women would like in food 
packaging. The homemaker, she 
said, wants to know more than one 
way to use the same product; loves 
recipes on packages (few home- 
makers own cookbooks), but wants 
the recipes printed on the package 
back—not on the narrow sides 
where they are hard to read; she 
wants ingredients written in big 
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FROZEN FANS—These scenes are from an unusual commercial which 
American Cyanamid Co., New York, is running on CBS-TV’s “Eye- 
witness.” The ad shows the old-fashioned way football fans kept 
warm, by using bulky overcoats, mufflers and blankets, as contrasted 


with the modern rooter’s simpler way of fighting cold weather—by 
wearing outer garments made with Creslan acrylic fiber. First shown 
Nov. 10, the commercial was repeated Nov. 24. The agency is Erwin 
Wasey, Ruthrauff & Ryan; Videotape Productions, the producer. 


numbers and black ink, and wants| Nilson Joins Eaton 
measurements given in fractions 
of %4, % and %4—not % and %. re 


|marketing research. He was for- 


Niles A. Nilson has joined Eaton | merly vp and director of marketing 
Mfg. Co., Cleveland, as manager of | research of Meldrum & Fewsmith.| tg Back Study of 
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at AVES ahs are of 3 arke rf goal 5 u hs eet Tor-% vour 
prod nny WCCO Radio elps you achieve it by 

delivering: 
eye et AMUGIeNCS ... Par more. usenet aan 


all other ‘Minneapolie-St- Paul station: ‘combined! 
Now, 62.9% share of audience 


@ Lowest Cost... Easily the lowest coot-per- 
thousamd in its market; less than one-fourth the 
@verage of all other Twin Cities stations! 

@ The Big Market . . . 1,142,800 homes im a giant 
i@4-county area, according to new NCS '61 data! 
WECO Radio, one of the grest stations of the nation, 
paeviddes a extting of top acceptance for your sales 
shemy. it’s the powerful way for you te get the top 

shiaee of your market. 


‘Canada Publishers 


‘Uses of Newspapers 


| TORONTO, Nov. 21—A _ study 
aimed at discovering how the pub- 
lic uses and regards newspapers 
is planned by the Canadian Daily 
Newspaper Publishers Assn., 
through the Canadian Advertising 
Research Foundation. Conducting 
the study will be the Institute for 
Motivational Research, in New 
York. 

Originally a $150,000 study, to 
have been financed by newspapers, 
radio, television, magazines, agen- 
cies and clients was planned. This 
has been dropped, because some 
groups declined to invest in the 
study. The new one, whose findings 
will be the property of the CDNPA, 
is expected to cost $25,000. # 


Cahners Elects Driscoll, Sattord 

Cahners Publishing Co., Boston, 
has elected Maurice P. Driscoll, 
president of the Chicago division, 
and Edward S. Safford, president 
of the Denver division, corporate 
vps. They will also continue in 
their present posts. 


It’s simple . . . SHOW HIM with living 3-D 
pictures. Stereo talks. a language every- 
body understands. 

In today’s demanding market, the com- 
plete, dramatic realism of full-color stereo 
carries your message as no other media 
can. Stereo is always seen—never goes 
into the wastebasket. Your prospect sees 
your product exactly as it is—be it buttons 
or bulldozers—and hears it speak with 
commanding authority. Design, color, tex- 
ture, all details and features are repro 
duced with a “reach out and touch” real- 
ism that “reaches out and sells”. 


Put View-Master Stereo to work 
for you—write today. 


SEND FOR FREE SAMPLE: View-Master 
product reel and hand viewer. Mail coupon to 
Sawyer’s, inc., Dept. A, Portland 7, Oregon. 
Name 

Cc 
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Now. a Complete Service Thru O _ 


“MEDIA * MARKET * PRODUCT Research Facilities - 


circulation costs e expend- = @ budgeting 1 
MEDIA itures e cue a sandereip © tnage ra at e@ sample design a 
research qalee-edvertiong ratios. —@ Interviewing ae 
@ programming questionnaire 

MARKET —é sey ~ ore A os © processing data 
research dealer analysis ¢ attitudes. ° — rnc 
PRODUCT buying patterns e use e ; deste Gemeente 

ch brand preferences, ormance e dis- ; 
resear tribution patterns e pre-testing ¢ panel FAST, ECONOMICAL 


‘a DATA FROM THE WORKMAN 
i RESEARCH DATA BANK 
More than a half-million IBM 
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UNIVAC TAPE 


ASSOCIATED WITH CHICAGO TABULATING SERVICE, INC. 
322 North Michigan Avenue 
Chicago 1, Illinois © CE 6-8422 
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General Outdoor 


CURRENT CONSUMERS—This illuminated sign on Chicugo’s Lake Shore 


SUPERIOR TO 
ALL OTHER BEER ! 


Ce A eee 


Canadian Ace 


“ 


PRE 


Dr. for Canadian Ace beer is described by General Outdoor Adver- 
tising, the plant operator, as one of the largest illuminated signs in 
the U.S. According to GOA, the current consumed in one hour by 
the sign would illuminate the average home for a period of a year. 


|Hartford Club Changes Name 


Hartford Sales Executives Club, 
Hartford, has changed its name to 
Hartford Sales & Marketing Exec- 
utives Club. 


Advertiser: Western Airlines 


Problem: Reaching the West’s non-flying population 
Solution: National Yellow Pages Service advertising 


a =~ 
WESTERN 
AIRLINE 


Los Angeles - San Francisco 


id 


Displey ed (shown reduced) is one of many ads 
Western Airlines runs in cities such as Los 
Angeles, San Francisco, Seattle, Minneapolis 
and Denver. Call your National Yellow Pages 
Service representative at your Bell Telephone 
Business Office and put this selling service to 
work for you! 


Sell your ready-to-buys with 


“FOUR OUT OF FIVE PEOPLE HAVE NEVER FLOWN,” says 
Bert Lynn, Western Airlines Ad Director. “First place this 
prospective market goes for flight information is the Yellow 
Pages. That’s why we advertise in 115 directories, covering 
our principal cities and adjoining communities. 

“When we first advertised in the Yellow Pages, we had a 
most difficult time contacting individual directories for me- 
chanical sizes, deadlines, etc. But now, with National Yellow 
Pages Service, we’re able to get information we need in two 


Minneapolis/St. Paul + Mexico City minutes. And — one contact, one contract, one monthly bill 
— will take care of our entire, multi-directory National Yellow 
Cat AL pine ©-O801, wove your triendty Pages Service program.” 
Travel Agent. 


NATIONAL 
YELLOW PAGES 


SERVICE 


Fertig Book Calls 
Government Activity 
Threat to Freedom 


NEw York, Nov. 22—Adman, 
economist, columnist’ and now an 
author, Lawrence Fertig has de- 
livered himself of a book called 
“Prosperity Through Freedom” 
(Regnery, $3.95) which will never 
make the best seller list among 
big government enthusiasts and 
Keynesians. 

Mr. Fertig, head of an advertising 
agency here that billed an esti- 
mated $8,000,000 in 1960, is “anti- 
statist, anti-collectivist, and vig- 
orously for a free society,” as wit- 
ness: 


e “Now it’s spending for growth. 
The real purpose? Maybe it’s just 
government spending to insure 
more government control of the 
people. 


e “There is no doubt that this 
country is better off today than 
any other in the world or any 
other in history. But who and what 
is responsible for this? Govern- 
ment did not do it. Planning by 
federal agencies did not do it. It 
is due solely to the institutions of 
private capitalism, to individual 
work, to thrift, to enterprise, to 
production, to capital accumula- 
tion and investment.” 


e Mr. Fertig holds that private 
capitalism “makes the consumer 
king and fragments power, so that 
individual freedom is preserved.” 
And he is concerned that U. S. 
schools are apologetic about capi- 
talism, and too often teach “dis- 
torted concepts and _ collectivist 
ideas.” 

Through all his discussion—on 
profits, employment, inflation, wa- 
ges, prices, labor unions, monetary 
policy—Mr. Fertig’s underlying 
theme is freedom and the virtues 
of a free society. He sees free mar- 
kets and a free economy as essen- 
tial if the country is “to avoid 
coming under the yoke of some 
political despotism.” # 


Form Clark-Gamble Corp. 

Gamble-Skogmo, Minneapolis, 
wholesale merchandising company, 
and M. N. Landau Stores, New 
York, operator of Clark’s discount 
department stores, have formed the 
Clark-Gamble Corp. The new cor- 
poration will develop and operate a 
chain of discount department 
stores as a combined enterprise. 
Officers of Clark-Gamble are B. C. 
Gamble, chairman of the board; 
William Landau, president; Harley 
Stephens, vp; Aaron M. Bloom, 
treasurer; Irving Strum, secretary; 
and Fred Davidson, assistant sec- 
retary. 


Day Joins Clark Agency 

Bill Day has been named direc- 
tor of public relations and an ac- 
count executive of Harold Walter 
Clark Inc., Denver. Before joining 
Clark, Mr. Day was assistant news 
director of KBTV and KBTR, 
Denver. 
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: America’s 


S §=s- You Are Taking 
A Mighty Step 


: Toward Selling 
| America’s 
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- Anything! 


Where America’s Mightiest Million gets together e 


Copyright 1961 Dow Jones & Co Inc 
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In counting the house last week, this machine 


It’s the Nielsen Audimeter,t of course, 
electronic recorder of television tuning. 

In thus demonstrating, the first week after the 
Time Change, that there are more good times 
(by half-hours) to be had on ABC, the Audimeter 
checked off this array of comedy, action-ad- 


venture and dramatic shows as being responsible: 
Cheyenne, Ben Casey, Rifleman, Hawaiian Eye, 
Naked City, Ozzie & Harriet, Donna Reed, Real 
McCoys, My Three Sons, Flintstones, 77 Sunset 
Strip, Target: The Corruptors, Lawrence Welk. 
One of the shows—Naked City—had the 


*Source: Nielsen 24 Market TV Report, Average Audience, week ending Nov. 5, 1961, 
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further distinction of winning the largest share 
of audience (46.6%) of any program in the 
Report. 

As we're understandably fond of pointing 
out, all this measuring took place where it 
counts most . . . in the competitive markets where 


ounted most half-hour firsts for ABC-TV* 


the Viewers can view all 3 network offerings— 
and choose accordingly. And so chose. 


ABC Television 


on. thru Sun., 7:30-11 P.M. tTrademark and service mark of the A. C. Nielsen Company. 
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Heineman Joins North 

Mort Heineman has been nemed | A. J. Canfield Co., Chicago soft 
vp in charge of creative services | drink producer, will sponsor a 30- 
of North Advertising’s New York |minute special, featuring 1961 


office. He formerly was senior vp | news events, on WBBM-TV, Chi- | 


of Kastor, Hilton, Chesley, Clifford | cago, Dec. 14. Zed R. Daniels Ad- 
& Atherton, New York. vertising is the agency. 


- MAXON BUYS COLOR TV 
FOR MOHAWK CARPET 


“Home for the Holidays,”’ a special Thanksgiving Day 
colorcast, will be sponsored by Mohawk Carpet Mills. 
More and more sponsors are moving up to Color. What 
about you? Get the full Color picture today from: W. E. 
Boss, Director, Color Television Coordination, RCA, 
30 Rockefeller Plaza, N. Y. 20, N. Y., Tel: CO 5-5900. 


|Cantfield Buys WBBM-TV Show | 


2,651 PRIZES—Tide and Ivory soap 
combine with Zenith radio and tv 
sets in this contest where the prizes 
are Zenith products, and the con- 
sumer enters by guessing the cash 
value of 18 of them. 


BY GEORGE 
MAGOO! YOU'VE 
DONE IT AGAIN! 


As an ATTENTION GETTER in magazines . . . on television . . . on billboards 


. .. point of sale . . . etc. Magoo has an unequaled proven track record. 
He GETS ATTENTION . . . He HOLDS ATTENTION . . . He GETS THE 


MESSAGE ACROSS. 


Mister Magoo, in a recent black and white page for General Electric soft- 
white bulbs prepared by BBDO, Cleveland, was read by fen times as 
many men and by fifteen times as many women (on a cost basis) as the 
average advertisement in its issue of The Saturday Evening Post. 


Magoo's Special Talents and Universal Appeal can help promote your 
client's product! America’s No. 1 salesman is available for tie in. 


Blue Chip inquiries invited, contact Henry Saperstein or Harold Bell. 


THornwate 2-7171 


UPA PICTURES INC. 


©1961 U.P.A. Pictures, Inc. 


4440 Lakeside Drive 
Burbank, California 
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LVS PUSH ARS ANHOUNSSS vem wore siecast conrser 


(PS FUN! IPS EASY) HERES AL YOU 00 
a ges ngs ny we on eat ca One ime he ne 


we 
‘QMTER WITH AMY ONE OF THESE FINE LEVER GROTHERS PRODUCTS! ENTER AS OFTEN AS YOU LIKE! 
$$ 


ES | SRR; age PSS a | ae wee : 


20,082 PRIZES—Eight Lever Bros. products get equal play in this con- 

test, “the world’s biggest,” with $1,000,000 in prizes—27 cars, 40 

South American trips, 40 washer-dryers, 100 china sets, 100 sewing 

machines, 125 gas ranges, 100 organs, 250 encyclopedias, etc., etc. 
Young & Rubicam is the agency. 


Advertisers Find Contests Help 
Them Fight Sales Headaches 14 Ways 


(Continued from Page 3) papers in 70 markets, and color 
is certain; there will be more! pages in Life. 
lucky contest winners around than| These two giveaways exemplify 
ever before.” the trend towards offering literally 
Lever Bros. is running what it| hundreds of prizes to give the feel- 
modestly heralds as the “world’s | ing that “everybody can win some- 
biggest contest,” with 20,082 prizes | thing.” Research backing up this 
worth a cool $1,000,000. The top| theory is offered by one contest 
prizes are 27 Pontiac convertibles| consultant, S. Jay Reiner, who 
and 40 trips for two to South)! says that over 90% of contest en- 


America. To enter, consumers com- 
plete a jingle and submit proof of 
purchase of any one of a dozen 
Lever products. Advertising is in 
the superlatives too, with a $5,400,- 
000 campaign running in maga- 
zines, Sunday supplements, six 
nighttime network tv shows and 
18 daytime shows. 


s Meanwhile, Colgate-Palmolive is 
running the “largest contest for a 
single product” to promote its 
“new” Fab. A $253,000 contest 
with 4,057 prizes, it is based on 
the theme: “A whole new way of 
life for you.” The first prize is 
a home-of-your-dreams, complete 
with furniture, swimming pool 
and two 1962 cars. To win, entrants 
have only to fill out an entry 
blank, but to entice consumers to 
buy Fab, the ad also offers a 5¢-off 
coupon. A $1,500,000 campaign in- 
cludes the “Ed Sullivan Show” 


(CBS-TV), hi-fi color ads in news-' 


trants are motivated to enter by.an 
irresistible grand prize, but only 
4% actually expect to win it; more 
realistically, they anticipate win- 
ning one of the smaller ones. 


e Mr. Reiner, who heads the con- 
test consulting company bearing 
his name, has a new research 
study on contests going every two 
months. He has this to report on 
contest prizes: At present, travel 
is the most tempting prize cate- 
gory, but just a trip somewhere 
is not as effective as one with a 
gimmick, such as Palmolive’s re- 
cent Shopping Spree contest. 

Second most popular prize is a 
family car, then furniture, fol- 
lowed by kitchen appliances. Mink 
has dropped to fifth place. 

Other Reiner research shows 
that last year, there were 250 
| national contests which drew 45,- 
| 000,000 entries from 20,000,000 en- 
(Continued on Page 68) 


OREGON 


Portland, Oregon ........... 
Eugene-Springfield .......... 


—that OTT in Eugene-Springfield, Roseburg 
areas has retail sales equal to 26% of the retail sales in Port 
Oregon. Here are the figures from Sal 


ONLY 1 TV 


BUYER IN 10 © 
KNOWS THIS ABOUT 


TRIANGLE 


TELEVISION! — 


and Coos Bay ci 
ies Management 1961 


SM li 
Retail Sales y--y 


nseusane $784,534,000 128 
vb eouses $141,623,000 122 
peeosves $ 30,263,000 136 
tae enen $ 39,461,000 143 


Over 110,000 TV homes depend on us for clear local television. 


Why not talk to your HOLLINGBERY man or ART MOORE & 
ASSOCIATES (Portland-Seattle). One order, one billing. 


KCBY-TV Ch. 11 
CABLE 4 Coos Bay 
Affiliate 
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SOMETHING MISSING... 


(like California without the Billion-Dollar Valley of the Bees). You're losing some essentials along the way 
if you're trying to cover California without including the state’s important inland valley. There’s a 27-county 
region here that belongs in your sales planning. Spends, in fact, $4 billion a year for consumer products. The 


way to make sure some of it is spent for your product is: advertise in the three Bees. Check our triple discount 
plan.° 


Data Source: Sales Management’s 1961 Copyrighted Survey 


McCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES . . . O’MARA AND ORMSBEE 


The Bees offer national advertisers discounts on 4p bulk @ frequency; or 3) standard page discounts. 
Check O’Mara and Ormsbee for details. 
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Advertisers Find Contests Help .. . 


Advertising Age, November 27, 1961 


According to Mr. Reiner, contests|the product in order to compose 
solve many problems, and com-| their entries. 


trants. Just who are the people| type of contest as far as the en-/| Panies turn to contests in order to: | ¢ Boost dealer interest. In a Sim- 


| 


who enter contests? First of all,| trants are concerned. Of those|e Increase sales by requiring cus- |mons Co. contest, mattresses 


the people that 


the company| surveyed, 63% entered sweep-| tomers to purchase the product in ' stuffed with money were offered 


wants to attract. A well-planned | stakes—and 95% of them entered order to enter. An extremely suc- both to consumers and dealers, 
contest singles out the particular) the same sweepstakes more than | cessful example would be Borden’s | the prime motivation being to stop 
audience that the company is after.| once when no proof of purchase 100th anniversary contest to name |dealers from switching customers 


One extreme example of such pre- | was required. 
selection is the current “Money| 
for Christmas” contest promoting/s Also, 30% maintained they 


Elsie’s twins: 2,963,103 entries to off-brand mattresses which gave 
(and proofs of purchase) were re- | better dealer markup than Sim- 
ceived, making the contest one of mons. 


R. T. French Co.’s parakeet foods— would switch brands for a product | the top ten of all time. Entries | Increase dealer displays. Almost 
it’s open only to parakeet owners. | costing under 80¢ when proof of | of 1,000,000 are considered excel- every well-planned contest results 


’ | purchase was required. And 5% 
® According to Mr. Reiner, 80% of | of this 30% further said they had 


the contest entrants are married | entered more than once by buying 
women over 20, 14% are buena two or more proofs of purchase. 
| In recent years, contests have 
| grown from hit-and-miss promo- 
tions to highly organized ones, 
planned not just to attract entries 
2 but to perk up participation of 
= | everyone from the sales force to 
@ | retailers. 
Companies are motivated to run 
contests for a number of reasons. 


| lent and unusual, according to the| in more displays, but this was the 
Reuben H. Donnelley Corp. which major goal of Mennen’s good 
judges 85%-90% of all contests.| grooming contest. The results: 

e Increase brand name recognition. | 101,000 displays (80%-85%) were 
An example would be the current | set up, compared to the usual 60%. 
Proctor-Silex contest, which is| ¢ Introduce new product. Last year 
also an example of a company | Masland Carpet Co. offered a “cor- 
| whose products have often béet!) nucopia of prizes” to entice women 
contest prizes and which finally into stores to see its new Cornu- 
decided to try a contest of its own. | copia carpet. To insure dealer 
e Acquaint consumers with all vir- cooperation, stores were set up as 
tues of the product. In many con- | headquarters for local prizes given 
| tests, entrants must read about in addition to national prizes. And 


75% of Masland’s stores tied in. 
e Open new markets or contact 
difficult-to-reach customers—To 
gain the attention of top manage- 
ment, the Mosler Safe Co. decided 
to work through executive secre- 
taries with a contest offering a 
Secretary’s Dream Vacation. Ap- 
parently the sales message got 
through to the boss, because sales 
very definitely went up. 

e Increase store traffic. The Rexall 
|drug chain increased sales 20% 
| for its Super Plenamins vitamins 
with a contest, and also increased 
traffic in its stores. 

e Wake up the sales force. This is 
hoped for in every contest. 

e Indicate depth of line. Gulf Oil 
Co., in its Living the Life of Riley 
contest, put across the idea that 
it sells not just gas and oil, but 
anti-freeze and other auto acces- 
sory products. For this contest, 
which ran in 28 states only, the 
company set a goal of 200,000 en- 


et ae = 
Why buy Rambler size without Rambler quality”? 
See the only proved and inrproved right size car_ 


RAMBLER FOR !962! 


a K % 


CONTEST—American Motors Corp., 

Detroit, ran this page-ad, with an 

attached card, in The Saturday 

Evening Post, Nov. 4, to promote 

Rambler’s $500,000 giveaway. Gey- 

er, Morey, Madden & Ballard is 
the agency. 


under 20, and 4% are male. Their 
income breakdown: 9% have a 
family income of under $4,000; 
23% have a family income of $4,- 
6,000; 32% have a family income 
of $6-8,000; 20% have a family 
income of $8-10,000; and 8% have 
a family income of over $10,000. 
The remaining 8% did not respond 
to the question in this survey con- 
ducted last March. 

In another survey, 80% said 
they entered two or more contests 
in the past year; 11% said they 
entered all contests they knew 
about,. while 2% said they went 
out of their way to find out about 
contests, by purchasing contest 
magazines, etc. 

Sweepstakes are the favorite 


= a i 


and where you want it. 
America’s 54 Home Edited (independent) Gravure 
Magazines serve 41 major markets. You can match 


sales action the most. 


Ask our reps . . . 
Harrington, Righter and Parsons 


... The use of home-edited, newspaper distributed, color 
gravure magazines—singly or in any combination — 
as a “tactical ad force” to pinpoint coverage when 


the magazine(s) to the market(s) where you need 


... IN NEW ORLEANS 


It’s THE TIMES-PICAYUNE 
DIXIE SUNDAY MAGAZINE 


14 OF THE BEST OF 54 HOME EDITED 


@ Akron Beacon Journal @ Atlanta Journal 
Post @ Houston Chronicle @ Indianapolis 


Picayune @ Phoenix Arizona Republic 
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tries, ended up with 2,000,000. 

e Tell a corporate story—such as 
Schrafft’s 100th anniversary con- 
test, telling of its years of experi- 
ence and growth. | 
e Make an existing product seem | 
new, or draw attention to existing | 
product’s new features. The cur-| 
rent Colgate contest for Fab intro- 
duces a “new” Fab, which has a 
new whitening agent and a new 
package. 

e Conduct market research—H. W. 
Lay Co., potato chip manufacturer, 
is running a coloring contest for 
kids on its tv show, “Deputy 
Dawg,” to find out whether it 
should continue sponsorship of the 
show. 

e Change advertising pace. It’s 
hard to glamorize salt, so Diamond 
Crystal Salt Co. is running a 
Castle-in-Spain vacation contest 
to give salesmen something to sell 
besides a mundane product. The 
contest is also serving as a prelude 


neerinaheervion Set eee pet 
SS > Fems 


eae 
216 PRIZES—Kimberly-Clark Corp. 
promotes its “pretty soft” Fems 
napkin with 216 “pretty soft” mink 
prizes—one mink outfit, 15 mink 
cape-stoles, and 200 mink collars. 


iy a new humorous ad campaign. | 
|= Contests are becoming such big 
business, they are spawning other 
| businesses. Contest consultants 
|plan and run almost all contests 
| now. 

| There are two publications, All- 
| American School and Contest 
| Magazine, covering the field. Pro- 
| fessional entrants now have their 
| own association, complete with 
conventions. 

There’s even a new and lucrative 
vocation for prize followers, who 
swarm after contest winners offer- 
ing to buy up unwanted prizes. 


# Shure Bros. Inc., Evanston, II1., 
which aims for an above-average 
income audience to sell its hi-fi 
cartridges and tone arms, offered a 
$14,000 Rolls-Royce for the winner 
of an essay contest on “I like Shure 
hi-fidelity stereo cartridges be- 
cause ...” in 1959. In addition, if 


the winner had purchased a Shure 


cartridge, he got an air trip to the |» 


British Isles to pick up the Rolls. 

Shure liked the contest well 
enough to repeat it, this one (now 
in progress) offering a “20th Cen- 
tury music room”—furnishings, 
carpets, piano, hi-fi sound system 
and $5,000 toward construction or 
remodeling of the room. In addi- 
tion, if the winner purchased the 
product, he gets a $1,000 RCA Vic- 
tor record library. The dealer who 
supplies the winning entry blank 
gets a new showroom, and the 
salesman who gives the required 
demonstrations wins $1,000. Total 
cost of the contest package is es- 
timated at $25,000. 


= The company also ran a contest | 
for professional musicians to intro- 


duce its new personal microphone. 
The winning group won a record- 
ing date to do a George Shearing 


arrangement of an original num-| 


ber, “Mike Fright.” 
In addition to boosting sales, | 


’ 


40 OTHER MAJOR MARKETS! 


Home Edited Gravure Magazines provide 20% 
or more coverage in those U.S. counties which 


contain 55% of the population and account for 
57% of retail sales. 


GRAVURE MAGAZINES SERVING 41 MAJOR MARKETS 


and Constitution @ Columbus Dispatch @ Dallas Times Herald @ Denver 
Star @ Louisville Courier-Journal @ Newark News @ New Orleans Times- 
@ St. Louis Globe Democrat @ Toledo Blade @ Washington Post Times Herald 


WIN A FABULOUS 


CARIBBEAN CRUISE FOR 2-3 


(ON CUNARD LUXURY UNER MAURETANIA 


| 270 PRIZES—Empress Tuna is being 
| promoted by a contest offering a 
peaiiaens cruise, 30 electric can 
| openers, 90 bath scales and 150 
cases of tuna. 

'Shure said, the contests create 
jawareness of the product, tie in 
| with the introduction of new prod- 
jucts, and help create store traffic. 
| The company would not talk 
jabout specific sales results, but 
noted that one out of three people 
| who got a demonstration before en- 
| tering the Rolls contest bought a 
|Shure product. # 


_U. S. Newsprint Drops 

Total estimated newsprint con- 
| sumption for the first 10 months of 
1961 was 5,985,405 tons compared 
with 6,104,232 tons in the same 
| period last year. October consump- 
‘tion fell to 682,564 tons compared 
with 688,884 tons in 1960, accord- 
ing to the American Newspaper 
_ Publishers Assn. 


‘Maas Appoints R. E. McCarthy 


| 


| Maas Bros. Dept. Store, Tampa, 
jhas appointed R. E. McCarthy & 
| Associates, division of Liller, Neal, 
Battle & Lindsey, Tampa, to handle 
jall broadcast advertising for its 
stores in Tampa, St. Petersburg, 
‘Lakeland, Sarasota and Clearwater. 


Above: A magnificent full-color repro- 
duction of Samuel Walter's famous paint- 


ing of the Ship “Independence.” Painted 
in 1836, it conveys all the fury of wind, 
storm, sky and angry waters. A remarkable 
and authentic picture of this famous 
Packet which sailed between New York 
and Liverpool. Price $12.00, postpaid. 


Prints and Pictures of 


-SHIPS--SEA 


For the Executive Office 


If you don’t like boats and the water, 
we're not for you. But if you do like 
|to dream beyond the picture of a 
| sailing ship, or the tumbling waves 
| of an ocean painting—then, pictures 
| from our collection can make you 
very happy indeed. And also lend a 
bit of nautical flavor to your office. 


Our 40 page illustrated — ue 
shows reproductions of old ship 
prints as well as paintings—from 
| Winslow Homer's masterpiece “8 
| Bells” at $2.95 4 Joseph Arentz’ 
| “North Atlantic,” es study 
| of ocean and sky in the full 27”x 39” 
| 


size at $15.00. Catalog price, 25¢. 
Send check or Money Order to: 


_PRESTON’S marine PRINTS 
| 112 Main St., Greenport, L. I, N. Y. 


| 
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ee Hardly | had finished read- 


ing the Editor's Note ‘There 
is an Asia...’ | was thrilled to realize 
that this magazine is perhaps going 
to be the first of its kind and a long 
awaited one. This is a wonderful 


land — this Asia. Here, as you say, 


‘One is not an Indian or a Japanese 
or a Filipino, but an Asiatic." You 
have proclaimed the truth. sy by) 


An Advocate in the High 


% 


wi 


I wish to congratulate you on 
your success in achieving such 
a wide circulation for an Asian 
magazine in fifteen different 
countries. It is a novelty in the 
publishing world, so far as | 
know, and clearly indicates a 
triumph of organization. 


I must say that the birth of anew interna- | 


¢ _ tional publication should be hailed as 
an important journalistic event, moreso 
if its mission is to serve as the mouthpiece of 
peoples living in the most fascinating region 
of the world. Through this and subsequent 
issues of The Asia Magazine, let us hope that 
Asians will be able to know themselves better 
as well as make themselves better understood 
in spite of their variety of cultures and as- 
pirations. 9 9 The President of a major Asian country 


Court of West Pakistan =] 


7 


\ 


Justice of the Supreme 


Court, Singapore 


* se 


I want to tell you how I eagerly looked forward to the 
first issue of Asia Magazine. When I did receive it, 
I must say that it did not fali short of my expectations. It is 
indeed a publication worthy of the region of Asia. » | 4 


A prominent Asian lawyer and political leader - 


? 


ae 


I wish to compliment you on this new publica- ) 
cation, which is excellently produced. Such a 
magazine fulfills a long-felt want for a journal 99 
devoted to Asian affairs. 


An Asian ambassador in Tokyo 


r 
ae 


The writing is read- 


able, the material is 
interesting, and the print is 
easy on the eyes. The color ee 
printing is excellent. 1] 1] 


The art critic of a 


leading Asian newspaper 
a as... 


The Asia Magazine is one more strong link in Asian solidarity which 

ee is a step on road to the One World. I am sure it will promote better 

understanding, help build stronger ties and provide a good cultural forum 
for the people staying in this part of the world. by] ® 


is 


An Indian businessman , 


Yours, Sir, is not only a bold 
4 é attempt in publishing enter. 

prise but also a noble effort 
in fostering greater understanding 
among Asians generally. Apart from an 
impressive get-up, the magazine con- 
tains a fund of information and many 
interesting features. 


ple of J 
feel about 


\ The Principal of an Asian College e, 


Asia is awakening and the RR, 
Asia needed to be reproduced in print. The 
Asia Magazine has,therefore,to play avery important 
role and the belief which is your motivating ® J 
force will surely help you to achieve this end. 


A Pakistani housewife 


ra Congratulations for the 

splendid efforts you have 
exerted towards providing a 
vehicle for the expression of Asian 
sentiments—in the only manner a 
true Asian feels—and for the dis- 
play of Asian culture and history 
—in the unbiased manner a true 


Asian = 7 9 


aC 6 (heasiaMmagyZine ee $e 
"3 


A top banking executive 
from the Philippines 


a Maw 


The ASIA Magazine is the new 
weekend magazine that every- 
one’s talking about. It is distribu- 
ted with the most respected 
English-language newspapers in 
fifteen countries in Free Asia and 
is read by more than 730,000 high- 
income Asian families each week. 
Call or write your ASIA Magazine 
representative and ask to see the 
latest issue. 


A weekend magazine supplement of The Guardian of Burma, 


The Bangkok Post, The Times of Ceylon, The Hong Kong Tiger Standard, 


The Times of India, The Japan Times, The Djakarta Daily Mail, The Pakistan Times, 


The Morning News of Pakistan, The Manila Times, The Times of Vietnam, 
The Korean Republic, The China Post, The Straits Times, The Morning Star of Okinawa 
Offices in Hong Kong, Tokyo, Osaka, London, Frankfurt, 


New York — 210 East 58th Street 
Chicago — United Of America Building, 1 East Wacker Drive 
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Advertising Age, November 27, 1961 


November Pages and Linage in Farm Publications 


Commercial Dis- 
play Excluding 
Poultry, Classified 
and Livestock, 
7— Total Advertising, in Pages —__———— Total Advertising, in Lines ——_—, in Lines 
Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. dan.-Nov. Jan.-Nov. Nov. Nov. 
1961 1960 1961 1960 1961 1960 1961 1960 1961 1960 
General Farm Publications 
Alabama Farmer: (mon) 

North Edition ...... 467 70.4 — 3537 —— 53,186 — 3114 —— 

#South Edition ...... 47 — 74.9 — 3537 —— 56,591 3,114 

Average 2 Editions 467 72.6 — 3537 —— 54, 3,114 
tAmerican Agriculturist (mon) 18.6 25.5 289.6 339.8 13,557 18,542 210,881 247,304 12,100 16,364 
$Arizona Farmer- 

Ranchman (bw) ..... 47.1 46.5 563.4 628.5 35,660 35,126 426,005 475,182 34,264 33,095 
Arkansas Farmer: (mon) 

#Delta Edition ...... 8.7 9.3 158.7 183.8 6,539 7,056 119,965 139,005 6,086 6,457 

Western Edition 7.7 9.6 118.7 164.5 5,825 7,266 89,724 124,381 5,372 6,667 

Average 2 Editions ... 8.2 9.5 138.7 174.2 6,182 7,161 104,845 131,693 5,729 6,562 
Better Farming Methods: (mon) 

#Eastern Edition 15.1 12.3 200.0 205.4 6,488 5,281 85,802 88,133 6,488 5,281 

Central Edition 15.3 13.8 227.5 226.9 6,558 5,920 97,594 97,358 6,558 5,920 

Southern Edition 15.8 13.1 207.8 217.7 6,768 5,631 89,160 93,391 6,768 5,631 

Western Edition 13.8 12.3 182.5 205.2 5,919 5,281 78,307 88,043 5,919 5,281 

Average 4 Editions ... 15.0 12.9 204.5 213.8 6,433 5,528 87,716 91,731 6,433 5,528 
Business Farming (mon) 25.2 17.8 277.5 327.4 11,353 8,034 124,914 147,395 10,706 6,887 
§California Farmer: (sm) 

Central Valley Edition . 39.5 39.8 406.3 411.0 29,903 26,497 297,274 301,911 §30,040 25,722 

Northern & Comb. Edition 45.4 48.5 486.9 456.6 34,339 32,274 346,398 336,184 34,476 31,499 

Southern Edition ..... 399.9 415 400.1 393.2 30,211 27,611 282,238 288,256 29,900 26,500 

Average 3 Editions ... 41.6 43.2 424.4 420.2 31,484 28,794 308,636 308,783 31,472 27,907 
Colorado Rancher & 

i a eee 18.1 21.4 385.7 401.7 14,417 16,203 292,808 303,999 13,787 14,813 
Dakota Farmer (sm) ... 21.4 25.1 432.6 546.4 16,848 19,717 339,230 428,396 15,389 17,989 
Electricity on the Farm (mon) 7.7 10.6 89.2 103.1 2,739 3,660 30,785 35,590 
The Farmer (sm) ...... 54.5 57.9 870.9 906.8 42,706 45,430 682,771 710,934 37,264 39,885 
Farmer-Stockman: (mon) 

titKansas Edition ..... 6g 72.9 — 12,834 55,428 9,996 

#Oklahoma Edition ... 19.0 25.6 360.4 334.4 14,447 19,461 273,962 254,183 11,630 16,387 

#Texas Edition ...... 15.4 22.2 305.0 312.2 11,725 16,870 231,850 237,300 9,457 14,176 

*Average 2 Editions .. 17.1 23.9 332.8 323.3 13,002 18,166 252,901 245,742 10,361 15,282 
Farm Journal: (mon) 

Central Edition 79.1 82.7 $64.0 925.4 33,928 35,460 370,675 397,003 32,468 33,431 

ZtEastern Edition 70.1 69.2 747.5 766.8 30,065 29,668 320,669 328,941 28,605 27,639 

Southeastern Edition . 58.9 59.5 602.2 643.7 25,276 25,522 258,324 276,164 23,816 23,493 

Southwestern Edition . 60.3 61.7 625.5 653.7 25,848 26,451 268,339 280,454 24,388 24,422 

Western Edition 70.8 71.0 756.7 797.4 30,353 30,455 324,630 342,088 28,893 28,426 

Average 5 Editions ... 678 68.8 719.2 757.4 29,094 29,511 308,527 324,930 27,634 27,482 
ttFarm Quarterly (q) 102.8 92.5 414.0 391.9 47,494 42,635 191,238 180,958 45,877 41,957 
Farm & Ranch—Southern Agriculturist: (mon) 

Southeastern Edition . 27.8 30.4 319.6 352.7 11,920 13,022 137,096 151,309 10,096 10,735 

Southwestern Edition . 26.0 31.7 331.1 365.4 11,145 13,582 142,027 156,748 9,106 11,411 

Average 2 Editions 27.1 30.9 324.1 357.7 11,618 13,240 139,020 153,427 9,710 10,998 
Georgia Farmer: (mon) 

#North Edition ...... 5.2 6.1 86.0 131.9 3,955 4,629 65,039 99,724 3,576 4,132 

South Edition ...... 6.0 6.5 108.1 154.8 4,522 4,899 81,724 117,038 4,143 4,402 

Average 2 Editions ... 5.6 6.3 97.1 143.3 4,239 4,764 73,382 108,381 3,859 4,267 
Indiana Farmer (mon) 14.6 111 188.2 168.0 11,223 9,072 145,506 129,001 9,147 7,543 
||§Kansas Farmer (sm) .. 36.4 33.8 442.2 381.0 27,977 25,947 339,621 292,638 23,131 21,829 
**Kentucky Farmer (mon) 10.9 11.7 144.0 193.0 8,359 8,989 110,775 148,353 7,288 8,048 
§Michigan Farmer (sm) 43.7 46.6 504.2 531.6 33,581 35,797 387,219 408,263 27,069 29,986 
Mississippi Farmer: (mon) 

#Delta Edition ..... 6.7 6.6 96.3 136.8 5,090 4,993 72,810 103,471 4,716 4,435 

Eastern Edition 4.7 YP 66.3 116.4 3,578 5,413 50,120 87,994 3,204 4,855 

Average 2 Editions ... 5.7 6.9 81.3 126.6 4,334 5,203 61,465 95,773 3,960 4,645 
||§Missouri Ruralist (sm) 38.1 37.0 444.7 380.2 29,268 28,435 341,536 291,968 20,877 21,902 
Montana Farmer- 

Stockman (sm) ...... 29.8 37.2 558.4 623.6 22,526 28,154 422,126 471,471 19,880 22,309 
Nebraska Farmer (sm) 62.5 64.8 890.9 925.7 47,246 49,019 673,619 700,043 34,177 38,330 
tt§New England 

Homestead (sm) ..... 16.3 20.9 202.4 262.4 11,373 14,644 135,853 183,649 8,825 10,958 
New Mexico Farm 

& Ranch (mon) ..... 16.3 20.9 214.5 224.8 12,380 15,806 162,507 170,250 12,268 15,694 
§Ohio Farmer (sm) .... 60.0 53.1 627.1 633.3 44,510 40,754 481,634 486,346 35,734 32,197 
§Pacific Northwest Farm Quad: (sm) 

The Idaho Farmer .... . 32.0 33.9 378.7 368.7 24,186 25,624 286,327 278,759 22,259 23,207 

The Oregon Farmer ... 27.7 33.0 324.8 347.0 20,918 24,964 245,524 262,303 19.697 23,735 

The Utah Farmer ..... 32.2 32.6 372.1 353.5 24,320 24,658 281,323 267,253 22,739 22,123 

The Washington Farmer 31.2 36.8 343.5 366.6 23,611 23,783 259,721 277,148 22.329 22,517 
§Pennsylvania Farmer (sm) 37.9 36.4 455.6 446.6 29,112 27,962 349,903 342,971 25,082 24,088 
Prairie Farmer: (sm) 

Hillinois Editien 61.4 61.2 1,030.0 1,039.7 44,683 44,575 749,838 756,927 37,009 36,829 

H#Indiana Edition 55.4 60.1 975.4 994.8 40.395 43,757 710,124 724,299 32,721 36,011 

Average 2 Editions 58.4 60.7 988.9 1,017.3 42,539 44,166 719,978 740,613 34,865 36,420 
Progressive Farmer: (mon) 

#Carolina-Va. Edition .. 62.2 64.2 695.4 772.8 42,323 43,623 472,901 525,536 40,540 41,283 

#Ga.-Ala.-Fla. Edition 66.5 66.9 721.1 777.9 45.221 45,474 490,321 528,982 43,225 43,074 

#Ky.-Tenn.-W. Va. Edition 60.8 63.3 661.1 731.8 41,333 43,055 449,547 497,591 39,600 40,904 

dWMiss.-La.-Ark. Edition 63.5 64.4 674.6 724.1 43,145 43,772 458,728 492,406 41,337 41,459 

H#Texas Edition ...... 65.3 63.7 680.8 748.1 44,411 43,277 462,918 508,734 42,501 40,909 

Average 5 Editions ... 63.7 64.5 686.6 750.9 43,287 43,840 466,885 510,650 41,401 41,526 
Rural New-Yorker: (mon) 

ttNew York-New 

England Editien 18.5 15.7 210.2 218.8 14,117 12,004 160,544 167,042 11,977 10,484 

tPenn-Jersey Farming Ed. 17.4 14.7 198.0 207.2 13,277 11,243 151,305 157,922 11,137 9,723 

Average 2 Editions 18.0 15.2 204.1 213.0 13,697 11,623 155,925 162,482 11,557 10,103 
Southern Planter: (mon) 

#Va., W. Va., Md., Del. Ed. 8.9 15.3 217.2 245.1 6,240 10,730 152,115 171,610 5,913 10,374 

ZN. Car., S. Car., Ga. Ed. 9.1 12.3 168.1 204.6 6,387 8,625 117,720 143,124 6,060 8,269 

Average 2 Editions ... 9.0 13.8 192.7 224.9 6,314 9,678 134,918 157,368 5,987 9,322 
Successful Farming (men) 66.1 61.5 720.2 $16.2 29.762 27,679 324,084 367,271 26,059 25,963 
**Tennessee Farmer 

& Homemaker (mon) .. 9.3 5.8 106.1 137.0 7,166 4,464 $1,507 105,304 6,374 3,722 
Wallaces’ Farmer (sm) 65.3 70.6 955.2 994.5 51,199 55,317 748,905 779,715 40,337 46,998 
Western Crops & Farm 

Management (mon) 14.7 17.6 243.1 242.8 6,292 7,549 104,543 104,194 6,292 7,549 
Western Farm Life: (sm) 

fReguiar Edition 14.1 16.4 191.1 203.3 11,086 12,875 149,849 159,446 6,377 8,214 

Eastern Edjtion .... 16.7 19.6 243.0 257.0 13,148 15,396 190,866 202,060 8,439 10,735 

Average 2 Editions ... 15.4 18.0 217.3 230.5 12,107 14,135 170,357 180,703 7,408 9,474 
Wisconsin Agriculturist (sm) 44.4 42.1 661.4 661.9 34,842 33,015 519,413 521,986 34,121 32,557 
Wyoming Stockman- 

Farmer (mon) ....... 50.9 45.2 531.7 489.4 38,472 35,476 415,666 376,898 27,469 26,721 

Total Group ........ 948.8 970.7 12,233.1 13,026.9 614,964 635,776 8,312,085 8,832,555 530,553 554,938 


ZtNot included in totals. §Not included in totals; as November figures were unavailable as this issue went to press October 
figures are shown. tChanged from semi-monthly to monthly publication July 1961. tFirst published September 1961. *The 
November 1961 figure is the average for all three editions. All other figures are the average for only Oklahoma and Texas 
editions. ttPublished quarterly in February, May, August and November. **Changed from 784-line page to 768-line page 
January 1961. ttChanged from semi-monthly to monthly publication May 1961. ||Changed from 760-line page to 768-line 


page January 1961. 


Newspaper-Distributed Farm Sections 


lowa Farm & Home 


Register (mon) ...... 10.4 
Texas Ranch & Farm (mon) 2.4 
Total Group ......... 


180.7 
131.3 


10,447 11,888 
2,366 


147,455 


180,741 10,169 11,381 
131,250 2,142 4,970 


1228 17.7 258.5 312.0 12,813 17,684 258,447 311,991 12,311 16,351 


Current Figures for U.S. and Canadian Publications Reporting to Advertising Age 
KEY: (mon)-monthly; (sm)-semi-monthly; (bm)-bi-monthly; (bw)-bi-weekly; (w)-weekly; (d)-daily; (q)-quarterly. 


7—— Total Advertising, in Pages ——.———— Total Advertising, in Lines ———, 


1961 1960 1961 1960 
Farm Organizations and Education 
Agricultural Leaders’ 

Digest (mon) ........ . 9.0 6.4 72.3 72.9 
Buckeye Farm News (mon) 8.0 13.0 177.2 150.8 
County Agent & Vo-Ag 

Teacher (mon) ....... 13.1 19.6 219.9 255.1 
$lowa Farm Bureau 

Spokesman (w) ....... 2 43 44723 5195 
Michigan Farm News (mon) 1.7 2.9 27.2 25.7 
Missouri Farmer (mon) 14.8 8.4 156.8 139.1 
National 4-H News (mon) 7$ 11.4 144.0 201.0 
National Future Farmer (bm) -———- —— 133.9 174.7 
*Nation’s Agriculture (mon) 3.6 5.8 47.7 56.8 
§Washington Grange News: (sm) 

East Edition ........ 11.2 12.4 131.4 136.3 

West Edition ........ 11.4 12.8 128.8 135.6 

Average 2 Editions .... 11.3 12.6 130.1 136.0 

Total Group ......... 57.7 67.5 979.0 1,076.1 


§Not included in totals; as November figures were unavailable 
*Changed from 450-line page to 429-line page April 1961. 


Farm Linage Trend 


Nov. Jan.-Nov. Jan.-Mov. Nov. 


3,861 
3,627 


5,612 


38,773 
4,188 
6,230 
3,164 


1,530 


12,194 
12,348 
12,271 
28,212 
as this 


Figures in Thousands 


Nov. 
1960 


2,734 
5,870 


8,388 


44,967 
6,712 
3,537 
4,807 


2,480 


13,482 
13,902 
13,692 


34,528 


Jan. -Nev. 
1961 


31,021 
79,954 


94,357 


479,165 
63,258 
65,544 
60,498 
57,827 
20,456 


142,884 
139,762 
141,368 


472,915 


dan. -Nov. 
1960 


31,246 
68,023 


109,409 


528,719 
59,776 
58,428 
84,438 
75,801 
24,364 


147,886 
147,126 
147,560 


511.485 


Commercial Dis- 
play Excluding 
Poultry, Classified 
and Livestock, 
in Lines 


Nov. 
1961 


3,707 


5,612 


37,140 
3,900 
2,909 
3,164 

12,400 

842 


11,900 
12,054 
11,977 


32,534 


71 


13,174 
13,594 
13,384 


41,951 


issue went to press October figures are shown. 


DAIRY & LIVESTOCK 
1961 


Dairy & Livestock 


90,820 
104,356 
106,201 

60,408 

23,331 

11,214 

26,900 

35,396 


29,708 
19,694 


11,717 
12,010 


24,222 
31,511 
27,867 


The Cattleman (mon) . 99.7 105.2 1,038.2 1,066.8 41,899 43,974 
+§Corn Belt Farm Dailies: (d) 
The Drovers 
Journal, Chicago 38.5 42.1 300.6 310.5 83,098 
The Drovers Telegram, 
Kansas City ....... 45.7 48.4 286.1 287.3 98,572 
The Stockman’s 
Journal, Omaha 47.1 49.3 341.0 353.5 101,424 
The Livestock Reporter, 
SO SSS 29.9 28.0 221.6 235.1 64,599 
§Dairymen’s League 
eee 30.6 32.0 130.0 146.7 22,250 
Feediot (mon) ......... 33.7 26.7 302.2 214.8 14,140 
Florida Cattleman (mon) . 58.7 64.0 744.2 795.8 24,657 
Hoard’s Dairyman (sm) .. 59.8 48.6 638.9 672.1 43,523 
Livestock Breeder 
Journal (mon) ....... 62.3 70.7 780.8 795.0 26,152 
National Hog Farmer (mon) 27.1 19.4 281.1 253.6 27,506 
National Livestock 
Producer (mon) ...... 21.6 16.0 191.5 206.5 15,791 
Western Dairy Journal (mon) 27.5 28.0 323.2 413.3 11,819 
Western Livestock Journal: (mon) 
Mts. & Plains Edition 61.5 56.5 665.9 772.7 26,390 
Pacific Slope Edition 120.6 73.4 1,032.4 1,052.7 51,727 
Average 2 Editions .... 91.1 65.0 849.2 912.7 39,059 
§ Western Livestock 
Reporter (w) ........ 62.3 54.6 340.9 328.7 83,731 


Total Group Wi5 4436 51493 


73,382 


436,026 


648,167 
616,783 
735,223 
477,914 

94,615 
126,910 
312,560 
465,144 


327,922 
285,307 


139,496 
141,753 


285,742 
442,954 
364,348 


456,824 


5,330.6 244,546 218,480 2,599,466 


447,940 


669,361 
619,366 
762,217 
506,904 
106,789 

90,216 
334,255 
489,305 


333,917 
257,409 


150,334 
177,197 


331,447 
451,631 
391,539 


441,743 


12,744 


32,713 
50,167 
57,711 
36,504 
21,591 
14,056 
13,163 
37,311 


4,130 
26,421 


15,188 
10,566 


10,850 
14,179 
12,515 


21,098 


12,824 


45,480 
64,153 
60,641 
39,164 
22,687 
11,228 
12,864 
29,302 


4,044 
19,130 


11,144 
9,140 


9,221 
13,465 
11,343 


21,112 


2,672,112 


ZtNot included in totals. §Not included in totals; as November figures were unavailable as this issue went 
figures are shown. tTwenty-one issues October 1961; twenty-two issues October 1960. 


Poultry 
American Poultry Journal: (mon) 
HtEgg Producer 
Eastern Edition 6.9 12.3 109.2 152.6 
atEgg Producer 
Midwest Edition .... 8.7 12.7 114.1 170.0 
ZtEgg Producer 
Pacific Edition ..... 7.6 ng 112.7 169.9 
ZtEgg Producer 
Southern Edition ... 6.8 138 113.7 175.3 
+2Broiler Producer Edition —— 11.7 59.8 90.9 
Turkey Producer Edition 5.5 10.6 84.5 116.1 
Average 6 Editions ... 71 12.2 99.0 145.8 
Breiler Business (mon) .. 349 25.3 338.6 299.2 
Broiler Industry (mon) .. 30.4 33.4 348.4 338.2 
Everybodys Poultry 
Magazine (mon) ..... 21.2 19.8 196.0 217.2 
Georgia Poultry Times (w) 29.3 28.7 317.0 300.0 
$The Poultryman: (w) 
Dixie Edition ........ 20.5 12.1 174.4 140.4 
National Edition ...... 14.9 11.6 152.8 127.5 
New England Edition .. 18.4 15.8 194.3 172.1 
New Jersey Edition ... 17.7 15.8 184.5 186.8 
Poultry Tribune: (mon) 
ttEastera Edition 30.9 31.7 382.4 383.5 
Midwest Edition 30.4 34.0 373.7 386.4 
Pacific Edition ..... 40.8 41.7 468.7 484.2 
Southeast Edition ... 34.6 37.4 430.3 436.2 
Southwest Edition .. 29.8 32.9 353.5 379.2 
Average 5 Editiens ... 33.3 35.5 401.7 413.9 
Turkey World: (mon) 
Central Edition .... 35.2 34.7 462.3 429.4 
Eastern Edition ..... 33.7 33.8 434.4 421.6 
Western Edition 35.7 35.5 444.4 427.3 


19,169 


13,260 
13,051 
17,497 
14,847 
12,784 
14,288 


15,114 
14,461 
15,322 


(Continued on Page 


65,455 
72,945 
72,895 
75,211 
38,996 
49,803 
62,551 


128,336 
152,232 


93,219 
320,320 


152,284 
138,418 
186,801 
202,709 


164,516 
165,782 
207,707 
187,134 
162,676 
177,562 


184,210 
180,855 
183,316 


146,094 
to press 


1,523 
2,312 
2,404 
1,523 


2,308 
2,014 
11,846 
11,510 


121,019 
October 
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Advertising Age, November 27, 1961 


Commercial Dis- Western Fruit Grower (mon) 24.6 20.5 281.6 296.2 10,332 8,610 118,332 124.404 10,332 8.610 
play Custading Total Group ......... 1489 1442 13486 14308 63,199 S818 718,708 767,833 56425 51.407 
Poultry, Classified 
and Livestock, 
_— Total Advertising, in Pages —__——— Total Advertising, in Lines ———, in Lines Oomenersied ic: 
Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. Jan.-Nov.  Jan.-Nov. Nov. Nov. play Excluding 
1961 1960 1961 1960 1961 1961 1960 Poultry, Classified 
and Livestock, 
Average 3 Editions .... 349 346 447.0 426.1 14,966 14,859 191,777 182,795 8,271 7,631 -— Total Advertising, in Pages —-_——— Total Advertising, in Lines ———, in Lines 
Tetal Greup ......... TOLi (“1895 2,147.7 2,140.4 101,380 100,426 1,131,315 1,117,015 71,854 77,096 Oct. Oct. Jan.-Oct. Jan.-Oct. Oct. Oct.  Jan.-Oct.  Jan.-Oct. Oct. —Oct. 
ZtNot included in totals. §Not included in totals; as November figures were unavailable as this issue went to press October 1961 1960 1961 1960 1961 1960 1961 1960 
figures are shown. tNovember and December 1961 issues combined. 
Canadian (October) 
Fruit & Vegetable Le Bulletin des ice eet fae 
A , i 120,514 141,754 5,634 6,115 Agriculteurs (mon) y . 7 506.1 32,456 39,222 303,550 354,274 32,456 39,222 
a oe a oe Country Guide (mon) ... 26.7 40.8 331.0 360.3 19.210 29380 238353 259.410 19210 29.380 
Grower (mon) 8 13.3 15.9 265.0 277.5 5,730 6,874 114,487 119,888 5,163 6,632 Family Herald (w) To $1.0 83.8 695.6 698.7 78,985 81,769 678,282 681,294 57,129 58,557 
ifornia Citrograph . . . . 638 174,302 167,422 17,430 15,344 Farmer’s Advocate & Ca 
er ee ee OO: eS ee ae Countryman (sm) ..... 353 455 3528 392.9 24678 31.825 246,951 275,006 17,983 23,397 
966 161,295 186,897 17,866 14,706 Free Press Prairie Farmer (w) . q t .9 87,323 98,203 917,019 985,050 45.555 52.048 
oon oan Sek en = ey ae ek! ae Western Producer (w) ... 41.2 44.0 535.3 592.9 44,047 47,044 572,759 634,402 25,666 25,143 
Messenger (bm) ...... 12 #107 709 654 4,704 4494 29,778 27,468 Total Group ......... 309.8 359.3 3,173.0 3,440.8 286,699 327,443 2,956,914 3,189,436 197,999 227,747 


Battle of Bottles 
Is Feature of Beer 
Rivalry in Michigan 

Detroit, Nov. 21—Stroh Brewery 
Co. has uncapped a 16 oz. bottle to 
shore up local sales and hold off 
the flow of imported beer. And 
Drewry’s Ltd. has joined in, with 
a 16 oz. bottle of its own. 

Stroh began delivering the 16 
oz. package Nov. 1 and ran its 
first newspaper ad two weeks ago. 
Plans call for radio and tv spots 
and point of sale as well as news- 
paper advertising. 

Stroh and Drewry’s are going 
after a share of the growing market 
for 16 oz. bottles now cornered by 
E&B, a local brand, and Old Mil- 
waukee. Currently, 12% of the 


state’s beer sales are in 16 oz. bot- 
tles. 


8s Meanwhile, Old Milwaukee is 
getting ready to shut off the ship- 
ment of its 16 oz. non-returnable 
bottles to Michigan. Throwaways 


will be outlawed in the state after | P , 
: | tage and Old Milwaukee’s problem | 
Jan. 20, and this brand does about | o¢ finding a new package. E&B al-| 


90% of its Michigan business in 
throwaways. But Old Milwaukee is 
not expected to give up its foothold 
in this market (18,000 barrels in 
September). Schlitz will bring out 
a new 16 oz. can for Old Milwau- 
kee within the next week. 
Two-thirds of the Schlitz brew- 
ery’s business here is Old Mil- 
waukee, and the big bottle has 
helped boost total Schlitz sales by 


nearly 45% the first nine months 
of 1961. Old Milwaukee has started 
to push its 12 oz. bottle a little | 
more, but sales have not perked up. | 

Stroh and Drewry’s are selling | 
their new 16 oz. bottles at $3.10 a) 
case wholesale, which is 13¢ a case 
below Old Milwaukee’s dispos- 
ables. 

The only other volume contender 


|}in this category is E&B, an old 
| local company which built a come- | 
| back the past two years on its 16 


oz. bottle at the-same price as a 
standard 12. E&B sells its big bottle 
for $2.70 a case. But the “33144 % 
more for the same price” theme, 
as could be expected, killed off 
the 12 oz. bottle, and E&B now} 
does some 90% of its business in | 
16s. 

For this reason, Stroh is not ex- 
pected to downprice its 16 oz. bot- 
tle. Stroh markets nearly 2,000,000 | 
bbls. a year, and nearly all of it 
is bottled in the standard 12 oz. | 
container. 

E&B, on the other hand, is not | 
expected to pick up much new| 
business, despite its price advan- | 


ready is producing at a near-ca-| 
pacity rate of about 230,000 bbls. a 
year. 


s There is a rumor 
denied by Schlitz) that Schlitz 
plans to step into Detroit after 
Jan. 1, with a local price for its 
premium beer in the same fashion 
as Blatz did. If so, it could mean a 
complete reshaping of the 12 oz. 


(officially 


the newspaper promotion 
that was TOO SUCCESSFUL 


Shad are a lively game fish highly prized for the sport they provide 


and their roe is a delicacy. 


@ Each winter thousands and thousands of shad, an ocean fish 
normally, swim into Florida’s St. Johns River from the Atlantic 


to spawn. 


@ And that’s the time to catch them in the Central Florida head- 
waters of the St. Johns — about December to mid-March. 


@ In order to spread the word of this fine sport and to encourage 
more people to learn of its pleasures (and also to help build another 
segment of Central Florida’s economy), The Orlando Sentinel-Star 
last year sponsored a Shad Fishing Derby. 


@ We gave weekly certificates for the biggest fish and at the end 
of the season gave a silver punch bowl (an Ohio tourist won it) as 


grand prize. 


@ The Shad Derby was so successful that one local sportsmen’s 


group this year has passed a resolution asking The Sentinel-Star | 
not to sponsor the Shad Derby again. So many new fishermen took | 


to the St. Johns, the sportsmen’s resolution read, that some of the 


local shad enthusiasts found the river too crowded to fish. 


MARTIN ANDERSEN 
Editor/Owner/Galley Boy/Shad Promoter | 


~—6Orlan 


| Sentinel-Star 


ORLANDO, FLORIDA 


GATEWAY TO THE MOON M ORLANDO SERVES CAPE CANAVERAL | 


market. One area Schlitz distribu- | 
tor, however, said he knew nothing | 
of such a pricing plan. 

Another local rumor has linked 
Goebel Brewing Co. with a second 
Detroit brewery, but the merger | 
has gone no farther than the talk-| 
ing stage. Goebel also has had con- | 
versations with Falstaff (AA, May | 


| 29), but these negotiations seem to | 


have fallen apart. 

Falstaff came into Detroit last 
June with a big splash, and sales 
for Michigan “have more than 
doubled. Before June, Falstaff sold 
at a rate of about 6,000 barrels 
a month in outstate areas; in Sep- 
tember the St. Louis brewer sold 
13,000 barrels. Sales for the first 
nine months, boosted by four 
months of Detroit distribution, 
were 116% ahead of those a year 
ago. Falstaff hit a peak in mid- 
summer and appears to have lev- 
eled off since. 

Stroh is packaging in a 16 oz. size 
exclusively for Michigan, although 
the company ships nearly half of 
its beer out of the state. But Indi- 
ana and Ohio, the company’s two 
biggest export markets, do not 
allow the 16 oz. bottle. 

The nine Michigan breweries 
were down 3.7% for the first nine 
months of 1961, while shipments 
into Michigan, aided by Falstaff, 
Blatz and Old Milwaukee, were up 
11.4%. The only Michigan bottlers 
to show an increase were Carling 
and Altes, with Altes making 
heavy summer shipments of Na- 
tional Boh to the South. 

Pfeiffer is off about 15% in 
Michigan, but sales in southern 
states have offset the decrease at 
home. Pfeiffer, incidentally, re- 
portedly is_ installing bottling 
equipment for 16 oz. bottles “just, 
in case” the big bottle trend con- 
tinues upward. 

The only other local brewer to 
offer a 16 oz. bottle is Goebel, 
which introduced a Gold Label 
beer in September. Goebel relies 
on point of purchase advertising, 
and Gold Label has not caught on. 
Goebel is off about 25% from a. 
year ago and operating well below | 
capacity, it is reported. + 


Mactier Launches ‘Industrial 
Electronic Distribution’ 
Mactier Publishing Corp., 17 E. 


TvQ’s Top Ten 
For Nighttime Network TV 
First November Report, 1961 


Rank 


Program TvQ Score 

3 Bon Casey (Several sponsors, ABC). ........cccccscsccsscscccccccssceesessscescescssoocnseee 52 
2 Sing Along with Mitch (Several sponsors, NBC) ..........c0cccccccccccceseeeeseeeee 46 
2 International Showtime (Several sponsors, NBC) ........0..cccccccccccccseeeeees 46 
4. Andy Griffith Show (General Foods, CBS) oo.....ccccccccccccccceccccecceceseceeeseees 45 
8. RT LS eee ae 44 
5 Saturday Night Movies (Several sponsors, NBC) .o...........cccccceccceeseeeceesees 44 
7 Red Skelton (S. C. Johnson, Best Foods, CBS) o............ccccccccscscscesseeeeeeeeee 43 
8 


Wagon Train (Nabisco, Ford, R. J. Reynolds, NBC) 


8. Walt Disney’s Wonderful World of Color (RCA, Eastman Kodak, NBC) 42 


10. Real McCoys (Procter & Gamble, ABC) 


10. Hazel (Ford, NBC) 


Note—Home Testing Institute arrives at what it calls a TvQ score by dividing the num- 
ber of people who say they are familiar with a program into the number terming it 


“one of my favorites.” 


This first November report is based on approximately the last half of October. The 
institute began releasing reports at about two-week intervals in October for more fre- 
quent measurement in the early part of the season and will continue to do so until mid- 
December. At that time, it will be changed to five-week periods. 


54th St., New York, has launched 
Industrial Electronic Distribution, | 
with a November/December date. 
The new tabloid for purchasing 
agents, buyers and purchasing en- 


| gineers, is the first of three to be 


launched by Mactier in the next} 
12 months. The publication will 
concentrate on helping buyers and 
engineers who are engaged in the 
purchasing function. 

James A. Lippke, formerly man- | 
aging editor of Electronic Design, 
has been named to head the pub- 
lication and Harold Short, former- 
ly with Instruments Publishing Co., 
is co-publisher. Bryce Gray Jr. is 
president of Mactier. 


Agency ‘Goes Public’; 
It's JA Shop in Tacoma 


Robert Arndt, Agency VP, 
Retires After 35 Years 

Robert N. D. Arndt, vp and di- 
rector of Arndt, Preston, Chapin, 
Lamb & Keen, Philadelphia, has 
retired after 35 years with the 
agency. Mr. 
Arndt, brother 
of John Falkner 
Arndt, founder 
of the agency, 
joined the 
agency a year 
after his grad- 
uation from 
Kenyon Col- 
lege. He has 
worked on al- 
most every ac- 
count the agen- 
cy has handled. 


Robert N. D. Arndt 


An advertising agency in Ta-| He has been active in Episcopal 


coma is offering stock to finance | 


its operation, but it will be out of 
business in six months. It’s the 
Achiever’s Advertising Agency, 
staffed with 16 high school age 
members of Junior Achievement. 
Their services will be available to 
15 industrial companies of the JA 
group. 

Tacoma Advertising Club is 
sponsoring the agency for the sec- 
ond year. Advisors are Tom Hay, 
N. W. Church Supply; Bob Warren, 
commercial artist; and Doug Wood- 
ward, Douglas Fir Plywood Assn. 


Church activities both locally and 
nationally, and will devote much 
of his future time to church work. 
Both Robert Arndt and John 
Arndt, who retired in June, will 
remain on the agency’s board of 
directors. 


Meldrum, Fewsmith Adds Two 
Ray Wiemer and Paul J. Betz 
have joined Meldrum & Fewsmith, 
Cleveland, as account executives. 
Mr. Wiemer was at Penn & Ham- 
aker, Cleveland; Mr. Betz was with 
Fuller & Smith & Ross, Pittsburgh. 


DELIVERS 7. 


Uh. 


BIG DISCOUNT SAVINGS: BULK ¢ 
FREQUENCY DISCOUNTS: PROVED 
PROFITABLE BY 164 NATIONAL 


ee 


National Representatives 
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A whirlwind of fastpaced news 
hits the Discount Store field 


JANUARY 1 


Into the dynamic world of discounting . . . in a market with unlimited 
possibilities . .. comes an exciting new bi-weekly newspaper in tune with 


an industry and its decision-makers . . . DISCOUNT STORE NEWS. 


It was born of an industry’s wants. It will be produced for their needs. 
Its editorials will pulsate in time with the mad-paced discount world. It 
will impart a fresh outlook with vibrant reporting . . . a qualitative mix 
to insure maximum readership. 


Comprehensive coverage will run the gamut from hard goods and 
garden supplies to drugs . . . from apparel to appliances . . . fixtures, 
construction, real estate ... in an industry with over 2,000 discount chain 


( Discount Store News ) 


stores and independents, multiple leased departments, and discount di- 
visions of chain store companies. 


Even now, still a month away from publication, DISCOUNT STORE 
NEWS is taking hold fast with paid subscriptions . . . winning extra- 
ordinary acceptance . . . making publishing history. 


Published by Lebhar-Friedman, publishers of Chain Store Age, DSN 
is backed by a tradition. Over 36 years of successful experience in publi- 
cation leadership for the major segments of retailing. 


Ask for more information and a free copy of Market Study No. 1. 


First Issue: January 1, 1962 Closing. December 19, 1961 


Circulation Guarantee: 10,000. Published Mondays bi-weekly by 
Lebhar-Friedman Publications, Inc., 2 Park Ave., New York 16, N. Y. 
MUrray Hill 9-4800 © Boston © Chicago © Los Angeles 
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New Design Idea: A Microsonic Timepiece 


The Design 


Product design engineering at Bulova 
breaks a 300-year-old mechanical concept 
with Accutron®, a transistorized time- 
piece whose tuning fork “heart’’ replaces 
the basic movement of conventional 
watches, and guarantees timekeeping ac- 
curacy to one minute a month. It’s another 
outstanding example of how design engi- 
neering develops new ideas into new 
products which open up new markets. 
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The Design Engineers 


The idea of Accutron and the research and develop- 
ment to make it a reality were sparked by Bulova’s 
Max Hetzel, chief physicist, and William O. Bennett, 
research and engineering vice-president. Employing 
new techniques and materials such as miniaturization, 
electronics and power cells, they made Accutron one of 
“the first adaptations of space-age electronics to man’s 
personal convenience.” It is the kind of engineering 
development that is merely the start of even more 
revolutionary and exciting products in the future. 


PRODUCT 


The Design Engineers’ Magazine 


The Design Engineers responsible for developing Accutron are typical of the 
high level product design engineers who regularly subscribe to, and read, 
PRODUCT ENGINEERING. To quote Bill Bennett: ““We must stay ahead 
in a complex, fast-moving field. PRODUCT ENGINEERING’s design think- 
ing and design leadership wins and holds our loyalty.” More than 52,000 
product design engineers pay to read PRODUCT ENGINEERING. They 
design new products and they specify what goes into these new products. In 
1961, $43 billion in materials and components will go into new engineered prod- 
ucts. To reach and influence this vast market, start at the starting point (the 
product engineer) in the starting place . . . PRODUCT ENGINEERING. 
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Acoustical Materials 

Air Conditioning Equipment 
Audio-Visual Equipment, Supplies 
Beds, Bedding 

Bookstore Design Service 
Building Components, Materials 
Building Hardware 

Business Machines 

Cafeteria Equipment 

Chairs and Seating 

Classroom Furniture 

Cleansers, Detergents 
Dinnerware, Glassware 

Disposal Chutes 

Dormitory Design Service 
Drinking Fountains, Coolers 
Fire Protection System 

First-Aid Supplies 

Floor Maintenance Machines, Materials 
Food Catering Services 

Food Products 

Fund-Raising Services 
Grounds-Keeping Equipment 


These are just a few of the many kinds of 
services and products advertised in re- 
‘cent issues of College and University 
Business. 176 advertisers placed more 
than 650 pages in this magazine during 
1961... the fourth consecutive year of 
advertising gains! 
More important than advertising vol- 


MAKE SURE your 1962 market and media plans include 


IF YOUR PRODUCT OR 
SERVICE IS IN THIS LIST: 


Gymnasium Equipment 
Identification Cards 
Incinerators 

Institutional Kitchen Equipment 
Key Control Systems 
Laboratory Equipment, Supplies 
Language Laboratories 
Laundry Equipment 

Library Equipment 

Lighting Fixtures, Controls 
Lockers 

Movable Walls 

Musical Instruments 

Office Systems 

Paving, Surfacing Service 
Plumbing Fixtures, Supplies 
Property Protection Service 
Sound, Staging Equipment 
Temperature Controls 
Tuition Loan Programs 
Vacuum Cleaners 

Vending Machines 


YOUR SALES MESSAGE BELONGS IN 
COLLEGE AND UNIVERSITY BUSINESS 


ume is the volume buying done by col- 
leges and universities. Higher education 
will have an estimated $6.5 BILLION 
budget for operation and plant expansion 
during 1962. Even if your product is not 
listed above, write for complete informa- 
tion about the potential for your product 


in the college market. 


the ONE magazine that reaches college buyers... 


"ie 1050 MERCHANDISE MART 
comenenen CHICAGO 54, ILLINOIS 
= 
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FCC Appeals Court 
Ruling on WNTA Sale 


Newark, Nov. 21—The legal tug-| ; 


of-war over WNTA-TV gained 
momentum last week, with action 
in two quarters: 

e The Federal Communications 
Commission filed a motion with 
the Washington court of appeals| 
asking for a hearing on the court’s 
injunction against the proposed 
sale of Channel 13 to a New York 
educational syndicate. 


e National Telefilm Associates, 
owner of WNTA-TV, announced 
that it would take the station off 
the sales block if its FCC-sanc- 
tioned sale to Educational Tele- 
vision for the Metropolitan Area 
is not consummated. by the Nov. 
27 deadline. 

The FCC move was made be- 
cause the commission contends 
that the court of appeals’ injunc- 
tion does not merely stay the sta- 
tion’s transfer but actually reverses 
the FCC’s decision because it could 
kill the sale by delaying action 
beyond the expiration date. 

The state of New Jersey, which 
obtained the injunction on grounds 
that the state would be losing its 
only commercial tv outlet (AA, 
Nov. 13), yesterday filed an an- 
swer to the petition filed by the 
FCC on Nov. 14, urging the court 
not to be stampeded into approv- 
ing the sale. 


s Leonard Davis, chairman and 
president. of NTA, said that, should 
the sale to the educational group 
fall through, NTA will continue to 
operate the channel as a commer- 
cial enterprise, with added empha- 
sis on live telecasting. 

WNTA-TV would carry more 
sports events, E. Jonny Graff, 
manager of the station, said. He 
added that the station already has 
begun discussions with representa- 
tives of Foote, Cone & Belding to 
carry the schedule of the National 
League’s new baseball team, the 
Metropolitans. The agency’s client, 
Rheingold beer, already has signed 
a five-year sponsorship pact with 
the team (AA, Nov. 20). # 


‘American Innkeeper’ Bows 
American Innkeeper, a monthly 
magazine for the hotel-motel in- 
dustry and related fields, has 
bowed with a 64-page November 
issue which carries 40% advertis- 


ocrourk.....__" _ Nov rwarE = 

_—-— <8 8 ee et ew 

5 6 123 

nw +s 678 9 

v» URBH GB we 
a 18 Ww ® 2 

23 26 27 mae 


sa3s8s6 8 § 
, PUR eM 
6 17 19 2 2 22 
“%, . $6 37 oa 


THE TLARTRORD 


TIME MARCHES ON—For the second 
year; Hartford Insurance Group is 
using a pre-bound insert of eight 
calendar pages for 1962 in the Dec. 
16 Saturday Evening Post. Mc- 
Cann-Marschalk is the agency. 


ing. Publisher is the newly-formed 
Host Publications, P.O. Box 196, 
Haworth, N. J. Ron Butler, former- 
ly pr director of Esquire Inc., has 
been named editor. National adver- 
tising representatives are Swan- 
Lynch & Associates, Wilmette, III; 
Fred Wright Co., St. Louis; and 
Michael Simon Co., Los Angeles. 
One-time page rate is $750 for 
b&w; each additional color is $140. 
Cover price is $1. Publisher Reggie 
Reid said the company’s advertis- 
ing and editorial offices will move 
to New York City on Jan. 1, when 
Host Publications will announce 
“additional trade and consumer 
magazines.” 


CBS Buys into Trinidad TV 

Columbia Broadcasting System, 
New York, has obtained an inter- 
est in a television station to be 
constructed in Trinidad. Partici- 
pating with CBS in the station 
ownership will be Rediffusion 
(West Indies) Ltd., an affiliate of 
Associated Rediffusion of Eng- 
land; the government of Trinidad 
and Tobago and Scottish Televi- 
sion Ltd., of which Roy H. Thom- 
son is principal owner. This will 
be the first tv station for the is- 
land, which has a population of 
826,000. 
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ACB Position Reports 


When you have an extra-im- 
portant advertising schedule 
release for Newspapers and 
“position” of ad on printed 
page is of vital importance — 
how do you know you're get- 
ting the position you require? 
ACB offers a special ‘Posi- 


tion. Report” service to han- 
dle such checking jobs com- 
pletely —collecting the ads— 
preparing a report showing 
position, and then gives each 
ad its proper Rating and Sum- 
mary. It has proved a valuable 
service for many agencies. 


We read every daily newspaper advertisement 


eOne ADVERTISING CHECKING BUREAU, inc. 


NEW YORK, 353 Park Avenue South +» CHICAGO, 18 South Michigan Avenue 
MEMPHIS, Tenn. «+ COLUMBUS, Ohio «+ SAN FRANCISCO, 51 First Street 


Send today for descriptive material and free catalog, 
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That is, if you care to listen. Were you an eiectronics engineer you undoubtedly would—like the 54,208 electronics subscribers who 
read the October 13 issue, and profited, each in his own way. These are the engineers who make electronics move, in research, design, 


production, and management. Experts all, who expect from this magazine information they need. Information for which they pay. Ad- 
vertise to the interested engineer. The man who year after year reads electronics. 


A McGRAW-HILL PUBLICATION @ @ 330 West 42nd Street, New York 36, New York 


24 


* Hitachi Central Research Lab., Hitachi, Ltd., Tokyo, Japan 
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MOOSE MAGAZINE 
Dept. AAG—100 East Ohio St. Cc 


Chicago 11—(Or phone 


Want Another 
Million Smokers? 


1,150,000 daily average Moose consumer tobacco- 
product purchases represent a huge extra-volume- 
potential for your Brand (s) via the response-proved 
ad-pages of MOOSE Magazine that also “SELL” 
your BRAND to the 1,890 Moose Clubs selling to- 
bacco products—and having a monthly traffic ex- 
ceeding 1,500,000 ‘visits’ . . . reflected by over 


able for your BRAND (s).. 


CLIP TO YOUR LETTERHEAD AND MAIL TODAY FOR FULL DETAILS 


ail to 


r ‘ 
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FOR REALISM—The fourth of Anheuser-Busch’s greater realism series 
of posters is printed by four-color offset lithography, and runs in 
56 markets nationwide. 


‘PMI-Photo Methods’ in ABP 

Gellert-Wolfman Publishing 
Corp.’s PMI-Photo Methods for In- 
dustry has been accepted for mem- 
bership in Associated Business 
Publications. 


BEAUTY and the BEETS It's a sugar beet she’s 
holding and that’s a mountain of sugar beets in the background waiting to be refined into sugar at the 
factory. The Intermountain market started making sugar from beets in pioneer times. Today the sugar 
industry is a large factor in the one-half billion dollars in farm income annually produced in this market 
served by the metropolitan newspapers of Salt Lake City. It’s a market of 142 million persons with retail 
sales of over $2 billion and it’s served and sold by 


The Salt Lake Tribune and the Deseret News and Telegram 
Represented nationally by Moloney, Regan and Schmitt, Metro Comi¢s Network 


All's Calm at Ist 
PRSA Convention 
Since APRA Merger 


Houston, Nov. 21—The most 
significant news that evolved from 
the annual conference of the Pub- 
lic Relations Society of America 
last week was confirmation of the 
amity between members of the 
newly merged PRSA, incorporat- 
ing the former American Public 
Relations Assn. 

Former members of each so- 
ciety—and former members of 
both—were elected to head PRSA 
for 1962. Elected president was 
Walter W. Belson, assistant to the 
president and director of public 
relations of American Trucking 
Assns., Washington. Mr. Belson, 
who has been PRSA vice-presi- 
dent, succeeds Adm. H. B. Miller, 
director of public relations of Pan 
American World Airways. 


® Elected vice-president was Ward 
B. Stevenson, vp and pr director 
of International Telephone & Tel- 
egraph Co.; Donald N. Phillips, 
district pr and sales manager of 
United Air Lines, New Orleans, 
was named secretary; and Harold 
M. Gartley, president of the fi- 
nancial pr organization, Gartley & 
Associates, New York, treasurer. 

About 500 members attended the 
premiere showing of a new film, 
“Public Relations at Work.” The 
16mm _ sound-slide film will be 
available for the use of members 
for showings throughout the na- 
tion. + 


Honig Boosts Haumesser 
Robert Haumesser, co-creative 
director for Honig-Cooper & Har- 
rington, San Francisco, will be- 
come sole creative director on Jan. 
1, responsible for all creative 
work in copy and art in tv, radio 
and print. Ted Krough, who cur- 
rently is co-creative director with 
Mr. Haumesser, will retire from 
the agency in order to teach ad- 
vertising at the college level. 


EARNINGS 


WITH SAFETY 


INSURED BY U. S. GOV'T. AGENCY 
ALLISON WAUGH & CO., INC. 

6670 Northwest Hwy., Dept. AA 
Chicage 31, Illinois 

ideal for Pension, Welfare and Profit- 
Sharing Funds. 

Please send FREE LIST of and INFOR- 
MATION on Insured Savings and Loan 
Associations. 
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THE DAY 
Chicago was attacked!” 


CHICAGO, Nov. 11—Father 
Dearborn, symbol of this second 
most important military target 
in the United States, learned 
today that Chicago can be de- 
fended from an enemy attack. 


Chicagoans who were tuned to WBKB, Channel 7, at 
9 p.m. Saturday, November 11, saw and heard a 
straight-from-the -shoulder, hard-hitting information program, 
“Countdown: Is Chicago Defensible?’’ 


Chicago watched and found out. 


Chicago saw in detail the defense that protects it against 
air attack: the Dew Line, the Mid-Canada Line and the local 
perimeter of defense beginning at Madison, Wisconsin, and 
ending with the Nike missile batteries within the city itself. 


Chicago has learned to rely on WBKB for accurate 
information. 


Chicago has learned to expect the exciting programming 
that comes from the ‘Climate of Creativity’’ that pervades 
the studios and offices of Channel 7. 


By the way—are your clients taking full advantage of 
WBKB’s ‘‘Climate of Creativity’’? 


*A postulated attack. 
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BASIC TEST FOR MEDIA SELECTION: 


Ask anyone, 
anyone 

you re trying 

to sell in the 
aerospace market, 
what publication 
he reads and 
respects most. 


A powerful editorial force is a powerful selling force. 
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Real Agency Problem Is Decent Pay 
for Planning Service, Says Fields 


(Continued from Page 4) 
velop a financial rapport with 
clients which will enable them to 
stay in business as costs and serv- 
ices continue to expand. 

“For a while,” he said, “smaller 
and medium-size agencies seemed 
to feel that the answer to rising 
costs and declining profit margins 
was to merge with one or more 
other agencies. But now it is clear 
that mergers are not the answer, 
unless they are extremely carefully 
thought out, so that genuine econo- 
mies are effected and greater sta- 
bility is achieved. Too often, merg- 
ers achieve neither one of these 
objectives. 


s “Instead of looking for miracu- 


lous solutions to their profit prob-| 
lems through mergers, public of-| 
ferings, or some easy hourly rate | 
table, agencies must develop the| 


financial skills to evaluate the 
services they render, and their 
clients must be made aware of the 
fact that the quality of the plan- 
ning and thinking they get is far 
more important than the amount of 
service—put in terms of hours or 
manpower—which their agencies 
provide them. 

“I'd almost go so far as to sug- 
gest that in many cases, the agency 


which brings real skills to bear on | 


the client’s marketing problem is 


likely to require less time to come 


up with a solid merchandising and 


marketing program. And what the | 
client must realize is that he wants | 
the best thinking he can get on) 
his over-all advertising and selling | 
problems—not a whole host of| 


people doing the best they can 
within the limitations imposed on 


them by the amount of commission | 
available from a pre-fixed adver- 


tising budget.” 


® Mr. Fields believes that agencies 
perform two services of unequal 
value for their clients, and that the 
two services should ideally be paid 
for separately and in different 
ways. 

The most important function an 
agency performs, he says, is “the 
planning or conception of programs 


(the architectural phase) designed | 


to solve the problems submitted by 
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advertisers.” It is the failure to 
recognize this conception of the 
total advertising approach or prob- 
lem as a separate service, and to 
charge for it properly, which is the 
principal reason for inadequate 
agency compensation, Mr. Fields 


says. 

The other function the agency 
performs, he says, is the opera- 
tional services required to imple- 
ment and execute the plan which 
was conceived. This can more 
properly be compensated for by 
the normal commission system or 
by hourly fee arrangements, or in 
any other way. 


s “I am not necessarily suggesting 
that agencies should bill clients 
separately for these two distinct 


Advertising Age, November 27, 1961 


services which they perform,” Mr.|execution, under existing payment 


Fields said, “although it would 
not disturb me at all if they did so. 
But I am suggesting that the vast 
differences between the two serv- 
ices should be recognized, and 
proper arrangements for paying for 
them should be considered. 

“For example: Let’s say an 
agency works up an excellent ad- 
vertising and marketing plan for 
a client, and proceeds to put it into 
execution with a year’s budget of 
$1,000,000. The planning and the 


plans, give the agency gross com- 
pensation of $150,000. But suppose 
that, despite the client’s agreement, 
the plan is excellent, six months 
after its adoption the budget is cut 
drastically. The agency has still 
done the thinking that is presum- 
ably worth $150,000, but its com- 
pensation is now cut to $100,000 or 
perhaps less. This simply doesn’t 
make sense.” 


s Should the commission system 
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then be abandoned? Mr. Fields 
does not believe so. Commissions 
from media form a useful platform 
upon which the agency system 
rests, he says; there is nothing 
wrong with them as long as they do 
not act like a strait jacket. Some- 
times they are large enough to pay 
the entire cost of both phases of 
the agency’s operation; other times 
they are not. In such cases they 
should be applied against the 
agency’s fees, or a straight fee sys- 
tem should be set up, or there 


should be a minimum fee designed 
to take care of the development of 
the basic program, plus a fee or 
commission for carrying it out. 

“If agencies don’t move toward 
recognition of their diverse dual 
functions,” he says, “it is almost 
inevitable that consultants will 
tend to take over more and more 
of the basic programing and plan- 
ning functions, leaving only the 
execution of the planned program 
in the agency’s hands. 

“To a considerable extent, this 


is what has happened in the ac- 
counting field, where management 
consultants have taken over much 
of the activity which logically be- 
longs to accountants. 


= “And the same thing is already 
beginning to appear in advertising. 
More and more one and two-man 
consulting organizations are being 
called in by agency clients to do 
much of the basic programing 
work which agencies should be 
doing—and getting paid for.” + 


‘Toronto Telegram’ Rates Up 
The Toronto Telegram has an- 
nounced a rate increase effective 
Jan. 1. Transient linage will go 
from $1.05 to $1.15 for Monday- 
through-Friday advertising, and 
the Saturday rate will go from 
$1.15 to $1.27. Bulk discounts will 
be extended to 50,000 lines, with 
an 85¢ a line charge at this level 
Monday through Friday, and 97¢ 
on Saturday. The Telegram’s fre- 
quency rate will be extended to a 
65-time basis, with units of 100 to 


WHEN DID THE 


FACTORY 
BECOME A PLANT? 


Probably about the same time they put shrubs in front of it. 


Or started using curtain walls. Or when lighting 
and air conditioning became a science. 
Or when plant engineers came to be known 
by that name. It’s funny. When a company 
spends $10,000,000 they always want to 
call it ‘‘the new plant’’. It makes us 
very happy that our name is.... 


fe 


299 lines in this category costing 
88¢ a line Monday through Friday 
and $1 on Saturday. 


Crosse & Blackwell Offers 

Crosse & Blackwell, a division of 
Nestle Co., White Plains, N.Y., will 
use New England and Mid-Atlantic 
editions of Better Homes & Gar- 
dens, Family Circle, McCall’s and 
Woman’s Day in November and 
December to promote its offer of 
25¢ toward the purchase of a pie 
crust mix for every purchase of 
C&B mincemeat. In-store material 
will also be used. VanSant, Dug- 
dale & Co., Baltimore, is the 
agency. 


Benito Names Two 

G. Warren Sumner, formerly vp 
and account executive with Dona- 
hue & Coe, New York, has been 
named an account executive of 
Louis Benito Advertising, Tampa. 
Mrs. C. W. Robbins has joined the 
Benito agency as a copywriter; she 
was previously with Kenyon & 
Eckhardt, New York. 


_— 
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WOC-TV Channel 6 "2 


D. D. Palmer, President 
R. 


laymond E. Guth, General Manager 
Pax Shaffer, Sales Manager 


Exclusive National Representatives 


Peters, Griffin, Woodward, Inc. 
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from_one of a number of fire-re- 


Along the Media: Path 


Copies of a 20-page booklet, “A; e WERE, Cleveland, sponsored a 
Colorful Setting for Selling,” tell- | “Dial-a-Turkey” contest, which 
ing the story of the Courier-Jour- | awared turkeys to the winners and 
nal Magazine, have been pub- cranberries to losers. Each hour 
lished by the Courier-Journal,|during the day, the station an- 
Louisville 2. The booklet contains | nounced a lucky number. First lis- 

data on readership ratings, market | tener to call the station with the 
Our Color brochure and rates are yours for the asking. | | facts, cost comparisons with sup-| lucky number as the last digit of 
rove acne pt om. Gee, era.| Plement markets, and coverage/ their home telephone number, be- 
|comparisons with supplements and} came the contestant and took part 
|national magazines. in the game by trying to identify, 


A Truly Distinguished 
Oceanfront Resort Hote/ 


EVANSVILLE, INDIANA, WEDNESDAY, NOVEMBER 15, 196] 46 PAGES 


Jobless Level Here 
Lowest Since ‘55 


x Are Businesses Doing Anything 
About N-Threat? Answer Is Yes 


Page One Headline 
from The Evansville 


Press, Nov. 15, 196] 


Big News from 
Evansville, Indiana! 


Yes, sir, things are looking up in Evans- 
ville, where employment is at the highest 
level since May, 1955!* That's good 
news any way you look at it, especially 
when you compare the Evansville figure 
with a national unemployment average 
of 6.6 per cent.* 


Indiana market, a market that covers 16 
counties in three states. It's a market 
where 436,600 people annually spend 
some $465,000,000 in retail stores. ** 
The Evansville market is virtually unin- 
fluenced by outside media; it's self-con- 
tained, self-sufficient. 


And it's just another good reason for 
buying the robust, active Evansville mar- 
ket when you want to move merchandise 
fast and in big quantities. 


Finally, it's a market also dominated by 
a single advertising medium: The Evans- 
ville Courier and Press that have nearly 
three out of four Evansville total market 
families as regular subscribers daily and 


For Evansville is the hub of a PRIMARY Sunday. 


Buy Evansville and Sell the 
entire Evansville Tri-State Market 


NEW RATE 


DISCOUNTS! Daily Combined Circulation 
* FREQUENCY — Discounts up to 22% Sunday Circulation 
94,402 


*& BULK — Discounts up to 12% 
Take your choice; save either way. 


“Indiana Employment Security Division 
**SM, Survey of Buying Power, May, 196] 


The 
Evansville 
Newspapers 


Morning 
COURIER 
Evening 


PRESS 


FULL 


SUNDAY COURIER 
and PRESS 


Represented by Scripps-Howord Newspopers 


corded, well-known songs, a word 
that had been substituted with the 
word “turkey.” 


e “GHQ,” a study defining in the 
scope of New York as general 
headquarters for industry, finance 
and trade, has been published by 
the New York Times, Times 
Square, New York 36. 


e Home & Auto Retailer, 75 Sta- 
tion St., Southport, Conn., has pub- 
lished “Anatomy of a Market,” a 
study of the home and auto mar- 
ket, which includes data on buying 
power, merchandise diversification, 
construction and modernization, 
and sales of sporting goods, toys 
and wheel goods, lawn and garden 
appliances, and hardware and 
housewares. 


e WRC, Washington, became a 
“night owl” station for the first 
time in its 38-year history, effec- 
tive Nov. 20. Programing from | 
| midnight to 5:30 a.m. will feature | 
| good music, news on the hour and | 
/news headlines on the half hour. | 
| 


|e “Overseas Operations of U.S. In- | 
dustrial Companies, 1961-1962,” a) 
16-page booklet outlining capital 
spending plans, the nature of 
|planned outlays and their geo- 
graphic distribution, overseas sales 
and profits, has been published by 
McGraw-Hill Publishing Co., 330 
W. 42nd St., New York 36. Request 
for copies should be directed to 
Richard La Bonte, Director, Com- 
pany Promotion. 


e Fifty corporation executives be- 
came disc jockeys on KGQ, Pitts- 
burgh, recently, when the station 
sponsored a “Million Dollar Mon- 
day,” to help the United Fund 
reach its quota of $10,500,000. 


|e WMGM is conducting a “re- 
|cruitathon” during the month of 
| November as an intensified public 
| service campaign to fill the quota 
|from the New York area for the 
|U.S. Air Force Officer Training | 
| School. 


| *- we 
oS ae 
‘ * 
ANNIVERSARY—A congratulatory| 
|cake and scroll were presented to) 
| Bill Cleworth, president of Cle-| 
|worth Publishing Co., Cos Cob, 
'Conn., Oct. 31, by his staff, to cele-| 
| brate his 40th anniversary in the 
publishing business. | 
le The first annual SBI Owl) 
|awards will be announced in the! 
Dec. 25 issue of Show Business Il- 
\lustrated. The Owl awards, sym-| 
| bols of excellence in entertainment, 
| will be given to the best perform- 
|ers and products of the performing 
arts of 1961. 
| 
|@ In response to an article in the) 
Oct. 27 Time, entitled “Decline in | 
Detroit,” WXYZ-TV, Detroit, pre- 
pared a 30-minute telecast telling 
| the positive side of the story, “De- 


- +troit vs.-Time.” The station, which 


felt that the Time article had a 
“depressing effect upon the peo- 
ple in the Detroit area,” telecast 
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the show at 7 p.m. on Nov. 9 and is 
showing it to civic leaders in ma- 
jor cities throughout the country 
by means of a special closed-cir- 
cuit telecast. 


e First National Bank of Arizona, 
Phoenix, has published a revised 
“Shopping Center Study” of the 
Phoenix area, covering 58 existing 
centers. The 76-page study also in- 
cluded data on the central busi- 
ness districts of Phoenix, Glendale, 
Mesa, Tempe, Scottsdale and other 
cities in the area. 


e In celebration of its 35th anni- 
versary, WLAC, Nashville, devoted 
last week to waving the flag for 
Nashville’s “mushrooming econo- 
my,” labeling the celebration 
“Nashville Business Progress 
Week.” The promotion featured 
one-minute taped reports by local 
business executives on their com- 
panies’ progress over-the years. 


e WIR, Detroit, has made avail- 
able to the University of Detroit 
its library of musical arrangements 
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for voice groups. The library con- 
sists of approximately 1,500 dif- 
ferent arrangements with 35 to 40 
separate voice parts for each ar- 
rangement. 


e The annual Snow & Ski supple- 
ment, covering all winter sports 
activities and facilities along the 
eastern seaboard and containing 
detailed information whereon to 
stay in the areas, etc., will be pub- 
lished by Cue Nov. 25. 


e For the eighth consecutive year, 
through the facilities of its music 
library, WCFL, Chicago, donated 
records to the Veterans’ Adminis- 
tration Hospital. 


e Outdoor Advertising Inc. recent- 


and February. 


e In a cooperative effort with the 
University of Detroit, John O. Gil- 
bert II, WXYZ, Detroit, general 


ly sent bouquets of fresh daisies to 
automotive executives to announce 
a $1,000,000 bonanza for their in- 


dustry. The bonus will take the| wyyz and the fundamentals of | over the first place spot nationally |enced the home building industry 
form of a national outdoor ad cam~| oommercial programing, cover-|im the Hoe Report on r.o.p. retail | on a national as well as local scale. 


paign which OAI members will 
provide at their own expense in 
hundreds of markets next January 


|Manager, served as the station’s 
|spokesman in an hour-long pro- 
gram discussing the policies of 


|age and audience response. 


e In 


| 


CAMPAIGN—WBKB, Chicago, is using ads like this in railroad sta- 
tions, air terminals and outdoor posters to promote its programs. 
Reach, McClinton & Co., Chicago, is the agency. 


become aware of the dangers of 
communism, WBKB, Chicago, is of- 
fering free a pamphlet issued by 
the FBI, “The Communist Party 
Line.” 


e To promote the fact that it took 


|color ad linage, the Morning Star, 
| Rockford, Ill., sent neckties keyed 


order that its viewers may to the three r.o.p. primary colors | 


|ple around the country. 


85 


to key advertising and agency peo- paid circulation of 3,564,000 in the 
third quarter of 1961, a 9.8% gain 


e To celebrate its first anniversary, over the comparchis 1900 parted. # 


WIBF, Jenkintown, Pa., fm station, | 
pulled a switch by sending birth- | 
day cards to listeners who had 
written the station requesting a 
card. The station also invited lis- 
| teners to a party held in its studios. 


HAMMOND-E. CHICAGO Lake County, ind. 


ABC. City Zone RETAIL SALES, 1960 
nnn 


sell this West Half of 
the Nation’s 50th LAR- 
GEST Standard Metro- 
politan Area through the 


ICAL. SAIES IMPACT 
of 
THE 


SOURCE. 


|e WAVZ, New Haven, has re- SALES MGT 


sumed its former 24-hours-a-day 
air policy. 


e A new public service program 
aimed at increasing the quality of 
new home construction has been 
inaugurated by The Saturday Eve- 
| ning Post. Most Influential Build- 
\er trophies will be awarded annual- 
|ly to a few leading home builders 
whose merchandising ability and 
extensive use of Post advertised 
brand name products has influ- 


e Department of New Laurels: 
Redbook Magazine reports net 


that category. Note these comparative totals: 


SAN DIEGO, CALIFORNIA 


ALAMEDA (OAKLAND), CALIFORNIA. . . . . . 
KING (SEATTLE), WASHINGTON . . .... . 
MARICOPA (PHOENIX),ARIZONA. . . . . | . 
FULTON (ATLANTA), GEORGIA . ...... 


SALES ESTIMATES: 1961 SALES MANAGEMENT SURVEY OF BUYING POWER 


NEWSPAPERS THAT MEAN BUSINESS IN SAN DIEGO 
With automotive sales totaling more than $245,000,000 last year, San Diego 
County, California, ranked 15th among the nation’s 200 leading counties in 


: 


Copley Newspapers: 15 Hometown Daily Newspapers covering San 
Diego, California — Greater Los Angeles — Springfield, Illinois — 
and Northern Illinois. Served by the Copley Washington Bureau and 
The Copley News Service. 


- +» $245,078,000 
- +» $226,732,000 
- +» $202,636,000 
- + $195,347,000 


. » $190,975,000 ' 


Two metropolitan newspapers sell the important San 
Diego market: The San Diego Union and Evening Tribune. 
Combined daily circulation is 226,437 (ABC 3/31/61). 


REPRESENTED NATIONALLY BY NELSON ROBERTS & ASSOCIATES, INC. 


NE 
‘THE RING OF TRUTH” CwWISPApens 


The San Diego Union | LVENING TRIBUNE 
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TIME is the only 
newsmagazine to run 
editorial full-color—an 
extra dimension of 
insight and information 
for TIME's readers. One 
more example of 
performance that has 
made TIME the far-ahead 
leader in its field. 


Important advertising 


belongs in TIME... 
America’s Most 


Important Magazine. 


TIME 
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REVIEW 
OF THE WEEK 


Roens White Starch 
SOME viPS—Among the speakers at the Mid-Atlantic 
Regional Industrial Advertising Conference spon- 
sored by four chapters of the Assn. of Industrial 
Advertisers (Baltimore, New York, Newark and 
Philadelphia) was Dr. Daniel Starch, Daniel Starch 
& Associates, who was the luncheon speaker. With 
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Mast Seidel Tyson 
him are Burt Roens, Scott Paper Co., program 
chairman; and Frank White, SKF Industries, and 
president of the Philadelphia chapter of AIA. Three 
panelists were Bud Mast Jr., Conover-Mast Publi- 
cations; Robert B. Seidel, Automatic Timing & Con- 
trols; and Irwin W. Tyson, O. S. Tyson & Co. 


Griffiths 
HOSTS, SPONSORS, OBSERVERS—Officers of three of the 
four AIA chapters sponsoring the Mid-Atlantic Re- 
gional Industrial Advertising Conference were 
joined by two representatives from national head- 
quarters. Chapter presidents are Phil Gisser, U. S. 
Industrial Chemicals, New York chapter; Frank 


4 


Luckasavage Storrie 


FOR A DAY—Peter E. Schruth, vp and ad director, The Saturday Eve- 
ning Post, dictates memo to Shirley Hart, senior at Philadelphia’s 
Roxborough high school, during an “executive for a day” program 
involving students from 16 Philadelphia school districts. Eighteen 
other companies participated in the all-day program, sponsored by 
the Philadelphia chapter of the National Office Management Assn. 


Hazemey 
CONFEREES—At the Four A’s eastern annual conference were Walt Luckasavage, R. A. 
Storrie and Sam Hazemey, Warwick & Legler; Marvin Katzman, Benton & Bowles; 


Freeman 


Welch 
White, SKF Industries, Philadelphia chapter; Gerry 


White 


Welch, Welch, Mirabile Advertising, Baltimore 
chapter. Greg Corigliano, Sel-Rex Corp., Newark 
chapter, couldn’t attend. AIA officers are John 
Freeman, president of the group, and Bob Grif- 
fiths, assistant to Mr. Freeman. 


Bobbe 


‘ 


Katzman Scher 


AGENCY MEN—Among agency men present at the 
eastern annual conference of the Four A’s were 
Alan Bobbe, Aitkin-Kynett; Joe Joseph, Maxwell McCann-Erickson; and Robert Liddel, of Compton. 


Ronald Scher, Cunningham & Walsh; Jim Stack, Young & Rubicam; Kelly Taeger, Mc- 
Cann-Erickson; William Kennedy and Ben Egan, National Outdoor Advertising Bureau. 


Akerson Kennedy Sapoznik 


BOSTON MEETING—Chatting at the eastern region workshop of the Na- 
tional Newspaper Promotion Assn. are Edward M. (Ted) Kennedy, 
the president’s youngest brother and a luncheon speaker; George E. 
Akerson, assistant publisher, Boston Herald & Traveler, and Ira C. 
Sapoznik, promotion and public relations director, Rochester Times- 
Union. Mr. Sapoznik was succeeded as eastern region president by 
Robert L. Ahern, research and promotion director, Boston Globe. 
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Joseph Vitt Shutts 
Sackheim-Franklin Bruck Inc.; Samm B. Vitt, Do- 
herty, Clifford, Steers & Shenfield; Herb Shutts, 


Stack Toeger Kennedy Egan 
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Now, one of America’s most respected women 
speaks her mind every month in Redbook 


Young Adults look to Redbook for ideas . . . in every area of living. It is logical, therefore, 

. that Margaret Mead, distinguished anthropologist, social commentator, candid critic and wise counselor, should become Redbook’s 

newest regular columnist. She joins good company. Irwin Shaw, Arthur Miller, Santha Rama Rau, 

Carson McCullers, Leo Rosten, Allan Seager have all been talking to Young Adults in recent issues of Redbook. 
Result: exciting fare for an exciting audience—Young Adults who have made Redbook their book. 
This is the kind of editing that has won us a whole array of awards (most recently the Helmholtz. Memorial Award 
and the first National Media Award of the Family Service Association). More important, 

: such editorial vitality is its own reward. According to latest published figures, Redbook’s circulation is growing at a faster rate 
Nie than that of any other major U.S. magazine . . . and advertising has increased for eight consecutive years. 


gE — 


REDBOOK The Magazine for Young Adults. Circulation base 3,450,000. 230 Park Avenue, New York. MU 6-4600—and Chicago, Boston, Los Angeles, San Francisco. Another exciting publication of THE McCALL CORPORATION 
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KEEPING 
OP 


with » 
MES. JONES 


She’s the young wife and moe in the middle-income bracket who 
makes cash registers ring in suburbia’s busy shopping centers and in 
urbia’s bustling supermarkets. That’s where you catch Mrs. Jones .. . 
and that’s where Mrs. Jones buys Family Circle. (Over 6,000,000 single- 
copy sales each month.) She’s a faithful reader of Family Circle—because 
it’s her basic handbook for homemaking. (With its “strictly-service” editorial 
policy, Family Circle delivers homemakers only.) And she trusts Family 
Circle ads. She consuits them .. . and acts on them. That’s Mrs. Jones. 
With the help of Mr. Starch and Dr. Dichter, we’ve gotten to know her 
pretty well. But how weli does she know you? Do you have the right 
advertising vehicle to reach her? You do if you’re riding in Family 

Circle. And if you're not-well, come on board and let us 

introduce you to millions of Mrs. Joneses. 
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| THE NATIONAL NEWSPAPER OF MARKETING 


Needed: ‘Advertising That Passes All Boundaries’... 


International Advertisers Must Devise Universal Ads, 
Dump Separate National Ones, Swedish Adman Avers 


If a single international edition of Reader's Digest can succeed throughout Europe and most of the world, 
why can’t a single advertising campaign? Why must separate national campaigns be tailored to each nation 
for the same product, as is now common practice? So ‘asks Eric Elinder, Swedish agency head. “Why should 
three artists in three different countries sit drawing the same electric iron and three copywriters write what 
is after all largely the same copy for the same iron?” he queries. Mr. Elinder. who believes consumer differ- 
ences are diminishing from nation to nation, would prefer to put top specialists at work devising a strong in- 
ternational campaign which then could be presented “with insignificant national modifications rendered nec- 
essary by changes in language.” His opinions, which contradict a popular notion among international ad- 


men, are presented here in large part, as expressed in a speech at the fourth biennial European conference 
of the International Advertising Assn. in Madrid. 


By Eric Elinder 


President, Wilh. Andersson Advertising 
Agency, Stockholm, Sweden 


As a result of the swift transmission 
of pictures by the press and television, 
top [industrial] designers in the world 
are obliged ‘to see their products copied 
within the space of a few days. In the 
face of the concerted demands of industry 
and commerce, and of leading politicians 
for a “common market,” the designers 
must accept an early rejection of national 
characteristics in industrial utility prod- 
ucts. [Designers are] strikingly agreed on 
the fact that common design, unrestricted 
by national frontiers, is absolutely es- 
sential. . . 

I have ventured to spend a week or 
two in studying agency advertisements 
and literature sent out by a large number 
of European advertising agencies and ad- 
vertising chains. Judging from this ma- 
terial they hold practically without ex- 
ception views which are diametrically 
opposed to those of Europe’s leading de- 
signers. 


s I have not read a single folder pro- 
duced by a European advertising agency 
which does not claim that advertising 
must be planned in detail by people “with 
years of experience in the market con- 
cerned,” who are “well acquainted with 
local market conditions and local con- 
sumer psychology”—people who “have 
the power to play on our hidden national 
emotions”—and who revert to quoting 
hackneyed phrases from sterile advertis- 
ing copy. 

While industry all over Europe is un- 
dergoing an acceleration of mergers, while 
at the same time we produce lengthier 
and lengthier series of identical refrig- 
erators, electric irons, cycles, safety ra- 
zors, cigaret lighters, cosmetics and thou- 
sands of other products, the leaders in 
European advertising, whether in London, 
Paris or Dusseldorf are, as far as I can 


see, united with the small-time prophets 
in the many small cities all over our con- 
tinent, in their demand that advertis- 
ing for these goods, which are identical 
in the majority of markets, must be for- 
mulated differently and dressed up in 
arguments which vary from country to 
country. Can this attitude be justified? 
Today? Tomorrow? 


s Here we have a head-on clash of 
views. . . 

The question is undoubtedly of great 
importance to manufacturers, advertising 
agencies and, last but not least, the hun- 
dreds of millions of consumers who come 
into contact with European advertising 
every day. 

I should, however, like to put it to you 
that the question before us is more far- 
reaching in its implications than we have 
hitherto agreed and that it is of an im- 
portance which extends far beyond the 
normal scope of advertising. It extends 
into the realms of trade policy. 

Is it true that our various markets 
here in Europe are so different, that a 
message formulated in the same way for 
the same product cannot appeal with as 
much success to two or three or more 
markets as a national campaign tailor- 
made for that market? 

If the advertising world should really 
be right in asserting that every market, 
large or small, requires an individual ap- 
proach because market conditions vary to 
such a great extent, because the national 
temperament varies so much that every 
advertisement, every folder, every mar- 
keting scheme must be tailored to fit— 
what reality actually is there, then, be- 
hind our dreams of a united European 
market? 


If ‘Reader's Digest' Can Appeal 
to All, Why Not Ads? 

Is there any prospect at all that we can 
plan advertising campaigns this very day, 


which can be put into operation in two 
or more European countries without any 
change in their basic outline, at least in 
the case of certain products or product 
groups in the same way as a single cam- 
paign can normally be used from coast to 
coast in the U.S.A.? Can we tomorrow or 
the day after tomorrow take this major 
step forward towards coordination? Or 
must one single product from one single 
manufacturer be presented with different 
arguments, different copy and different 
illustrations in every minor section of the 
market in our part of the world? That is 
the big question. 

If every country were to demand a 
sales appeal of its own, how is one to ex- 
plain the great success achieved by, for 
example, Reader’s Digest all over the 
world? How is one then to explain the 
success of the great best sellers, world 
famous films and theatrical productions? 
I believe that the very existence of the 
Reader’s Digest is one of the best proofs 


Eric Elinder 


that we are living in a market which is 
in many respects uniform. If people 
speaking different languages and with 
skins of different colors can read the 
Same literary content matter, if the 
Reader’s Digest can be sold successfully 
with approximately the same contents in 
markets all over the globe, why then 
must the advertising material in the same 
publication vary from market to market? 
Isn’t there something wrong in this rea- 
soning? Intellectual consumption of lit- 
erary matter must by the very laws of 
logic be more bound by tradition and 
conditioned by local circumstances than 
comparatively new and very superficial 
consumer information on ordinary con- 
sumer goods. 


Language Differences Are Lightweight 
—Mere Feathers, Not Whole Goose 

I know that courtesy forbids speaking 
of rope in a hangman’s house. I also know 
that there are certain combinations of 
letters with unpleasant or offensive as- 
sociations which cannot be transferred 
with impunity direct from one market to 
another where the language is different, 
but these are lightweight considerations 
—mere feathers, aren’t they?—which 
have been made out in advertising circles 
to be big fat geese threatening to take 
wing with common sense astride their 
backs and, what is just as serious, threat- 
ening to put Europe’s leading advertising 
men outside the pale of a development 
which is of decisive importance to the 
economic future of our part of the world. 


= Twenty years ago, when we began 
looking after the advertising for the 
Swedish savings banks, we used an ad- 
vertisement showing large cart horses in 
an appeal to farmers and small-holders 
all over the country to save the profits 
from their farming by depositing them at 
the local savings bank. We received a 
kindly reminder from northern Sweden 
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that up there they used smaller horses of 
another breed in the thick forests, be- 
cause the horses from southern Sweden 
couldn’t stand the climate. Today there 
are no horses in savings-banks’ adver- 
tisements either in the north or south. 
In place of the horses, Swedish farmers 
use a tractor which looks just the same 
up north and down south. 

This uniformity is what gives European 
economy its chance. This is, in my opin- 
ion, what gives us advertising men an 
opportunity to help pull down the walls 
which have separated our markets far 
too long. It is of vital interest both for 
industry and ourselves that we should 
not seek misguidedly to delay a process 
of development which must inevitably 
come and has in fact already begun even 
if we haven’t noticed it. 


National Boundaries Are Crumbling 
in Literature, Art—and Ads 

{Top designers have] said that na- 
tional characteristics in the design of 
products are gradually disappearing. The 
same is true with literature, the arts, 
music, film and last but not least—to the 
best of my belief—advertising. In this 
context the advertisements in the Read- 
er’s Digest itself make very interesting 
material with which to illustrate the 
truth of this statement. 

I don’t know whether you have ever 
given consideration to the fact that in 
Reader’s Digest we have an excellent 
common denominator by which to com- 
pare, country by country, advertisement 
layout, the sales arguments used, and the 
choice of theme, and gain a fairly exact 
idea of how far these countries have 
progressed towards a coordination which 


.at the same time measures our common, 


homogenous market. 

We are all of us aware that American 
advertising has served as a model for 
advertising men all over the world. But 
has it ever crossed your mind that by 
analyzing the advertisements in the 
American edition of Reader’s Digest and 
comparing them with advertisements in 
the various foreign editions of the same 
magazine, we can get a certain idea—a 
rather rough idea, I agree—of how far 
the country concerned has progressed to- 
wards the coordination stage . . . and how 
far its advertising has progressed towards 
Americanization in every country where 
Reader’s Digest appears. 


s I have recently looked through the 
Reader’s Digest for the last decade or so 
and have compiled a brief comparison of 
advertisement layouts from different 
countries during the years 1950, 1955 and 
1960. It has astounded me to note the 
swift pace at which we are all heading 
towards the same goal. Any variation is 
simply due to the fact that certain coun- 
tries because of their size, their isolated 
position, limited printing resources and 
perhaps to some extent, too, because of 
strong national traditions and a national 
inclination to opposition have shown 
themselves more immune than others to 
the development which in itself is a nat- 
ural one. 

There can be no doubt, however, as to 
the direction in which we are heading or 
the tendency of today: We are all moving 
towards a uniform European style of ad- 
vertising—and then on towards a uniform 
world style—which means that we are all 
anxious to see advertisements which in- 
spire confidence, which carry a sense of 
elegance and quality communicated in 
the picture language which is becoming 
more and more uniform all over the 
world, year‘by year. 

If advertising men, artists and copy- 
writers the world over would join in sup- 
porting this pattern of development to- 
wards a common advertising language in 
word and picture—a development which 
need by no means result in the death of 
artistry and imagination (quite the con- 
trary), we shall succeed to a great extent 
in smoothing the way for the wider mar- 
kets to come. 


Of all the rich fund of material which 
I have gathered from my study of the 
Reader’s Digest over the last decade, I 
want to mention here the main tenden- 
cies which immediately hit the eye. More 
detailed study I leave to you, yourselves. 
I hope, that after this conference the 
Reader’s Digest and other worldwide 
concerns in this field will make available 
sizable sums of money to enable a full 
study of this interesting development 
process throughout the world to be 
made, so that these international publi- 
cations can enable us to follow in detail, 
from country to country, what is really 
taking place under the surface. Is there 
any task in the world of advertising of 
greater urgency? 


Nation-by-Nation Similarities 
in Advertising Keep Growing 

In order that this speech of mine shall 
not be merely a series of statements and 
conjectures, I want to give you a few 
illustrations of the pattern of development 
within a small number of different areas, 
so that you may see for yourselves. As 
Reader’s Digest is the only magazine 
which appears in various editions 
throughout the countries of the world, 
I have deemed it natural to use this for 
purposes of demonstration. 


1. Advertisements carrying artist- 
drawn main illustrations are very much 
on the retreat all over the world. In 1955 
some 45% of all advertisements in the 
U.S.A. edition carried a main illustration 
drawn by a commercial artist. Five years 
later the proportion was down to 27%. 
Here, as always, the U.S.A. is clearly in 
the lead. Five years ago 60% of all ad- 
vertisements in the Swedish edition had 
a main illustration which was the work 
of a commercial artist. After five years 
the percentage in Sweden is now 41%, 
that is to say, approximately the same 
position as the U.S.A. occupied five years 
ago. The same development can be seen 
in France and Germany, where the per- 
centage has fallen in the last five years 
from 54 and 51, respectively, to 40. Thus 
Sweden, France and Germany are in 
this respect 4 or 5 years behind the U.S.A. 
in their development. 

In 1955 Spain had 71% artist-illus- 
trated advertisements. By 1960 the figure 
had fallen to 54%, or the same level 
which France had reached five years ago. 
This may indicate, perhaps, that national 
tradition is stronger in Spain than in 
France, but it is still of little consequence 
by comparison with the process of inter- 
national development. It wouldn’t sur- 
prise me if, after this conference, all the 
countries present become more conscious 
of the speed with which this develop- 
ment is advancing, whether we like it 
or not. 


2. The other side of the picture, of 
course, is the commensurate growth in 
the use of the advertising photo over the 
same period. Five years ago 48% of ad- 
vertisements in the American Reader’s 
Digest were already dominated by pho- 
tography. By 1960 as many as 66% of all 
advertisements used photographic il- 
lustrations. Sweden, Germany and France 
quickly followed suit. Sweden is in this 
respect the most Americanized country, 
with just over 50% photographic illus- 
trations. Close on her heels come Ger- 
many and France with 48% and 45%, re- 
spectively, and last of the five countries 
we find Spain with 37% of her advertise- 
ments illustrated with photos. Spain is 
in this respect at the level which Ger- 
many had reached in 1958. It is evident 
the future looks bright for the commer- 
cial photographers in this world. 


3. Another interesting tendency also 
makes itself apparent: The big, square, 
“bleed” photograph-dominated advertise- 
ment layouts in the U.S.A. edition of the 
Reader’s Digest in 1960. About 60% of 
all advertisements were of this type. Here 
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Sie hat alles, was eine Filter-Cigarette weit Uber 
den Durchachnitt hebt: Erlesene Tabake, wirzig-reines 
Aroma, sympathische, natiirliche Frische - 
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INTERNATIONAL APPEAL?—A steady trend in national advertising in Europe has been 

toward big, dominant, square photographs in ads, says Swedish adman Eric Elinder. 

Examples are these German ads: (1) A German version of the “Marlboro Man,” pro- 

duced by J. Walter Thompson Co. for its client, Brinkmann, which makes the brand 

under license from Philip Morris, and (2) an ad for Muratti Privat, another Brink- 

mann brand. This, says Mr. Elinder, is part of an international trend toward a uni- 
versal “and elegant advertising language of words and pictures.” 


we can really speak of standardization, 
and please note that this development 
process has taken place without anybody 
talking about it—simply as an intuitive 
striving towards a uniform and elegant 
advertising language of words and pic- 
tures. The same development is also tak- 
ing place as far as editorial matter is 
concerned. Only five years ago this type 
of advertisement was relatively rare in 
all other countries in Europe. Only 10% 
or 11% of the advertisements in France 
and Germany had a layout containing 
large, square, “bleed” photos. There were 
fewer in Sweden—only 8%—and in Spain 
about the same, or 7%. 

In these last five years the process of 
Americanization has moved incredibly 
rapidly forward, even if no other country 
has yet reached the U.S.A.’s figures of 
five years ago. The fastest development 
has as usual been in Sweden. There the 
proportion is already 37%. Germany and 
France, like inseparable Siamese twins, 
share second place with 26% or 27%. 
Spain, too, has made great progress but 
not yet got further than 21%. 

Isn’t it remarkable that national ad- 
vertisers (I have omitted the interna- 
tional advertisers altogether in this study) 
and the national advertising agencies 
have spontaneously and of their own ac- 
cord, without directives, fallen in step 
with a visual world language, which is 
maturing before our eyes? How do you 
reconcile this with the statements found 
in certain agency literature to the effect 
that all advertising has to be tailor-made 
for each specific market? ... 


s [All of this] makes no pretense, of 
course, to being a scientific study. The 
material is all too limited, the border line 
is at times an embarrassing problem. This 
is a case of a single magazine in a single 
size, etc. I am aware that development 
in the daily press has not been at any- 
thing like the same pace, even if the di- 
rection in which it is moving is the same. 

However, I have found the above tend- 
encies to be so clearly defined that I 
am anxious to express my thoughts before 
this extremely qualified assembly, while 
at the same time stressing the impor- 
tance of our making a reality at the ear- 
liest possible moment, of a truly scien- 
tific study of the development of picture, 
copy, layout and visual presentation in 
different media and different countries 
towards steadily greater uniformity. The 
advertising field should certainly not be 
allowed to become a national reservation 
for otherwise extinct animals and plants. 


Ads, Like Clothing, Can Be Same 
in London, Paris, Stockholm 

There are many, many other examples 
which show that we shall soon be faced 
with a common market here in Europe— 
in the whole world, as a matter of fact. 
Just look, for example, at sales of Italian 
or Italian-style shoes in various countries 
in the last five years. The ladies of Lon- 
don, Oslo, Stockholm, Berlin, Paris, Rome 
and Madrid wear exactly the same type 
of shoe, often manufactured by the same 
maker or designed by the same designer. 
Can anybody in his right mind conceive 
why these shoes, produced for an inter- 
national market, should be presented to 
an international public through nationally 
designed advertising, varying from coun- 
try to country? I can’t. 


® You, gentlemen, who are sitting here 
before me today, you are dressed in much 
the same way. You’re confronted with 
the same problems in your daily work; 
you read to a large extent the same in- 
ternational newspapers and magazines; 
you wear, perhaps, a British suit, German 
socks, Italian shoes, a Swiss made watch 
and a tie from Thailand. You shave with 
an American razor blade in a British 
razor; you drink French wine and Dutch 
gin, and you dance an American cha- 
cha-cha when you’re not looking at Euro- 
vision. 

The same would be tfue if you were to 
organize a conference for doctors, engi- 
neers, trade union leaders or business 
and professional women from all corners 
of Europe. Even the farmers, tradition- 
ally bound by their age-old task to the 
soil and their own fields, today leave for 
a holiday in Paris as soon as the harvest 
is safely in, and they lie on Majorca’s 
beaches before they set their potatoes. 
This is already a reality in large areas of 
Europe—aren’t we as advertising men, 
bound to take this into consideration? 


® Have you ever thought what tourism 
means in the building-up of a common 
European market? There aren’t many 
homes, even in the most out-of-the-way 
corners of Europe, which haven’t in the 
last few years received a visit at some 
time from a foreign tourist, who has talked 
of his own market, consumer habits at 
home in his own country, etc. History is 
full of stories of the great migrations 
when the Goths poured down into Italy 
and the Huns overran Europe from Asia. 
And yet these were small insignificant 
mass movements by comparison with 
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Speaking of dollar efficiency... 


To advertising men who are also business men, the big problem 
today is maintaining continuity in the face of rising advertising costs. 

In reaching women, isn’t it a happy fact that the worth-more 
magazine, the only true service magazine, is also the lowest cost, the 
most efficient? 

Always a deeper, richer, more useful magazine, Good Housekeep- 
ing has attracted a more dedicated reader — better educated, more 
able to buy. 

And because Good Housekeeping is worth more, women gladly 
pay more for it. It’s the first multi-million circulation magazine with 
a 50¢ price. 

When readers pay an equitable share of publishing costs, ad- 
vertising rates can be kept at sensible levels that permit continuity 
and advertising efficiency. See the chart at right. 

Today, a growing list of important advertisers are demanding 
continuity in their magazine schedules—and turning to Good House- 
keeping to get it. 


HOW MANY B. & W. BLEED PAGES 


TOTAL 

$222,000 BUY IN MASS MAGAZINES IMPRESSIONS 
1 2 3 4a Ss 6 7 & oO 10 aa 12 

pon. a 12 PAGES OUT OF 12 ISSUES 59,736,000 
es 6.5 PAGES OUT OF 52 ISSUES 42,452,000 
LOOK 6.0 PAGES OUT OF 26 ISSUES 42,000,000 
LIFE 5.8 PAGES OUT OF 51 ISSUES 40,600,000 
ens ee 1.3 PAGES OUT OF 12 ISSUES 51,100,000 
McCALL'S 6.5 PAGES OUT OF 12 ISSUES 45,500,000 


Bored on lotest onnounced rotes for 8. & W. bleed poges, without discounts, ond rate bose or delivered circuloti hi 
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tourism of today. I have heard that in 
1960 alone, approximately 40,000,000 peo- 
ple traveled abroad. 


= Musn’t it be bewildering and discon- 
certing for all these millions of tourists, 
and mustn’t it appear to them a senseless 
waste of money to find that posters adver- 
tising the same toothpaste vary from 
country to country, that a refrigerator, 
an electric lamp, a cosmetics product is 
presented to the public under different 
names, different logotypes and with dif- 
ferent advertising material, when the de- 
sign, the quality and the manufacturer 
of the product are exactly the same? 

It is we, the men of advertising, who 
are in daily contact with the representa- 
tives and spokesmen of international in- 
dustry, who see how radio, tv, the press 
are every minute engaged in breaking 
down all barriers—it is we who must 
agree upon the necessity of seeing that 
the uniform market growing into being, 
before our very eyes at the earliest pos- 
sible moment, is given effective coor- 
dinated advertising, which need not mean 
less variation or less impact. 


Same Bank Campaign in Seven 
Nations Gets Big Results 

So that I should not speak out solely 
on the basis of other people’s experience, 
other people’s thoughts and other people’s 
conjectures, and so that I might confirm 
for myself the truth of the thesis which 
I am defending here today, I have during 
the last two years conducted an inter- 
esting experiment on a relatively large 
scale in one of the most complicated and 
challenging areas I know. This is one of 
those areas which are linked with a mass 
of emotional and traditional prejudices 
and which are hedged in with legal re- 
quirements varying from country to coun- 
try. I am thinking now of savings banks 
and savings propaganda. 

In the past two years, on the basis of 
a single identical idea, I have built up an 
identically organized and conducted ad- 
vertising campaign, with exactly the same 
material, to reach the fishermen of Trom- 
so, a long way north of the Arctic Circle, 
the people of Tasmania off the south 
coast of Australia, the teeming millions 
of Great Britain’s cities and the inhab- 


itants of Jersey in the Channel Islands, 
the shepherd on the Scottish moors, the 
people of the valleys of Austria, town 
and countryfolk in Finland, and last but 
not least, the entire population of Den- 
mark. 

The campaign was conducted in the 
form of a savings bank week when med- 
als were distributed in each country as a 
reward to all those who deposited the 
contents of their money boxes or opened 
a new account. The experience gained 
from these campaigns, which have been 
conducted in seven different countries, is 
extremely interesting and is consistent 
down to the last details. [They have] run 
two successive years so far. 


= If you compare the bank week which 
I helped to arrange in these six coun- 
tries, with exactly the same week in the 
preceding year, then it can be seen that 
the amount deposited increased in every 
country by 44% to 90%. In Denmark the 
campaign was such a success that in a 
week the Danish savings banks received 
many tens of millions of kronor from the 
830,000 people who joined in the cam- 
paign, that is to say that one of every five 
Danes visited the savings bank during 
the week. . . 

New customers brought to the savings 
banks by the week [increased] between 
162% and 415%. In each country exactly 
the same ideas, exactly the same material 
and exactly the same promotion pro- 
grams were used. 

These figures give me grounds for say- 
ing today that this campaign can be con- 
ducted-in any country in the world with, 
by and large, the same results. Why, 
then, is one to conduct national cam- 
paigns in different countries with no ini- 
tial knowledge of their effect? This ex- 
periment, together with all the other 
arguments in favor of the same move, has 
finally convinced me that it is already 
possible today to carry out international 
campaigns throughout Europe—in some 
eases throughout the free world—for 
many of the products and ideas which 
are at present being advertised through 
diffused national campaigns. If savings 
bank books, air travel, refrigerators and 
similar things can be sold in this way, 
then practically any international prod- 
uct or international idea can also be sold 


What Chey’re ( Really ) Saying... 


“Don’t cry, Miss. I’ll bet even the sponsor didn’t notice you pull the 
door off his refrigerator.” 
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in the same way. 


® Three different kinds of business un- 
dertakings have grown up in the last 
ten years in industry, the wholesale trade 
and the retail trade. These are: 

1. Genuine business chains with tens, 
hundreds or thousands of branches cov- 
ering a whole country or sometimes cov- 
ering a complete section of the world. 

2. Voluntary chains of enterprises, 
which have given up their freedom in 
certain respects (in the interests of their 
customers and in their own interests) in 
order to gain corresponding advantages. 
It has proved itself possible for these vol- 
untary chains of enterprises to compete 
very successfully with the real chains. 

3. Independent undertakings not par- 
ties to any chain arrangement, limited to 
a certain area or a certain sector—dquite 
simply specialist enterprises of one type 
or another. 


What Agencies Can Expect 

For my own part I am fully convinced 
that in the advertising field development 
will be exactly the same. We shall have, 
as I see it: 

1. Genuine chains of agencies. In fact, 
we already have them: There are the 
J. Walter Thompson, the McCann-Erick- 
son chains and many others besides. In 
certain countries these chains will open of- 
fices of their own, in other countries they 
will work in collaboration with coopera- 
tive free agencies. All planning of adver- 
tising and all design of advertisements 
will be done centrally in creative team- 
work and intimate consultation with dis- 
tributors and advertising agencies in coun- 
tries where the campaigns are to be con- 
ducted in order to find a sales message 
that will suit them all, one that can be 
used to equal advantage in every country. 

2. Voluntary chains, operating as sub- 
sidiaries, or on an independent basis, in 
certain cases formed for a single assign- 
ment in other cases for many, working 
the same way by building up creative 
European teams to take responsibility 
for the joint planning of advertising cam- 
paigns and the production ‘of advertising 
material, while distribution to national 
media is entrusted to national distribut- 
ing agencies. 

3. Independent advertising agencies, 
occupied above all in marketing national 
products within a restricted area... 


New Split Commissions Coming 

I hear sniffs from some of my col- 
leagues when they hear the words “dis- 
tributing agency” or when they hear the 
term “split commission.” I have never 
been able to understand this negative re- 
action. ; 

Split commission is a tainted word in 
European advertising because there was 
a time when many agencies acquired an 
income practically free of any work for it 
by means of split commission. I believe 
in another form of split commission, where 
the agency in one country and the agen- 
cy in another country divide the com- 
mission paid by the media in direct pro- 
portion to the amount of work and other 
services which the two agencies have per- 
formed, and where the advertiser makes 
no qualms over the extra cost, which well 
planned, well coordinated advertising 
craves. 

The commission from media is intended 
as payment for certain services provided 
by the agencies. Whether these services 
are performed in one country or the other 
is of no real interest to the media. What 
is important to them is that they get 
value for their money, and the advertiser 
gets value for his. With the increasing 
fineness of the gage used to calculate ad- 
vertising agencies’ costs, there should be 
no great difficulty in determining from 
case to case how much each agency is to 
receive. This is the form of split commis- 
sion which I believe to be the commission 
of the future for the European advertis- 
ing agencies. 
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The old form of split commission was 
as a rule 50-50. I think that in the future 
we shall have to view this in a more ra- 
tional and more realistic light. It can as 
easily be 30-70 or 20-80. It all depends 
on where the work is performed. 


s If an advertising campaign for the same 
product is today to be planned for ten 
countries, then there are two methods of 
procedure which can be adopted. As one 
alternative, we could draw up ten na- 
tional campaigns costing, let’s say, 100,000 
kronor each, or in all 1,000,000 kronor 
{for preparation and production costs]. 
In that case, out of a total advertising 
budget of 5,000,000 kronor, only 4,000,000 
remain to be used on various media. This 
is the normal way it is done all over 
Europe today. 

The other alternative—and that which 
I believe to be the method of the future 
—is to allocate maybe 300,000 kronor, 
maybe more, to a joint international cam- 
paign, worked out by an international 
creative team. The 6-700,000 kronor saved 
in this way can be used instead to pre- 
sent the well thought-out and well de- 
signed advertising message with 700,000 
kronor worth of extra force. 

All rational production is based upon 
distribution of work which allows each 
person to do what, from the point of view 
of the whole, gives the best result. That 
is what carries development forward. 


Will Universal Ads Throw 
Admen Out of Work? 

But what would happen to all our art- 
ists, all our copywriters, etc., if all the 
large producers selling throughout Eu- 
rope were to sell their products with the 
help of centrally produced advertising? 
Won’t this mean the breaking up of the 
entire present organization of advertising 
agencies? Won't this mean that people 
will be thrown out of work? Won’t this 
mean less opportunity for gifted people 
to make their way upwards, especially 
in the small countries? 

On the contrary, I believe that this 
development will benefit artists, copy- 
writers, the heads of advertising agencies 
and others, just as much as it will cer- 
tainly benefit the advertisers, the media 
and the consumers. It will force speciali- 
zation in that certain agencies, certain 
artists, certain copywriters will become 
specialists in marketing goods in a wider 
market, while others will become spe- 
cialists in national marketing. 

The swift development which will take 
place in the 1960s will compel us to ra- 
tionalize in this way, whether we want to 
or not. The lack of skilled staff is so great 
that we cannot afford to dissipate their 
energies on work which is too disparate 
in nature. 


® I am well aware that a re-casting of 
one’s thoughts in this field requires work 
and costs money and that in the begin- 
ning a lot of mistakes are certain to be 
made. What one wins by pioneering here 
should, however, be well worth the ex- 
pense and the work. I am convinced that 
in the next few years we shall see the 
emergence of a new method of collabera- 
tion between European advertisers and 
European advertising agencies. What I 
mean will perhaps make itself most clear- 
ly apparent from this picture: 

In 1961, a customer working in three 
countries works with three groups of con- 
tact men, three groups of copywriters, 
three groups of artists studios and three 
groups of office staff. It must be expensive 
and it must involve a splitting of effort 
and an appalling amount of wastage. 

In 1965 (or indeed, much earlier) we 
shall have developed, in my opinion, 
many inter-European creative groups, in 
which advertisers and advertising agen- 
cies will together build up European 
campaigns which, without cutting down 
effectiveness and without weakening re- 
sults, can yield the enormous profits 
which can result from running. an. adver- 
tising campaign which is coordinated in 
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Leadership in Research 


ook presents... 


our 


Shows average-issue and 13-issue-cumulative 
household and individual audiences of Loox. 
Reveals single issue read in 34.5% of all 
homes... 13 issues reach 73.3%, with 6.1 
frequency. Includes audience characteristics, 
purchase data.* 


Authoritative study of car buying and owner- 
ship, tire buying, automobile repairs and 
servicing, mileage traveled. Added sections 
this year cover purchases of gasoline, credit 
cards, waxes and polishes, oil additives and 
filters, liability insurance.** 


new market studies 


 OMNGNEe ay LOOK aeeatee POMBUCTED GY AGOTTS & SENVENE Commaery, tne, 


Volume One (Major Appliances). A 291-page 
report on ownership and acquisition of 26 
major h hold appliances by brands. In- 
cludes consumer characteristics. Covers place 
of purchase, brand loyalty, method of pay- 
ment, top-of-line buying * 


| ORES BT Cte mabe GONOUCTED RY YVITS & SUMPTYE Company, rr : 


Volume Two (Portable Appliances). Reports 
data similar to those in Volume One on 20 
portable household appliances. Documents 
important influence of males and teen-agers 
in originating purchase ideas and actually 
buying small appliances.* 


A pioneer in media research, LOOK— year after year—sponsors 
numerous studies designed to provide advertisers and agencies with the 
most up-to-date and accurate marketing information. The LOOK studies 
are nationwide, based on probability samples. They are conducted 
through personal interviews, by leading research organizations. 


The reports cited above, representing over a quarter of a million 
dollars in research expenditures, are now available through your 
LOOK representative. These latest studies—only a part of LOOK’s over- 
all research program—can be compared with prior LOOK studies to 
develop trend-data information on share of market. 


In years to come, LOOK will furnish American industry with more 
and more basic data essential to the formulation of marketing plans. 


Audits and Surveys C af 
Alfred Politz Research, Inc. = 


7, 000 OOO 
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the best sense of the word. 

Why should three artists in three dif- 
ferent countries sit drawing the same 
electric iron, and three copywriters write 
what is after all largely the same copy for 
the same iron—when instead the. out- 
standing European specialist in the draw- 
ing of electric irons, in collaboration with 
the best European copywriter on the sub- 
ject, could produce a series of advertise- 
ments which could then be presented 
with insignificant national modifica- 
tions rendered necessary by changes in 
language. 

There has long been a certain negative 
attitude to “distributing agencies.” There 
is a tendency to regard the selection of 
media and the placing of advertisements 
as uninteresting routine, work of little 
merit. For my part I hold this part of the 
work as being just as important for the 
result as the creative part. Important too, 
is that the increasingly complicated tech- 
nical side be efficiently and correctly 
handled. 


= I am perfectly aware of the danger of 
going too far with standardization. Just 
imagine what it would be like if all ad- 
vertisements were of the same size, 
carried the same square photo and the 
same watered-down message to suit ev- 
erybody. That is certainly not my aim. 
Neither do I believe that such an effect 
will arise from well planned coordination, 
in the many cases where it is possible to 
effect it. Can anybody tell me that Amer- 
ican advertising today is standardized to 
“these absurd lengths, although the same 
advertisements, printed matter and post- 
ers go out from coast to coast over the 
whole of that enormous continent? 
No—a thousand times, no. In no other 
country can we find such a variation of 
visual language and information tech- 
niques as in the American campaigns. It 
is because they have a large uniform mar- 
ket and because they speak the same 
picture language, that they can afford to 


indulge in as much variation as we have ~ 


On the Merchandising Front... 


here in Europe, but on a considerably 
higher level. 


Advertising Must Be 
Truly International 

It seems to me that it is no longer a 
question of whether advertising can be- 
come international. It must become in- 
ternational. We, whether we are adver- 
tisers, media men or advertising men, 
must, I believe, play as active a part as 
possible in assisting this process of de- 
velopment. If there are no grounds for 
international advertising, then there are 
no grounds either for marketing inter- 
nationally, since advertising reflects the 
state of the market and gives a visual 
presentation of sales concepts. 

If there is no belief in advertising 
that can pass over all boundaries, then 
neither should we manufacture products 
which pass over all boundaries. 

To begin marketing with a local appeal 
which changes from country to country 
is about as sensible as stopping a fac- 
tory’s machinery producing a product and 
setting up production in a number of 
small national factories—these producing 
their own national products in short se- 
ries after their own recipe. 


s We must abandon all our old national 
prejudices and try to see the new lines 
along which development is to take place. 
I believe in international cooperation be- 
tween national advertising agencies in 
the course of which creative groups under 
the leadership of people who are trained 
to think internationally are assembled 
to work in unison. Let us hope that the 
time has passed when each sat like a 
little king in his own kingdom. The pol- 
iticians’ attempts to break down tariff 
barriers and political obstacles are not 
enough; we in sales and advertising have 
an equally important job to do in ridding 
ourselves of the prejudices and faulty 
reasoning which have all too long ob- 
structed development in our very impor- 
tant fields... + 


Where Do ‘Hard Goods’ End— 
‘Soft Goods’ Begin? 


By E. B. Weiss 


It has been customary for many years 
to divide most consumer goods into two 
broad categories—hard goods and soft 
goods, durables and non-durables. And 
for purposes of general discussion, that 
two-way division of 
consumer merchan- 
dise has served a 
reasonably useful 
purpose. 

However, of late, 
there has been a 
tendency to use very 
specific figures 
breaking down the 
total volume of cer- 
tain retailers as be- 
tween hard goods 
and soft goods. This 
has become especially common when talk- 
ing about the newer discount outlets. 
Here it is common, for example, to remark 
(and I have been as guilty of this as any- 
one else) that the discount house formerly 
accounted for 70% of its volume in hard 
goods but will ultimately derive 70% of 
its volume from soft goods. 

Implicit in that observation is the as- 
sumption that hard goods classifications 
are clearly defined; ditto for soft goods 
classifications. If this were so—this col- 
umn would not have been written. 


E. B. Weiss 


s The blunt fact is that there is abso- 
lutey no uniform, no generally-accepted, 


no generally-understood and no intelli- 
gently valid definition of any kind what- 
soever with respect to what is or should 
be included in soft goods and hard goods. 

For example, the top executive of a 
buying office made a talk recently in 
which he commented on the fact that 
discount chains had dropped their hard 
goods percentage of total volume to about 
30%.-When I asked him what he in- 
cluded in hard goods he told me that he 
included—of all things—drugs, stationery 
and cosmetics! 


s This is a practical, highly-competent 
retail executive. Yet, as is self-evident, 
his concept of what constitutes hard goods 
certainly gives amazing elasticity to the 
term “hard.” Moreover, he by no means 
stands alone in this regard. Other retail 
executives who talk very specifically 
about hard goods vs. soft goods will, when 
pinned down, give equally rambling def- 
initions of the two terms. 

At one time I imagine hard goods and 
consumer durables were generally con- 
sidered to include autos, auto acces- 
sories, hardware, appliances, radio-tv, 
furniture, certain classifications of home 
furnishings such as lamps, maybe toys, 
jewelry, housewares, cameras. These may 
not constitute a complete list of the cate- 
gories originally in mind when retailers 
referred to hard goods—but I believe they 
take in the major part. 

Today, however, hard goods may or 
may not include drugs, stationery and 
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them would not appear.” 


minority. + 


Neat Touch with a Trademark 


In Walter Weir’s book, “On the Writing of Advertising,” the statement is 
made, “If advertisements had to be submitted for approval to the editors of 
the magazines or newspapers in which they were intended to appear, most of 


This ad for Travelers Insurance probably was not submitted to the editors 
of the magazines in which it was intended to appear. But it started out as a 
pseudo-magazine story, and whoever wrote it undoubtedly created an editor 
to whom he (or she) mentally submitted it. As a result, it has a freshness in 
its telling and an interest that just a straight ad would not have. 


For an extremely modern ad, it also points up the advantage of one of the 
oldest things in advertising—which used to be called “a trade mark.” That 
umbrella, the handle of which is neatly worked in as the letter “u” in the 
word “Saturdays,” has become identified with Travelers—so that the ab- 
sence of a large logotype doesn’t lose for Travelers the reminder value to 
those who only turn the page. And these, we are confident, will be in the 


cosmetics, as listed by the buying office 
executive I quoted earlier—but hard 
goods may also include luggage, phono- 
graph records, sporting goods, Venetian 
blinds, personal leather goods, an infinite 
variety of sundries, etc. 

Moreover, as I will detail in a few 
moments, Uncle Sam considers blankets, 
rugs, etc., to be consumer durables—and 
to many marketing men consumer dur- 
ables and hard goods are synonymous! 


® Soft goods presumably involve cate- 
gories made from natural or artifical 
fibers—-ready-to-wear, fashion acces- 
sories, lingerie, foundation garments, un- 


dergarments, sleepwear, hosiery, linen 
and domestics, curtains and draperies, 
woven floor coverings, blankets, piece 


goods, outwear, raincoats, sweaters, etc. 
(I would say that soft goods can be, and 
are, more clearly identified than hard 
goods. ) 

However, upholstered furniture seems 
to fall in the area between hard and 
soft. So might drapery, hardware—which 
is seldom sold in the hardware depart- 
ment. So would toys, stationery, hundreds 
of notions and sundries, jewelry and nov- 
elty jewelry, drugs, cosmetics. I’ve seen 
women’s handbags that were more “hard” 
than “soft.” And I note that currently 


some luggage is being made from tapestry 
—would that be hard or soft? 

But that is only part of the semantic 
confusion. The U. S. Department of Com- 
merce has statistics covering “consumer 
durable goods.” As I’ve said, these are 
generally considered to be synonymous 
with true hard goods. Well—the major 
items classified by the department under 
consumer durables include the following: 


Jewelry and watches 


Furniture (including mattresses and 


bedsprings) 

Kitchen and other household appli- 
ances 

China, glassware, tableware and 
utensils 


Other durable house furnishings 

(principal items are: floor cover- 
ings, comforters, quilts, blankets, 
pillows, picture frames, mirrors, 
art products, portable lamps, 
clocks, writing equipment, and 
hand and garden power tools) 


Ophthalmic products and orthopedic 
appliances 


Automobiles 
Tires, tubes, accessories and parts 


Books and maps 


ce 
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cnomenon 


@ Ad man Albert Lasker once said, “Show me the number of cou- 
pon returns a magazine pulls for its advertisers and that’s the 
proof of its readership and selling power.” 


onthe selling 


@ Let's face it. The true test of a magazine is what it can PROVE, 
not what it claims. The Diners’ Club Magazine can PROVE that it 
is read—it can PROVE that it has unprecedented selling power— it 
can PROVE that it is the best advertising dollar investment that 
can be made for any preduct or service seeking a top income, credit 
checked business executive audience. An audience that travels, that 
has aie and spends money. Here’s some proof—not claims— 
proof: 


AMERICAN PHOTOCOPY COMPANY (APECO duplicating machines) 
. . . September 1960 first ad in DCM. Over 4,000 coupon returns 
converted into $200,000 in sales. Now a regular advertiser. 


MERRILL LYNCH, PIERCE, FENNER & SMITH .. . June 1960 first 
ad in DCM. Now runs 8 times a year. 


STERN’S NURSERIES (One of the nation’s largest advertisers of cut 
nursery products) .. . Tested DCM 2 years ago with a one page in- 
sertion. Results so phenomenal, they placed advertising in excess 
of $150,000 with the DCM last year. 


BOOK-OF-THE-MONTH CLUB... March 1961 first ad. Now running 
on a regularly scheduled basis with pages and insert cards. 


BOHN CALCULATOR ... February 1961 first ad in DCM. Now a regu- 
lar advertiser. 


SCHENLEY IMPORTS ...Budgeted $75,000 in the DCM for five 
issues, including the largest accordion fold (16 panels) ever run in 
a national publication. 


HEINEKEN’S BEER ... January 1961 first ad in DCM. Now on a 12x 
basis. By way of testing publications, used beer glass offer in DCM 
and other national magazines; result—DCM per dollar invested far 
exceeded returns from any other magazine used. 


@ Important new advertisers are scheduling the DCM every month. 
Dewar’s White Label, Time Magazine, Renfield Importers, Ron Cari- 
oca Rum, Brione’s Akvavit, Haig & Haig, Piper Heidsieck, Cointreau, 
Walter Black’s Classics Club, Prentice Hall, Show Business Illus- 
trated, Swift’s Premium, Avis Car Rental and Matson Line are some 
of the current Diners’ Club Magazine advertisers. These are people 
who already have realized the astounding potential of the magazine 
read by the highest income group in America. 


@ The Diners’ Club Magazine has a paid circulation of 900,000. The 
average annual income of its readers is $16,876.35—at least sev- 
eral thousand dollars higher than any other magazine in the country. 
Its readers not only can afford to spend more, they DO spend more. 


If you want to reach this income group, if you want to create new 
sales, larger sales, The Diners’ Club Magazine is your cup of tea. 


For the overall story of our quality market coverage, contact our 
National Advertising Director, Leonard Mogel, at The Diners’ Club 
Magazine, Department A, 10 Columbus Circle, New York 19, New 
= oe 5-1500. He'll make sure a representative gives you all 

e details. 


Also available on request: The Diners’ Club Magazine Reader Sur- 
vey, a careful study of the magazine’s readers and what they buy. 


our cover: On the reverse side of this piece is the cover of the 


December Diners’ Club Magazine. Noted writers we have also 
published during the past year: Rod Serling, Jerome Weidman, 
Cleveland Amory, Ben Hecht, Ludwig Bemelmans, Jimmy Cannon, 
Paul Gallico, Ogden Nash, James Gould Cozzens, Quentin Reynolds, 
John Steinbeck, etc. 
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Wheel goods, durable toys, sports 
equipment, boats and pleasure air- 
craft 

Radio and television receivers, rec- 
ords and musical instruments 


# That breakdown by the Department of 
Commerce seems to be based more on the 
durability of merchandise than on whether 
it is hard or soft. Note the inclusion of 
books, maps, comforters, quilts, blankets, 
pillows. (I, for one, never realized until 
this moment that comforters, quilts, blan- 
kets and pillows could possibly be con- 
sidered to be a consumer durable and, 
therefore, a close cousin to hard goods!) 

Clearly, with this confusing lack of 
standardization of terms, one retailer’s 
figures on his hard goods vs. soft goods 
volume could differ in a major way from 
another retailer who, classification by 
classification, may do precisely the same 
volume! For example, I note that a large 
discount chain that recently “went pub- 
lic’ breaks down its volume this way: (1) 
“soft lines’—60%; (2) “home goods”— 
40%. 

But some of the stores in this discount 
chain include a food department—is that 
tabulated as “home goods?” And are “lin- 
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ens and domestics” home goods or soft 
lines? (I would classify linens and do- 
mestics as home goods—and ditto for 
blankets, curtains, etc., etc. Yet, they are 
also “soft” goods in that they are made 
from fibers, natural or artificial.) 

All this brings me back to one of 
my favorite subjects—to wit, our busi- 
ness statistics. As the two or three long- 
suffering E. B. W. aficionados who stub- 
bornly continue to read this column know, 
I have been insisting for years that most 
of our business statistics are irrelevant, 
immaterial and certainly incompetent. 
Obviously, our statistics on hard goods- 
soft goods, on consumer durables and 
consumer non-durables are no exception. 


s The next time you hear a marketing 
man, including this one, attempt to pon- 
tificate specifically on hard goods vs. soft 
goods, or durables vs. non-durables— 
especially when he gets down to com- 
parative statistics—gently inquire what 
merchandise classifications are included 
in his statistics. I suspect that such an 
inquiry will produce many a hem and 
many a haw—but nary a lucid break- 
down. I speak from experience—I’ve been 
hemming and hawing ever since I began 
to think about this column. + 


The Package and the Ad 


By Douglas L. Smith 


“Packages and advertisements don’t 
have anything in common,” the copywrit- 
er said, referring to a new label he had 
been asked to criticize (constructively or 
otherwise), “and I wish that people would 
let the two alone 
and permit each to 
do its own specific 
job!” 

A couple of oth- 
ers in the meeting 
looked as though 
they had _ been 
slapped, having 
voiced the opinion 
that the new label 
did not seem to tie 
in with the current 
advertising, per se, 
and naturally one would assume that the 
copywriter would support the view that 
label design should reflect the advertising. 
After all, it would be a tribute to his own 
creation. 

“No,” he continued, “a good label re- 
flects the product, and if it presents the 
product well, then it can enhance the ad- 
vertising, too. The tie-in you want will 
come naturally.” 


Douglas L. Smith 


® As elementary as this may seem to 
some, it represents a profound and ma- 
ture point of view in label design, albeit it 
may sound a bit extreme. Because, ulti- 
mately, both the package and the label 


reflect the attributes of the product, and in 
that regard they do have something (quite 
a little, in fact) in common. 

But essentially it is true that, as physi- 
cal entities in their own right, the pack- 
age and the advertising should exist as 
separate forces. Not in contradistinction to 
each other, but as efforts with common 
goals they should develop their own per- 
sonality, or character, that will enable 
them to have their own unique position in 
their own locale—the shelf for the label, 
the medium for the advertisement. 

A label or a package is a constant thing. 
It may change rarely if it is a good one. 
On the other hand, the advertising, even 
with a constant theme, may change from 
time to time in some facet of its appear- 
ance. 


® Uncle Ben’s rice, someone may say, dis- 
putes this thinking, having achieved a la- 
bel so complete (and in my opinion so 
good) that it is actually an advertisement 
in itself, and has appeared in magazines 
as such. And there are other similar ex- 
amples, I’m sure. 

But the essential truth is that, the one 
who creates the advertising, and the other 
who creates the label, while having the 
same or a similar goal, should proceed 
with independent judgment to achieve 
their ends. If the objective is sound, and 
they imaginatively tackle what within 
their own provinces each must do, the re- 
sults of both will “tie in,” as they say, very 
nicely indeed. + 
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Farrars Influence on Typography 


By Kenneth B. Butler 


The above byline is, this week, some- 
thing of a complete misnomer. I didn’t 
write this column at all. It is written ac- 
tually by C. B. Larrabee, a man who 
knew well and clearly understood the 
work and the thinking of Gilbert Farrar 
in the realm of typography and layout. 
Mr. Farrar, to refresh your memory, was 
the subject of one of my columns in 
which I discussed the typography of pub- 
lication ads of the period before and dur- 


ing the early 1920s. 

Mr. Larrabee knew Mr. Farrar for 
many years, and has told us about some 
of Mr. Farrar’s pioneering thinking in a 
letter commenting on my piece in AA. 

Writes Mr. Larrabee: 

“Mr. Farrar did a great deal to help 
clean up advertising typography. Writing 
at a time when the border was absolutely 
de rigeur, his was one of the early voices 
to try to free advertising typography from 
the confinement caused by the border. He 
was talking about the bleed page before 


people had really thought up the term. 

“Most people have forgotten that Wal- 
ter Teague got his start as a designer of 
borders,” reminisces Mr. Larrabee. “If 
you will go back into the magazines of 
the early ’20s, you will find ads with very 
elaborate borders and signed by Walter 
Dorwin Teague. Being an excellent de- 
signer and fast on his feet, he was quick 
to see that the border was on the way 
out and got into industrial design where 
he was highly successful. 

“Another man who had a great influ- 
ence on both advertising and magazine 
photography in the early ’20s was Hey- 
wirth Campbell, art director of Vanity 
Fair. If you ever have a chance to go back 
to some of the early issues I think you’d 
be interested to see how much in ad- 
vance of their time were their layout and 
typography ideas. Vanity Fair was The 
New Yorker of its day in its influence 
on both writers and designers.” 
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Mr. Larrabee points out that there were 
some good looking advertisements in the 
°20s, even if today’s ideas on typography 
are vastly different. It is surprising, he 
says, how they could then get a clean, 
uncluttered look in spite of the amount 
of type they used and the confining bor- 
ders. 

Mr. Larrabee, who is now director of 
publications for American Chemical Soci- 
ety, writes that though Mr. Farrar is pret- 
ty well forgotten now, his influence on ad- 
vertising was for the best, adding that in 
the field of newspaper typography Mr. 
Farrar was a pioneer in getting publishers 
to free themselves from the bondage of 
the old-type pyramid headline built on an 
exact letter count where sense was often 
obliterated in the strait jacket of ap- 
pearance. 

It is heart-warming to have this eulogy 
of Mr. Farrar from a man who knew him 
and his work intimately. + 


Advice to a Young Man 
About to Be Skinned Alive 


By Kenneth Groesbeck 
Advertising Agency Consultant 


He called me on the telephone last night, 
from across the continent. He was in a 
quandary, he reported, because a client 
who represented about one-third of his 
agency’s half-million dollar billmg wanted 
a new deal. Five per 
cent was all he was 
going to pay here- 
after on media to- 
tals, instead of the 
previous fifteen. 
That made him mad, 
my young man re- 
ported; his first im- 
pulse being to tell 
the chiseler to go fly 
his kite, his later 
thought being to ask 
me about it. 

“Why,” I said, “you’ll lose money hand- 
over-fist, won’t you, on such a deal? I 
think you will find that it is costing you 
close to 15% on your billings to handle 
that business. How can you fail to lose?” 

“Well,” he responded, “we make about 
25% on this client. We charge for all copy 
and layouts, you see.” 

“That’s a bit different,” I answered, 
cautiously. ‘‘Tell you what you do. Figure 
carefully your total costs on this business, 
allocating one-third of your rent, over- 
head, and everything else, including the 
total of all direct salaries you are paying. 
Compare your total costs with your total 
income, and see how you come out. That is 
the only way to find if you can afford the 
cut in your income which your client 
proposes. How does that sound to you?” 


Kenneth Groesbeck 


s “That sounds fine,” he said. “Shall I 
include the interest on the amount I have 
to borrow from the bank in order to fi- 
nance him?” 

“You finance this guy, too?” I asked, 
with a sinking feeling in my stomach. 

“Sure. We carry him for ninety days or 
more, right along,” came the answer. “He 
owes us about $27,000, as of now.” 

“Has he a good credit rating?” I asked. 

“Yes, very good.” 

“All right. Here’s what you do: Before 
you accept or refuse his new deal, get 
yourself credit insurance on this account, 
to protect yourself against loss. I don’t 
like this client at all, from what you tell 
me about him. Sounds to me like another 
of these rackets where the client spends 
the agency’s money instead of his own. 
Usually this signals a bust-up, with the 


agency, as usual, holding the bag. Get 
that?” 

“Yes. Will do.” 

“Next, after you have your insurance, 
give him your decision, based on your cost 
figures. Not until you have your insur- 
ance, because if your decision is against 
him, he is likely to take the business away 
and play someone else for a_ sucker. 
Right?” 

“Right.” 


s And then, after a pause: “What if I 
can’t get the insurance?” 

“Then you are just out of luck, and in 
considerable danger. Best you can do then 
is play along, don’t get any deeper into 
trouble, reduce the amount he owes you as 
fast as possible, if you can do it. Usually 
this is impossible. The pattern is a fa- 
miliar one.” 

“Have I any cards to play at all?” 

“Oh yes. After you know how you 
stand in profit and loss on the account, 
as at present set up, offer the client a deal. 
Give him the cut he asks (provided it 
doesn’t show you a loss) only with the 
agreement that he cuts his current debt to 
you by the full amount he i saving each 
month from the cut you agree to give him. 

“Aim at the time when he is paying as 
he goes, and the account is financing it- 
self. Thus you may save the situation, 
making less money on the business, to be 
sure, but restoring it to a financially 
sound basis, and saving on your bank in- 
terest.” 

“I’ve got myself into quite a jam, haven't 
1?” 

“Yes, but this victimizing of small agen- 
cies by unscrupulous clients is an old 
story. You’re between the devil and the 
deep sea, but you may get out of it. Your 
only salvation is to understand the racket 
you are up against, make as smart a deal 
as you can, play your fish as skillfully ‘as 
he has been playing you, and if you fi- 
nally get out still possessing a shirt, learn 
by your experience.” 


s “Is this guy crooked, in your book?” 
“No, not necessarily. Just a smart oper- 
ator, who has learned to do business on 
your money. Is he crooked because you 
bought what he offered? Not at all. But, 
friend, chances are he hasn’t much of a 
conscience. This sort of client loses no 
sleep if a small agency goes to the wall 
because they played along with him. That, 
he remarks serenely to himself (if he 
thinks about it at all) is their funeral.” 
Funeral is right. + 
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Burnett Appoints Three 

Philip J. Laven and Donald R. 
Stimble have joined Leo Burnett 
Co., Chicago, as account executives 
and Monie Vandervort has joined 
the agency as a sales promotion 
executive in the marketing de- 
partment. Mr. Laven was formerly 
an account executive with Camp- 
bell-Mithun and Keyes, Madden 
& Jones and for a time operated 
his own agency in Chicago. Mr. | 
Stimble was formerly advertising | 
manager of Quaker Oats Co. Mr.!| 
Vandervort formerly was a divi- 
sion sales supervisor of General 
Mills and merchandising director 
of Geo. Wiedemann Brewing Co. 


Brown Joins ‘Bon Appetit’ 
Stanley L. Brown, former presi- 
dent of Park & Tilford Distillers 
Corp., has been appointed vp and 
associate publisher of Bon Appetit. 
Mr. Brown has acquired a substan- 
tial stock interest in Home Publi- 
cations Inc., San Francisco, pub- 
lisher of the bi-monthly magazine. 


REACHES SUCH 
CONCENTRATED 
BUYING 


POWER! 


18% of THE SKIPPER 


readers have annual 
incomes of $10,000 
or more—and 22% earn 
$30,000 or more !: 


or all of their own 
maintenance work! 


43% plan to buy 


a new boat within 
the next three years! 
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Ad Spending by Associations During 1960 


Source: Magazine Advertising Bureau 


Magazines 
Air Transport Assn. of Americe ...... $ 130,615 
State of Alab 28,665 
Alaska Chamber of C WE Stine 39,139 
Province of Alberta ..............:cccccc00 30,553 
All Year Club of Southern California 349,915 
Allied Florists Assn. ................cccccccseee 
American Booksellers Assn. 37,150 
American Dairy Assn. ................0cc00 1,386,752 
American Gas ASSM. ......ccccccccccscceeeeee 1,483,028 
American tron & Steel Institute ...... 31,080 
American Lamb Council .................... 
American Medical Assn. .................... 
American Rayon Institut 737,749 
American Sheep Producers Council .. 326,164 
American Society of Travel Agents .. 51,834 
American Trucking Assns. 129,700 


American Wool Council .................... 
America’s independent Electric 


Light & Power Cos. .........ccccccceeee 1,452,488 
Arkansas Rice Growers Co-op. Assn. 
EE ae, DO 148,765 
Asphalt Institute 374,125 
Associated Blue Lake Green 

Renee Comers, BAG, cccccccceccececscesccsss 33,560 
Associated British & Irish Railways Inc. 63,227 
Associated Bulb Growers of Holland 
Assn. of American Railroads ............ 776,815 
Atlantic City Chamber of C ce 
Australian Nationa! Travel Assn. .... 30,770 
Bah Development Board ............ 

Government of Bermude .................. 233,331 
Better Vision Institut 93,450 
Bourbon Institut ‘ 272,525 
British Travel & Holidays Assn. ........ 365,158 
California Almond Growers Exchange 76,135 
California Prune Advisory Board .... 189,415 
California Raisin Advisory Board .... 241,049 
California Redwood Assn. ................ 123,339 
POMOOUIIN NI aces esictcssscnnsacocscovcsasoes 65,351 
Dominion of Canada 2.0.00... 1,016,286 
Canned Salmon Institute .................. 44,600 
Canvas Awning Institute ... 35,121 
| Cape Cod Chamber of C ce .... 

| Cast Iron Pipe Research Assn. .......... 245,300 
| Cling Peach Advisory Board ............ 814,097 
| Cling Peach Advisory Board & Cali- 

fornia Canning Pear Growers ...... 233,123 
Colombia Coffee Bureau 
ee ae 85,588 
Connecticut Development Commission 
Ceban Tourist Commission ................ 236,265 
Dairyman’s Cooperative Sales Assn. —_—_— 
Dairyman’s League Co-op. Assn. ...... 

Dallas Chamber of C D cantsontsc 42,390 
| Daytona Beach Chamber of C rce 25,180 
Decorative Showrooms Guild ............ 

Denmark Cheese Assn. ........ 

Diamond Walnut Growers 112,260 
Dominican Republic Press Society .... —_— 
Douglas Fir Plywood Assn. ................ 773,642 
Drop Forging Assn. ............. 63,655 
Durene Assn. of Americe .................. 111,600 
Edison Electric Institute .... 2,183,770 
gg 3 | ae 36,098 


Electrical Assn. of Philadelphic ........ 
Everglades Sweet Corn Advisory Comm. 


Farmers Chinchilla Co-op. of America 30,060 
Florida Citrus Commission ................ 2,208,429 
Florida Citrus Exchange .................... 

ST ME WRDUNEED Wheiisedicncnbepeorenticecinnen 1,003,841 
Florists Telegraph Delivery Assn. .... 273,936 
City of Ft. Lauderdale ...................... 72,694 
Foundation for C ciol Banks .... 470,710 
Government of the French Republic 259,101 
Gas Appliance Manufacturers Assn. 76,170 
Gasoline Tax Education Committee .. 

Be OO GAINS sccctiteiccccccccessoosssiscnns 69,522 
Glass Container 

Manufacturers Institute 1,216,859 
Great Lakes Mink Assn. .................... 54,750 
National Tourist 

Organization of Greece ................ 35,710 
Harrison County, Miss. 

Advertising Commission ................ 26,846 
Howcii Visitors Bureau 175,757 
Holland Cheese Exporters Assn. ...... 38,797 
GEE MMIII . saciinilistenisessndrecspentessseie 73,833 
Minois State Toll 

Highway Commission .................... _—_ 
Government of India ..0000000......00c0000 109,120 


International Silk Assn. ............... 74,585 
international Tuna Fish Assn. ... 

Government of Ireland ...................... 50,534 
italian State Tourist Office .............. 159,007 


Newspapers 
$ 


211,189 


35,605 


1,847,344 


34,360 
50,419 


Total* 


$ 130,615 
28,665 


129,700 
122,547 


1,716,388 
41,992 
148,765 
374,125 


33,560 
108,272 
35,508 
776,815 
74,675 
30,770 


121,437 
489,654 
207,421° 
272,525 
445,770 


76,135 
189,415 


30,366 
59,089 
42,390 
55,526 
34,682 
77,548 
331,154 
47,804 


1,216,859 
54,750 


35,710 
26,846 
257 446 
38,797 


285,022 


Magazines Newspapers Total* 
Jamaica Tourist Trade 
Development Board . $ 216,875 $ 90,280 $ 307,155 
Japan Trade Center 25,660 25,660 
Commonwealth of Kentucky .............. 103,620 —— 103,620 
Leather Industries of Americe ........ 164,739 od 164,739 
State of | 37,822 a 37,822 
Lovisiana Sweet Potato Advertising 
& Development Commission .......... a 31,985 31,985 
Maine Potato Committee .............0. : 37,168 37,168 
State of Maine 47,842 47,842 
Malta Government Tourist Board ...... 64,286 ee 64,286 
Province of Manitob 111,448 ———— 111,448 
Maryland Department of 
Ec ic Development 81,937 81,937 
Massachusetts Department 
iF IIE slistisdicdsisnsisescccessrensacive —_—- 53,022 53,022 
Mexican Comision 
Nacional de Turismo ..............0000+ 205,812 121,013 326,825 
Miami Beach Chamber of C ce 31,573 143,626 175,199 
Miami Beach Oceanfront 
Motels Information Bureav .......... 32,177 32,177 
SE AO PE atidcenstnctesinciediceomace 69,458 69,458 
State of Michigan ...........c0 pil 86,419 86,419 
I NS ki sicecunsssiaunnsncensonets 159,173 159,173 
State of Mississippi ..................c0ese 113,856 113,856 
I A I tik sacacsepednasciesedions 66,791 —_ 66,791 
Mobile Homes Manufacturers Assn. .. 432,670 eed 432,670 
SRI Ge MUI, 0s ccssadccnecsaserdseeninsicc 25,351 ee 25,351 
Mutation Mink Breeders Assn. .......... 255,975 255,975 
N , Bah , Develop t Board 436,494 365,480 801,974 
National Assn. of Insurance Agents .. 224,485 224,485 
National Assn. of Retail Grocers .... 34,460 oa 34,460 
National Clay Pipe 
Manufacturers Ime. .........cccccceeereeee 30,240 30,240 
National Cotton Council of America 130,990 31,226 162,216 
National Electrical Contractors Assn. 74,174 74,174 
National Electrical 
Manufacturers Assn. .............00c 27,170 ——— 27,170 
National Institute of Dry Cleaning .. 100,409 —— 100,409 
National LP Gas Council .................. 115,335 —— 115,335 
National Lumber Manufacturers Assn. 441,322 —-—- 441,322 
National Oak Flooring 
Manufacturers Assn. ..........0.::c00000 260,304 ——- 260,304 
National Retail Hardware Assn. ...... 169,685 — 169,685 
National Rural Electric Co-op. Assn. 169,325 — 169,325 
Province of New Brunswick .............. 96,248 a 96,248 
State of New Jersey ........ccccccceesseres 33,113 — 33,113 
State of New Mexico ...........cccccceeceee 87,570 87,570 
ke By Ie 282,416 124,980 407,396 
New York Stock Exchange .............. 1,048,411 1,048,411 
Government of New Zealand ............ 55,745 55,745 
State of North Carolina .................. 172,485 101,826 274,311 
Province of Nova Scotia ...........:.0..00 70,513 40,444 110,957 
Official Belgian Tourist Bureav ........ 33,246 33,246 
Ohio Electric Compani . 42,176 42,176 
BR MII Aertdinerendillsccnsmmisinaniestevee ——_ 101,333 101,333 
Oil Heat Institute of America .......... 316,328 316,328 
Olive Advisory Board ... 45,365 45,365 
Province of Ontario ....... 153,330 60,019 213,349 
Re III sicectcsestenccnesistesersess 54,539 76,116 130,655 
Organization for European 
Economic Cooperation ..........-00+ 80,175 100,828 181,003 
| Pacific Area Travel Assn. .........-.000+ 60,786 60,786 
| Pan American Coffee Bureav ........... 728,464 —- 1,043,198° 
| Commonwealth of Pennsylvania ........ 54,388 89,890 144,278 
| Pennsylvania, Grade Crude Oil Assn. 288,435 — - 288,435 
Phoenix Valley of the Sun 
SSRIS: GENOUIID - cendessecsonnitecstovenscesers — 61,729 61,729 
| Philadelphia Industries ................00 ——-— 26,118 26,118 
Pocono Mts. Vacation Bureav .......... ne 26,495 26,495 
Ponderosa Pine Woodwork 156,645 156,645 
Porcelain Enamel Institute 27,120 27,120 
Portland Cement ASSn. ..........c0ccceee 1,349,837 225,756 1,575,593 
| Commonwealth of Puerto Rico ........ 1,205,036 319,657 1,524,693 
| Quolity Bakers of America Co-op .... 56,035 56,035 
Province of Quebec ...............cccccee 98,313 157,480 255,793 
|Red Cedar Shingle Bureau .............. 64,601 64,601 
| Rice Industry Assn. ........cccccesseeceeeeeee 120,415 120,415 
| Rhode Island Development Council .. 28,623 28,623 
Rochester Milk Producers Assn. ........ 32,918 32,918 
Requelert AGER. ....cccscrcccrscsseccecereseesees 50,964 50,964 
St. Petersburg Chamber of C ce 28,041 36,081 64,122 
San Carlos Park, Fort Meyers, Fla. .. 45,482 45,482 
San Diego Clabd ......ccceccrsrercssressssseoes 45,744 45,744 
Sarasota County, Fla., 
Chamber of C ID sincitentntallaioinine — 30,319 30,319 
Savings Banks Assn. of the 
Beate GE OGG VOIR ccccdbcscccccccccsceccee 30,921 i 30,921 
Savings & Loan Foundation .... 1,376,569 — 1,588,998" 
Scandinavian Fur C itt 52,130 —_— 52,130 
Scandinavian National 
Travel Commission  ............0cc:0000000 30,467 29,342 59,809 
Society of American Florists .............. 52,050 52,050 
South African Tourist Corp. .............. 71,405 —_— 71,405 
| State of South Carolina ................ 84,065 84,065 
| State of South Dakote ..............-..+- as 76,166 51,155 127,321 
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Magazines Newspapers 


Southern & Northern California 


Renault Dealers Assn. ............0000 $ $ $ 41,740° 
Southern Pine Age. .........00..ccccessscceee 76,775 69,843 146,618 
Southwest African Persian Lamb 

Industry Advisory Board .............. 74,010 74,010 | 
Spanish Tourist Office ...........000+ 55,800 32,803 88,603 | 
Steel Companies 

Coordinating C itt —_— 65,010" | 
Steel Service Center Institute .......... 97,557 ad 97,557 
Structural Clay Products Institute .... 25,096 25,096 
Sugar Information .............ccccceeeeeees 238,450 275,658 514,108 
Sun-Maid Raisin Growers 

of California 194,977 129,502 324,479 
RE MMOD ah cccikcciciticeniaccnds 1,372,533 660,847 2,033,380 

188,978 188,978 
32,108 32,108 


Tea Council of U.S.A. 
State of Tennessee 


293,312 89,112 


382,424 


pid Eendentaieetian 89,811 43,070 132,881 

Tidewater Virginia 
Development Council .................... 28,085 —_— 28,085 
Tile Council of America 83,329 83,329 
TeRNOr COG ASE. .ic.sccccsccscsccescoseses 84,060 84,060 
Trans Atlantic Steamship Conference 201,586 201,586 
Tucson Sunshine Climate Club .......... 32,083 a 32,083 


United Mink Producers Assn. 
U.S. Brewers Foundation 


60,400 


60,400 


el acicdeitniaiint 118,155 130,698 638,868'" 
U.S. Independent Telephone Assn. 188,580 188,580 
RINE SRI SUNIIIED derhiscdassdadtercnvphtaesanenbnsunihie 25,530 ae 25,530 
Virgin Island Government | 
Information Office ............cccccee 25,970 25,970 
Commonwealth of Virginia .............. 126,116 79,284 205,400 
Virginia State Apple Commission .... 30,129 30,129 
Washington State Apple C 62,764 62,764 
State of Washington ...........ccccecee 184,257 29,075 246,234'' 
Watchmakers of Switzerland ............ 26,260 484,450'° 
West Coast Lumbermen’s Assn. ........ 180,050 a 180,050 
I SPUN II a ssassecspsichinaapnces 232,429 —— 232,429 
Whisky Distillers of Ireland .............. 99,819 99,819 
Wine Advisory Board... 249,106 166,406 415,512 
Winnipeg, Manitoba, Canade .......... 26,663 26,663 
Wisconsin Dells Chamber of C ce 31,660 31,660 
Wisconsin Industries ...............c000000 40,578 40,578 
State of Wisconsin 44,630 41,437 86,067 
Ee a eee 611,271 611,271 
Co SE CE ee ee a $39,670,686 $15,507,893 $59,436,684'° 
PE Ninsacinscesssrediineomntenn (161) (99) (209) 


*Expenditures of 12 association advertisers using television are shown in the footnotes 
and included in the total column. 


Includes $689,839 nan teloviston | 


1 

z se 1,478,363 * Includes $ 41,740 network tv 
, - 113,971 ‘ = . 65,010 <4 4 

a 239,331 r ‘i Bs ? 390,015 = 5 
: > 221,581 = ee " 32,902 ” ° 

Fs x 314,734 “ 3 sig sid 458,190 . ” 

. e 212,429 ae > ” - 4,258,105 “ . 
Sources: M i ditures: Publishers Information Bureau; newspaper expendi- 


tures: Bureau of Advortilag, ANPA; network television expenditures: LNA-BAR. 

Basis for inclusion is the expenditure of $25,000 or more in any one medium i in 1960. 
Newspaper expenditures under $25,000 are not available, and 9 penditures 
under $25,000 are omitted here. 


Chrysler Names Wardrip | Wilbert Kurtz, Atlanta, Ist It. gov.; 

to New Sales Promotion Post C. A. Rogers, New — 2nd lt. 
Chrysler Corp. has named Lee gov.; Bob Walton, Columbus, Ga., 

Wardrip manager of sales promo- ore &. Gov. woe we ae De 

tion for the automotive sales group, Miss., secretary; and Martin John- 

a new position. Mr. Wardrip, who son, Mobile, historian. 

joined the general sales staff of the , ss - 

corporation last June, will report | Technique of Television 

to F. E. Cogsdill, director of cor- Production’ Published - 

porate marketing services. Mr.| “Technique of Television Pro- 


9,564,800,000 HOSPITAL DOLLARS 


THAT'S 85.4% of total expenditures of the nation’s hospitals, in hospitals where 
the key buying people are reached by fully-paid, inducement-free subscrip- 
tions to the market’s primary medium—THE MODERN HOsPITAL. 

BY A SIGNIFICANT MARGIN, key hospital buyers say they’re more likely 
to see your advertising in THE MODERN HospPiTAv than in any comparable 
magazine. 

THIS FOLLOWS LOGICALLY from the fact that THE MODERN HosPITAL 
provides most of the best in the hospital literature first. And this follows log- 
ically from the independence and editorial competence of THE MODERN 
HosPITAL, its freedom to report fully, its ability to explore authoritatively and 
without bias what is important to its readers. 

AN EXCELLENT MAGAZINE becomes a powerful advertising medium when 
its readers are interested in the physical things with which ideas are imple- 
mented—and when it supplies in outstanding measure information on those 
physical things. THE MODERN HospPITAL adds to the excellence of its editorial 
treatment of ideas a generous portion of information on products: a strong 
editorial reporting service on new products, plus by far the largest total adver- 
tising volume in the market—more than twice as many advertising pages per 
issue as any comparable magazine. 


Here’s the 1961 advertising record through October: 


THE MODERN HOSPITAL (10 issues)... ..1465 pages 
Hospitals (20 issues).............e00+2+e+4+-1259 pages 
Hospital Management (10 issues)............. 517 pages 


Wardrip came to Chrysler from the | 
Detroit office of J. Walter Thomp- | 
son Co., where he was manager of 
sales promotion-merchandising on 
the Ford account. His duties at 
Chrysler will include planning and | 
administering corporate retail sales | 
promotion programs involving all 
car lines, and coordination of di-| 
visional sales promotion activities. 
Sales promotion was a function 
of corporate advertising at Chrys-| 
ler until about a year ago, when it) 
was split off. Since then, the pas- 
senger car divisions have handled 
the bulk of the sales promotion di- 
rectly. 
AFA Elects Acree, Buntin 
in Third, Seventh Districts 


\deals with creative aspects of tele- 


|rusal of the studio, camera, picture 


duction” by Gerald Millerson, a tv 
technical adviser in Britain, has 
been published by Hastings House 
Publishers, New York. The book 


vision production. 
The author has included a pe- 


control, camera control, tv lighting, 
settings, make-up, film reproduc- 
tion, visual and aural effects and 
editing, among other topics. About 
1,150 diagrams, plus numerous ta- 
bles, provide visual presentation of 
the mechanical steps outlined. The 


ew sells for $10. | 


‘WTHI Appoints Three 


Joe Higgins has resigned as - 
jand general manager of WTHI, | 


THE MODERN HOSPITAL 


1050 MERCHANDISE MART, CHICAGO 54, ILLINOIS 


F. W. DODGE 

CORPORATION 

A McGrow-Hill 
Company 


HOSPITALS COME HERE TO BUY 


your catalog filed here will 
help them buy from you 


Since 1919 HosprTaAL PURCHASING FILE has been the stand- 
ard source of buying information for hospital administrators, 


Edward Acree, vp of Cargill,|Terre Haute, Ind., to accept the | 
Wilson & Acree, Charlotte, N. C.,| Post of vp and general manager of | 
has been elected governor of the| WIBC-TV, Indianapolis. As a re- 
third district of the Advertising | sult, WTHI has announced the fol- | 
Federation of America. Other offi-|l!owing promotions: Ben Falber Jr., | 
cers are William B. Houck, Roan-| formerly director of radio-tv oper- | 
oke, It. gov.; J. Russell McElwee, |ations, named vp and director of | 
Charlotte, secretary; and Joseph P.| operations; George Foulkes, pre- 
Fountain Jr., Charlotte, treasurer. viously general sales manager, | 

Thomas C. Buntin, vp, Buntin &| appointed vp in charge of sales,’ 
Associates, Nashville, has been|and Russ Arnold, formerly chief | 
elected. governor of the seventh engineer and director of facilities, 
district, AFA. Other officers are named vp in charge of facilities. 


purchasing officers and using department heads—a unified, 
well indexed file of product information, distributed to every 
worthwhile hospital, retained for reference when products 
are being considered and purchases made. Plan now to 
have your products fully catalogued in the 1963 Edition 
—now in preparation. Ask now for full details, proof of use. 


HOSPITAL PURCHASING FILE+1050 Merchandise Mart, Chicago 54. 
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“World’ Changes Format 

World, Washington, new national 
weekly which bowed Oct. 12, has 
changed from tabloid size to 
8%x11” page size with its Nov. 16 
issue, which carried advertising for 
the first time. One-time page rate 
is $915 for b&w; black plus one 
color is $1,170. 


Obermeyer Joins Rich 

Earl J. Obermeyer, formerly of 
Sullivan, Stauffer, Colwell & 
Bayles, New York, has joined Rich 
Advertising Co., Buffalo, as an ac- 
count executive. Before joining 
Sullivan, Stauffer in 1959, he was 
advertising and sales promotion 
manager of Wildroot Co. 


U.S. STEEL SPONSORING 
TWO COLOR TV SPECIALS 


This season, U.S. Steel will repeat its record-audience 
Color special, ‘“‘The Coming of Christ," and add an 
Easter sequel titled ‘He Is Risen.’’ The big break- 
through in Color TV is here. Are you with it? Get the 
full Color picture today from: W. E. Boss, Director, 
Color Television Coordination, RCA, 30 Rockefeller 
Plaza, N. Y. 20, N. Y., Tel: CO 5-5900. 


CAR PROMOTION—This is one of the posters which the Outdoor Ad- 
vertising Assn. of America will start using in 1,000 markets in Jan- 
uary to support the market for 1962 automobiles and trucks. 


Advertising Age, November 27, 1961 


New York, Nov. 21—The bigger 
/agencies will have to operate more 
and more like big business in the 
| future in order to maintain or im- 
prove profits. This will include 
careful accounting of costs and 
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CITIES 


Third largest 
market in 


IOWA-ILLINOIS 


(ROCK ISLAND, MOLINE, EAST MOLINE 
. KLUNOIS, © DAVENPORT, IOWA) 


591,548,000 


worth of QUAD-CITY 
buying power 


has moved up BIG in the Quad-Cities - 
third largest market in lIowa-lIllinois. 
Quad-City hometown newspapers put 
you in touch with 100% of the 84,500 
modern households . . . 272,400 people. 
This massive coverage delivers with it 
the time-tested impact it takes to sell the 
goods. Make the BIG buy the economical 
way - with Quad-City Newspapers. Total 
daily circulation in excess of 109,000. 


Copr. 1961, Sales Management Survey of Buying Power; further 
A, . not li A 
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THE COMPLETE COVERAGE MEDIUM OF THE MARKET 


¥= QUAD-CITY NEWSPAPERS 


DAVENPORT EVENING TIMES 
DAVENPORT MORNING DEMOCRAT 
Represented by Jann & Kelley, Inc. 


MOUNE DISPATCH 
ROCK ISLAND ARGUS 
Represented by Allen-Klapp Co. 


Agencies Must Turn to Public Ownership, 
Cost Accounting to Improve Profits: Rubel 


| versity’s office of special services 


more and more public ownership 
of agencies. 

This is the opinion of Ira W. 
Rubel, senior partner, Rubel, Rich 
& Humphrey, Chicago. Mr. Rubel 
spoke here at a two-day adver- 
tising agency management work- 
shop sponsored by New York Uni- 


to business and industry. 

Cooperating with NYU on the 
workshop were Mr. Rubel’s ac- 
counting company and Arthur An- 
dersen & Co. 

Mr. Rubel said very large ad- 
vertising agencies are no longer 
personal businesses, even though 
they perform personal services. An 
agency billing $50,000,000 or more 
will have from 500 to 5,000 em- 
ployes. This is a big business re- 
quiring substantial capital, he said. 


® Key executives in agencies seek 
the same opportunities that execu- 
tives seek in other businesses, he 
continued. Among them is the pos- 
sibility of capital gain with its spe- 
cial tax advantage. 

The price of equity ownership 
in an agency has long been under- 
valued, Mr. Rubel stated. Public 
ownership will result in the dou- 
bling or quadrupling the value of 
agency’s capital stock and will per- 
mit more rapid expansion and the 


SS 
if 


development of an international 
business, which is a requisite sad 
many agencies today. 

He said public ownership will | 
provide for a simpler method of 
the transfer of ownership interests 
as key agency executives retire 
from the business. 

Public ownership will only be 
available to the large agencies 
where the diversification of its 
own personnel and clients’ accounts 
is sufficient to minimize risks, he 
added. + 


Time-Life Broadcast Makes 

German TV Production Deal 
Time-Life Broadcast and M. Du- 

Mont Schauberg, a German pub- 


program production concern in 
Cologne. The new company, Du- 


lishing company, have formed a tv | 


Mont-Time Fernseh-Programmge- | 


| sellschaft GmbH, will produce film | 


land live German-language pro- 
| grams for German-speaking coun- 
| tries. Sig Michelson, vp of Time-| 
Life Broadcast, 


is on the compe- | 


ny’s board, along with John R. | 


|Snedaker, general 
Time-Life International, 


London; 


manager of | 


| 
| 
| 


and Alfred Neven DuMont and) 
Ernst Bruecher, who head the Ger- | 


|many publishing company. 


_Mactadden Appoints Three 


Macfadden Publications, 
| York, has made three appointments 
for its paperback publishing and 
distribution division. Joseph Bian- 
co, formerly central division sin- 
gle-copy sales manager, has been 
named sales manager of the paper- 
back unit. Ray King, previously 
with Gould-National, Easthamp- 
ton, Mass., has been appointed as- 
sistant sales manager. Larry Ad- 
ler, who joined Macfadden last 
May, has been named promotion 
manager. 


New | 


Does paying for a 
business publication 
increase its value in 
the purchaser’s eyes? 


We believe that it does. Funda- 
mentally, payment for any 
product establishes its worth to 
the buyer. 

McGraw-Hill publications 
are always sold to subscribers. 
It just seems to be the most 
normal and natural way of do- 
ing business. Businessmen will 
pay for something they want. 

Their payment establishes a 
very definite contractual rela- 
tionship. It means our editors 
must consistently produce pub- 
lications that are worth the 
money. If the subscriber finds 
that the editorial matter doesn’t 
serve his needs, match his job 
interest, help solve his prob- 


lems . . . compel his continuing 
attention . . . it is of no further 
use to him. 


When that happens, he will 
neither buy the magazine nor 
read it. 

By insisting that our publi- 
cations be paid for, we accept 
the challenge of placing our 
editorial services on the block. 
Every paid subscriber has the 
option of deciding the value of 
this editorial service to himself. 
For a product or service can 
only be sold successfully in pro- 
portion to the value it provides. 

Today more than one million 
key businessmen pay to read 
McGraw-Hill publications. 
These are men with buying in- 
fluence . . . who are literally 
paying to reach you when you 
advertise in McGraw-Hill pub- 
lications. 


McGraw-Hill 


PUBLICATIONS 


6 


McGRAW-HILL PUBLISHING CO., INC. 
330 WEST 42nd STREET, NEW YORK 36 
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Retailers’ Yule 
Prospects Brighter, 
BofA Report Shows 


New York, Nov. 21—Nearly 37% 


compared with that of a year ago, 
according to Mark R. Arnold, man- | 
ager of BofA’s retail and classified | 
division. Last year, only 57% of the | 
merchants thought Yule sales, 
would rise. 

The 1961 profit picture is anoth- | 


of U. S. and Canadian retailers ex- | er story. BofA said 54% of the re- 
pect to raise their Christmas ad-/|tailers expect an average earnings 
vertising budgets this year. Some |increase of 5%; 26% think profits | 
55% will keep outlays at the 1960 | will maintain current levels; 10% | 


level, and the rest—7.6%—think | believe profits will drop an aver- | 


they'll trim their ad expenses. 


About 74% look to boost their 
Christmas sales an average of 8% ‘La Presse’ Offers Rate 
over 1960; 20.6% estimate their 
sales will remain at status quo;| 
4.6% anticipate sales declines av-|}ined rates for La Presse (Satur- 


day) and La Patrie (Sunday) roto- 


eraging 10%. 


These were the findings of a sur- 
vey by the Bureau of Advertising, 
American Newspaper Sens | $1.25 a line. 


Assn. The annual study, BofA’s 


eighth, tapped 301 retailers, cover- | Blum Opens Offices 
ing 134 markets in 40 states and | 


age of 10%. + 


La Presse, Montreal, French lan- 
guage newspaper, is offering com- 


|gravure sections on its new rate 
‘card. The general rate remains at 


Donald R. Blum, formerly editor 


three Canadian provinces. There|of Buyers Purchasing Digest, 
were 24 different store types in|Cleveland, has opened his own in- 


the group. 


| dustrial agency, Bard & Associates, | 


The current picture is optimistic,| R.D. 5, Box 189, Chardon, O. 


Advertising Age, November 27, 1961 


Network Radio's Top Advertisers* 


Based on Four Weeks Ending Oct. I, 1961 
Copyright by A. C. Nielsen Co. 


Advert 


Comm‘! 
Min. in. ‘ 
Rank Advertiser Aired (000) Bel 
1 Standard Brands (CBS, MBS, NBC) ..................06 326 150,183 a 
2  Chevrolet-General Motors (CBS, NBC) 201 121,122 5 Dir 
3 Liggett & Myers (CBS, MBS, NBC) ..0.........cceee 240 112,518 Be 
4 Pharmaco Inc. (ABC, CBS, MBS) ........ccccccssseessseeeee 248 96,793 CH 
5 Bristol-Myers (Four Nets) aa 138 80,663 Co., | 
. 
7 
8 


*PEOPLE BUY 


ae 


Home Broadcasts 
MAN GOING PLACES Total 
Suny ti un an bee aor tres coe No. Home B’dcsts 
quamnnunas Miveouerante of Delivered 
= eoee Rank Advertiser B‘dests (000) 
trom oomgp pn Guam Ganeauty tenes 1 Standard Brands (CBS, MBS, NBC) .................00000 435 214,339 
“Fe ning tn. Sv So oun hemmed 2 Liggett & Myers (CBS, MBS, NBC) ...........:cccee 314 157,213 
a Seas 3 Chevrolet-General Motors (CBS, NBC) .................. 220 140,196 
ner aad 4 Bristol-Myers (Four Nets) 239 138,120 
Suape Sond rite tem chins nes 5 Pharmaco Inc. (ABC, CBS, MBS) ...........ccccccceeceeeees 328 136,351 
ouron iam 6 R. J. Reynolds (Four Nets) .............. oad 268 103,812 
q 7 Campbell Soup Co. (ABC, NBC) ........ 196 96,934 
1) See a A 8 Metropolitan Life Insurance (NBC) .... 133 81,551 
0 PA Company | 9 Minnesota Mining & Mfg. (MBS) ...... 207 74,828 
te Caren amd Foren 10 Mennen Co. (ABC, CBS, MBS) .0.........ccccccceceeeeeeee 207 72,149 
W Sterling Drug (MBS, NBC) 120 48,861 
AWAY WE GO—Fifteen magazines | 12 eis Wee Mine GU Socal ta cseescnsecckicctinteosverss 103 44,551 
will carry this franchise ad in Jan- | 13 Grove Division Bristol-Myers (CBS) .............c:c008 54 38,870 
uary for Duraclean Co., Deerfield, | 14 EE 5 ee 63 38,476 
| Ill. Houston Advertising, Skokie,| '5 Hudson Vitamin Products (ABC, MBS) Linticiettienevienss 130 37,232 
Ill., is the agency. 16 Automotive-American Motors (NBC) Nas 80 36,449 
17 Martin, Jeffrey Labs. (MBS) ..............cccccccceeeeeseeeeees 123 32,237 ye 
18 Foster-Milburn Co. (ABC, CBS, NBC) ...cccccccccssssessen 40 28,286 sai WIN 
19 Wynn Oil Co. (ABC) om 64 22,503 . Cin 
20 Sinclair Refining Co. (MBS, NBC) ..........ccccccsssseeees 71 17,904 : tion 
bes: 
Commercial Minutes | five 
was 
No. Total 


Comm’! 
Min. Del’d 


Metropolitan Life Insurance (NBC) .........ccccceeees 113 65,022 eg tabli 
R. J. Reynolds (Four Nets) .......cccscsc:ccsssseesssssseeeessssess 162 58,771 re mail 
Mennen Co. (ABC, CBS, MBS) ........... aa 168 57,037 se tain 


9 Campbell Soup Co. (ABC, NBC) 105 48,844 from 
10 = Minnesota Mining & Mfg. (MBS) 163 48,608 Mi 
11 Sterling Drug (MBS, NBC) 113 39,901 the s 
12 Grove Division Bristol-Myers (CBS) ...........:ccccsseeee 39 26,328 Co.— 
13. Ex-lax Inc. (Four Nets) 61 26,110 ; mail 
14 Automotive-American Motors (NBC) oo... 60 25,823 cred: 
15 Oldsmobile-General Motors (CBS) ....ccccsceseesessesoes 43 25,534 been 
16 BD TR, GE RED Wericnticacan cede derticcetccnsensensansocesee 43 25,505 —— 
17 _—_ Hudson Vitamin Products (ABC, MBS) ..........c.s.e00.-. 88 24,775 <= — 
18 Foster-Milburn Co. (ABC, CBS, NBC) ...............00..- 35 23,173 ia 

P 9 Bankers Life & Casualty (ABC) .........ccccccccccceseeeseeees 49 21,744 
20 Martin, Jeffrey Labs. (MBS) ............cccscscesseeseereees 85 18,766 


*Ranked by total home broadcasts delivered and by total commercial minutes delivered 
for individual advertisers by all programs and participation on all radio networks used. 


Helene Curtis Names Shukur Fremanile Boosts Lapthorne 

Edward K. Shukur has been ap- Bob Lapthorne has been named 
pointed to the new post of director | far eastern sales manager of Fre- 
of marketing of Helene Curtis In-| mantle International Inc., New 
ternacional S.A., a subsidiary of York. Formerly with Screen Gems 
Helene Curtis Industries, Chicago. of Canada, Mr. Lapthorne joined 
Mr. Shukur, formerly director of|the television film organization 
product management of the Curtis| nearly two years ago to handle 
products division, will make his sales in Australia, New Zealand 
headquarters in Chicago. and the Philippines. 


| 
| 


WAVE-TYV viewers buy 
28.8% more AUTOMOBILES 


—and 28.8% more tires, batteries, 
anti-freeze and supplies, of course! 


That's because WAVE-TV has 28.8% more 
viewers, from sign-on to sign-off, in any 
average week. Source: N.S.1., July, 1961. 
CHANNEL 3 ® MAXIMUM POWER 
NBC 


LOUISVILLE 
THE KATZ AGENCY, National Representatives 
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NGuENTIE 


ARST-AlO 
SPRAY 


WINNERS—Norwich Pharmacal Co. 
Cincinnati, won top awards in the 25th annual packaging competi- 


tion sponsored by Variety Store 


* 


WINDOW SHADE CENTER 


7 7O Sct FREE whe You WAIT 


, Norwich, N. Y., and Clopay Corp., 


Merchandiser. The award for the 


best package of the year was given to Norwich for its Ungentine 
first aid spray, and the best point of purchase merchandiser award 


was presented to Clopay for its 
play 


“sell-o-matic” window shade dis- 
units. 


Bell & Howell Sets 
Direct Mail Unit 


CHICAGO, Nov. 21—Bell & Howell 
Co., camera manufacturer, has es- 
tablished a subsidiary to develop 
mail order sales programs for cer- 
tain B&H products, plus products 
from other manufacturers. 

Maxwell H. Sroge, president of 
the subsidiary—Robert Maxwell 
Co.—said it will offer the direct 
mail package to owners of lists of 
credit customers. The program has 
been tested for two years by Sloan- 


Ashland Co., which will continue 
to develop mail order programs 
for some Bell & Howell lines. 

Mr. Sroge, formerly director of 
product planning for B&H, said 
Robert Maxwell Co. will appoint 
an agency within a few weeks. It 
| will not be McCann-Erickson (the 
| Bell & Howell agency), he said, 
| but one specializing in direct mail 
| promotions. 
He did not indicate what other 
| products will be sold through the 
| company, but said they would be 
primarily hard goods. 

“We believe that mail order 


merchandising techniques now de- 
veloped will be equally applicable 
to other lines of high quality con- 
sumer products,” he said. “Our 
experience has shown that these 
need not be low-price or impulse 
purchase products, as it is often as- 
sumed.” # 


Mutual Adds Three Stations 

WINZ, Miami, and WINQ, Tam- 
pa, both former independents 
owned by Rand Broadcasting Co., 
have joined Mutual Broadcasting 
System. WINQ will replace WHBO 
as Mutual’s affiliate in Tampa, Feb. 
19. KHJ, Los Angeles, will rejoin 
Mutual effective in January, re- 
placing KPOL as its Los Angeles 
affiliate. KHJ, which first joined 
Mutual in July, 1936, has been an 
independent since it left the net- 
work in August, 1959. 


Houck Adds Account 

American Electric Power Co.,| 
New York, has appointed Houck & | 
Co., Roanoke, Va., to handle its 
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1962 electric clothes dryer cam-|Mich., has signed as co-sponsor of 
paign. The campaign will use|CBS Radio’s six-nights-per-week 
newspapers, outdoor posters, tele-|“It’s Sports Time.” The buy was 
vision and radio. made by Bozell & Jacobs on behalf 

of Casite Additives. Alternate 
Hastings Buys CBS Sports sponsor is R. J. Reynolds Tobacco 
Hastings Mfg. Co., Hastings, | Co. 


23 MAJOR COMPANIES RENEWING 
COLOR TV SPONSORSHIP 


23 major advertisers who sponsored Color TV in 1956 
are buying it again in 1961. One more proof that Color 
delivers the prospects. Get the full Color picture today 
from: W. E. Boss, Director, Color Television Coordina- 
tion, RCA, 30 Rockefeller Plaza, New York 20, N. Y., 
Tel: CO 5-5900 


YOU ASKED FOR IT... 
A simple RATE CARD 


Here 


This 2’’ x 2’ 


of 


New General 
of 


@ THE MORNING CALL 


CALL-CHRONICLE NEWSPAPERS 


A.M. & P.M. — P.M. & Sunday 


Year Dis. Rate 25000 % .328 
| Open 36 50000 11% .320 
ft 2500 1% .356 75000 12% .317 
5000 3% .349 100000 13% .313 
10000 5% .342 150000 15% .306 
Is! 15000 7% =. ‘ oukin 16% .302 
——p- ull Page Credit 4 
” Add 1% — 5-day leeway on color 
COLOR RATE — Flat 
1 & Black $125 2 & Black $225 


All the Essential Elements 


CALL-CHRONICLE NEWSPAPERS 


Allentown, Pa. 
Lehigh Valley's Most Dominant Media 


@ SUNDAY CALL-CHRONICLE 


National Representatives @ Story, Brooks and Finley, Inc. 


Allentown, Penna. 
GENERAL LINE RATE 36c 


105,682 ABC 
VOLUME DISCOUNTS 


3 & Black $300 
Single rate A.M. 30c, P.M. 14c, Sun. 30c 
Maximil $3.33 — Minimil $2.79 


Space Covers 
the 


Rate Structure 
the 


@ EVENING CHRONICLE 


| 


| 330 WEST 42nd STREET, NE 


energy sytems 


PEOPLE 
BUY! 


... SPECIALIZED PEOPLE, 
LIKE ENERGY SYSTEMS ENGINEERS 


In all industries, energy systems engi- 
neers design and manage electrical, steam, 
liquid-handling, compressed-gas refrigera- 
tion and air conditioning systems. They are 
the “‘pros’’ who specify and select equip- 
ment for these systems - their professional 
magazine is POWER! 


When you tell your product story in 
POWER, you sell these key buying influ- 
ences in all industries . . . directly and 
economically. 


the magazine of 


engineering 


w york 36.n.Y. Qa @ @ 
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U.S. Must Show Respect 
to Gain World's Respect 

To the Editor: With his proposal 
of forming a World Affairs Depart- 
ment as an organized U.S. govern- 
ment effort “to sell and advertise 
America to the world” (AA, Oct. 
23), Charles H. Brower follows the 
fine spadework done by Henry 
Mayers and the efforts of the Cold 
War Council, which grew out of 
Mr. Mayers’ penetrating analysis 
of U.S. information and propa- 
ganda activities which ADVERTISING 
Ace featured in its March 20 issue. 
The Messrs. Mayers and Brower 
should pool their ideas and efforts. 

One would hope, however, that 
such efforts are not going to em- 
body Mr. Brower’s way of dealing 
with people he happens to disagree 
with. To say that the views of such 
well-known critics of advertising 
as Arthur Schlesinger Jr., John 
Kenneth Galbraith, Dr. Arnold 
Toynbee, Alvin H. Hansen and Ar- 
thur Miller, present “economic 
stupidity” that is not even worth 
discussing is the kind of assumed 
superiority some American busi- 
ness men (too many, it would 
seem) arrogate to themselves in 
their overseas activities and rela- 
tionships. 

His accusation that these critics 
“are attempting to dismantle our 
only possible propaganda appara- 
tus” holds as little water as would 
the chal'enge that Mr. Brower’s 
criticism undermines the effective- 
ness of the Messrs. Schlesinger and 
Galbraith in their respective gov- 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


|ernment positions. 
| The irreplaceable basis for fruit- 
ful human relationships is respect. 


The U.S. cannot get the respect of | 


the peoples of the world unless the 
American attitude is one of respect 
| for them. 

On balance, it is at least doubt- 
ful that respect for the buyer has 
characterized American advertising 
performance. To be effective, 
American selling and advertising 
performance abroad must demon- 
strate why our economic system of 
competitive enterprise has served 
the American people so well. It 
must tell them that this system is 
| the product of the American revo- 


end of the trail, on his pooped 
paint, is the engine that matches 
the Pacemaker .. . well, it must not 
be much of a pacemaker! 
Bob Westenberg, 
Assistant Advertising Manag- 
er, Canvas Products Corp., 
ing “permanent” anti-freeze for| Fond du Lac, Wis. 
years. In spite of all the weasel- e e e 
worded double-talk by automobile 5 
manufacturers and purveyors of | Direct Mail Discovery: 
ethylene glycol, underneath it all Leave Out the Sales Pitch 
they will agree that the only com- To the Editor: I may have dis- 
ponent that loses its effectiveness is| covered the most effective direct 
the rust inhibitor. All right, so we ail campaign ever devised! 
just add a little rust inhibitor every, 1 sent out 26 letters to art studios 
Fourth of July or Christmas, and|offering my free-lance writing 
let it go at that. Top with water, as | services. However, I neglected to 
needed. put anything in two of the enve- 
We know this is heresy, and will | lopes. Receiving the mysterious en- 
meet with violent denial by the| velope, both art studios called me 
anti-freezers. But until someone | immediately. They shyly asked me 
can convince us that the ability of| if I would mind telling them what 
ethylene glycol to lower the freez-| was to have gone inside. While 
ing point of water diminishes with | apologizing profusely for my slip- 


lution and of the by far most suc- | time, we refuse to see the sense of shod secretarial methods, I man- 
cessful concept of self-government | throwing out one batch merely to| aged to secure appointments with 


known to man that this revolution 
created. And the message must be 
delivered with the positive convic- 
tion that this is a fine and noble 
thing, free from the cynicism with 
which Mr. Brower encumbers his 
fundamentally excellent proposal. 
Erwin H. Klaus, 
Senior Consultant, Ernest L. 
Loen & Associates, Fresno. 
e 

He Keeps Same Anti-Freeze, 
Adds Own Rust Inhibitor 

To the Editor: We’re much be- 
mused by the current anti-freeze 
battle, especially between the boys 
who used to call theirs “perma- 
nent” (ethylene glycol), against 
the new ones, that are really per- 
manent. Apparently there are de- 
grees of permanency. 

*sfunny thing, but we’ve been us- 


Highest 
concentration 
of buying power 


FAMILY INCOME 
$7,500 $10,000 $15,000 
or more or more or more 


“USN&WR”’...75%...58%. ..32% 


Time............61%...41%...19% 


Newsweek ....69%...49%...27% 


Source: Latest available information from each magazine. 


Get the facts. Weigh the research. Compare. 
For full details, call our advertising office at 
Prudential Plaza, Chicago 1, Illinois. 
Whitehall 4-2707 


U.S.NEWS & WORLD REPORT 


Useful News for Important People 


NOW MORE THAN 1,200,000 NET PAID CIRCULATION 


substitute another. Sly television | each! 
suggestions to “refer to the car| The best “copy” approach yet! 
maker’s manual” don’t impress us | Arlene Gilbert, 
one whit. New York. 
Lucien R. Greif, . « + 
Greif Associates, New York. ‘He Pays Tribute to Flack 


° bd bd if Hi P ° ] “ 
Honest Injun .. . or His Priceless Humanity 


‘ | To the Editor: It has been said 

To the Editor: I spotted this ad | that many a man has cut his throat 
this morning, and am sending it) with his own tongue—Gene Flack 
along as a baffling example of,|was the exception. Although he 
“What does this illustration have) probably made hundreds of talks 
a year, after hearing him, you 
couldn’t help but be in a better 
frame of mind. 

Do you remember the first time 
you saw and heard Gene? Six foot 
four, all man, would walk toward 
the speaker’s rostrum, he would put 
his fingers to his mouth and out 
would come a shrill whistle, then 
he would throw handfuls of cigars 
|to his appreciative audience. Final- 
——- (ly, he would start to spread, as he 
—— | would call it, “his sunshine.” His 
= on | big voice would literally boom out 
; ae, at you, relating the latest, topical 
joke, never at someone’s expense 
or, for that matter, never even in 
'a satirical vein, just honest-to- 
goodness humor, followed, of 
course, by his subject for the day. 
These were some of his trade- 
marks. 

But that was just the “frosting.” 
I knew a Gene who wasn’t too 
to do with the rest of the ad?” busy when I needed his help, to 

It almost looks as if someone | meet me at his club to give me 


At last, 

we've found 
the engine 

to match the 
PACEMAKER 


Cruiser 


PACEMAKER wanine encines 
‘* O68e 6 SONS, mec 


awe Bore tag tater 8) 


| stuck an editorial photo in the cor- down-to-earth counsel and very 


ner of their ad. If this Injun at the definite assistance. Mind you, I 


Modern Retailer 


The Discounters’ National Weekly Newspaper 
Serving the $5 Billion Discount (Dept. Store) Market 


a 
Mii 4 


2nd class 
mailing permit 


d 


The only publication serving the discount 
market with 2nd class mailing privileges. 


Your assurance of first 
class 100% paid circulation. 


MODERN RETAILER is a must for 
all manufacturers selling to the multi- 
billion dollar discount market. 


MODERN RETAILER offers the lar- 
gest guaranteed paid circulation in 
the field. 


MODERN RETAILER delivers re- 
sponsive circulation to every Dis- 
count Department Store, Self-Service 
Department Store and Non-Foods 
Managers of Food Supermarkets, 


Automotive, Drug, Haraware, Variety 
Chains and Department Stores. 


MODERN RETAILER reaches all 3 - 
Ownership operators, Leased De- 
partment operators, Merchandise 
buyers and managers. 


MODERN RETAILER leads in fre- 
quency, advertising, readership 
and results. 


You owe it to yourself to learn the 
**Modern Retailer’’ Story. 


modern retailer 


99 Chauncy St., Boston 11, Mass. HAncock 6-2704 
ADVERTISING AND SALES OFFICES: 
New York City: 10 West 33rd St. LAckawanna 4-5024 
Los Angeles: 1901 W. 8th St. HUbbard 3-6211 
San Francisco: 85 Post St. GArfield 1-7950 


wasn’t a close friend, just a little 
more than an acquaintance. 
When his death was published 
in the papers, I’ll bet every friend 
smiled in memory of his personal 
pleasant recollection of this big 
man of stature. 
Gene had that priceless quality 
of human spirit by which one heart 
is light, gay and strong enough to 
lift the heart of another. In behalf 
of the numerous people you have 
helped, as well as myself, we say 
“Thank you, Gene.” 
Arthur Cohn Jr., 
New York, N. Y. 
. e e 
Stereotyped Letters on 
Ad Ideas Irk Him 


To the Editor: There seers to be 
a prevalence of stereotyped let- 
ters to the editor of late, two of 
these types being particularly an- 
noying to me: 


1. The Migod-isn’t-it-awful 
class, wherein the writer com- 
plains about a specific ad. Often, 
the cause of the objection must be 
ascribed to some peculiar idiosyn- 
crasy of the writer. Example: 
Murray Gelman’s letter scorning 
the ABC “noses for news” ad (AA, 
Nov. 6), implying that the probos- 
cis of homo sap is not only dis- 
tasteful but downright vulgar, es- 
pecially when, Rorschach-like, he 
can see sex in it. Perhaps it’s all in 
the eye of the beholder. 

At any rate, after the recitation 
of the chant about “advertising we 
can do without,” what is accom- 
plished? Nil. The creators of the ad 
may (if they read the letter) re- 
tort, “Go to hell, Charlie,” and the 
futility is complete. There is a def- 
inite need for constructive criti- 
cism, but the interpretations of that 
term certainly vary, don’t they? 


2. The Look-Herman-they-stole 
our-idea class, complete with gen- 
tle chiding, subtle innuendo, or 
righteous indignation. Example: 
Joan Rockwell’s letter (AA, Nov. 
6), claiming that the Toastmaster 
ad’s “Every Day Is Fry-Day” line 
was originally used by them for 
Peet Packing ’way back in Janu- 
ary, 1959. Well, attached is a stat 


of an ad for our Mirro-Matic elec- 


EVERY DAY 
Is FRY-pay | 


SHR Me wendertel nen setemare 


MIRRO-MATIC 


tric try pan 


FEBRUARY & MARCH - Modern Bride 
tric fry pan, prepared by Cramer- 
Krasselt of Milwaukee, and run in 
Modern Bride, February-March, 
1957, plus numerous other wom- 
,en’s magazines, plus numerous 
dealer tie-in ads. 

Understand; I’m not throwing 
stones ...I live in that same damn 
glass ranch! But these writers 
seemingly refuse to admit that this 
is just part of the game, conscious 
or subconscious...and so what, 
anyway? 

Wayne R. Van Dien, 

Mirro Aluminum Co., Manito- 

woc, Wis. 

+ ° ° 


Banning of WCTU 
Poster Sickens Him 

To the Editor: Re story, Page 
10, Nov. 6 issue. There are times 
when the advertising business and 
so-called democracy leave me 
slightly ill. The Naegele story is a 
case in point. 

I hate WCTU types whom I con- 
sider busybodies. I do not drink 
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New Veedo! 10-30 constantly guards your engine! 
Ordinary motor oils drain down while your car is parked. 
Not new Veedol. ht always leaves a tough film between the 
vital working parts to protect your engine 
constantly. Ask for Veedol 10-30, the world’s 
most famous motor oil, sold in 82 countries. 


Case of the Yawning Hood 

To the Editor: You just can’t 
keep a good idea down. And here’s 
proof. 

The Marathon anti-freeze adver- 
tisement ran first—in October, 
1960. It appeared in the Post. The 
Veedol ad appeared the following 
spring, in April, 1961. The Texaco 
Ice-chek ad appeared this October 
(1961) in the Midwest newspapers. 

Well, as I said, you just can’t 
keep a good idea down. 

Donald Russell, 
Wayne, Pa. 


very much but consider drinking 
or not drinking a personal matter. 
I have no axe to grind. 

But it sickens me that a group 
of big breweries can cause Naegele 
to crawl. I thought our famous 
North American democracy was 
based on freedom of speech— 
which includes billboards for those 
who can afford to use them. So 
Naegele was “trapped.” How aw- 
ful! So he bans WCTU because the 
big boys got mad at him. And calls 
their message “obscene.” Ah, 
semantics, what sins are committed 
in thy name! 

I must close—I feel regurgita- 
tion coming on. 

A. G. Wynne Field, 

Editor, General’s Review, To- 

ronto. 

os a * 


Suddenly, He Discovers He's 
Drinking Something Delicious 

To the Editor: Re the attached 
ad [from the September Package 
Store Management] for Calvert 
Reserve, it is a revelation to learn 
that “Suddenly, whisky is deli- 
cious...” 

For years I am sure many of us 
misguided souls have been imbib- 
ing for medicinal purposes. It is 
nice to know that now our drinks 
can be delicious as well. 

Granted, some people drink the 
stuff for the sole purpose of getting 


Suddenly, whiskey is delicious... 


and Catwert Rescroe ts the reason 
© the right whishey for today’s nvte’ 


“Yoday’s Taste Calls for 


Cal vert Reserve 


PATEE 
RADIATOR 
SERVICE 


a 


inspect your cat's cooling system, then add Prestone* to the degree 
of cold you want. And come Spring, we'll drain, flush and inspect 
again, then add anti-rust and sealer for hot-weather protection. 
Refills of anti-freeze and anti-rust needed under normal conditions 


WEW! Texaco’s Climate-Controlied gasolines with ICE CHEK- 


double your det 2 against fuel-line freeze-up and cold-weather stalling | are free under the terms of this guarantee. Drive in today for 12- 

5 oes SOREL BIR Month Guaranteed Radiator Service at your neighborheed Marathon 

— =(Ge) service station... and get it ata price you don't mind paying. 
\ ' a) 

cme SZ — Maration goes farther to make friends 
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He Sings Praises of Head Misleads on Who Heads 
AA's Library Statt |Cadillac Account at Agency 

To the Editor: We’ve often had To the Editor: In handling the 
occasion to think that the Apver-| Cadillac story (AA, Nov. 6), the 
TISING AGE library and its compe-| copy desk skidded slightly with the 
tent staff are among AA’s unsung| head: Moore to Head Cadillac Ac- 
assets. | count at MacManus Shop. 

The helpful services received! As the story stated correctly, 
from Mrs. Elizabeth Graham, Mrs.| Bob Field becomes account super- 
Annia Hart, and Sally Long have! visor, while Pete Moore occupies 
aided us many times—solved many | the account executive slot. 
of our problems. And as long as I am in a metic- 

They’re tops—these gals—and/|ulous mood, the Cadillac account 
we are grateful to them and your | 


jactually is headed by exec vp 


Charles F. Adams, who skippers 
the group. 
Frank T. Skinner, 
Vice-President, MacManus, 


John & Adams, Bloomfield 

Hills, Mich. 

Head writer hangs his in shame. 
* . 


Connable Didn't Leave Agency 
Business; He Stopped Soloing 
To the Editor: Just so various 
clients, publishers, space reps and 
former associates won’t have any 
permanent wrong ideas, would you 


mind running a correction to your 


Nov. 6 item about Micrometrical 
Mfg. Co.’s change of agency? 

Carl Connable Advertising, Ann 
Arbor, handled that account (and 
several others) for more than 11 
years, but your statement about 
my leaving the agency business is 
premature. I merely decided I'd 
rather play in a combo than be a 
one-man band, and closed my own 
agency in June to join Charles N. 
Graff & Associates, a thriving and 
growing industrial ad agency in 
Olean, N. Y. 

Carl Connable, 

Charles N. Graff & Associates, 

Olean, N. Y. 


| 71% INCREASE 


IN NIGHTTIME COLOR PROGRAMMING 


Reflecting the dynamic growth of Color TV, nighttime 
programming increased from 476 hours in 1960 to 815 
in 1961. The big breakthrough in Color TV is here. Are 
you with it? Get the full Color picture today from: W. E. 
Boss, Director, Color Television Coordination, RCA, 30 
Rockefeller Plaza, N. Y. 20, 


N. Y., Tel: CO 5-5900 


fine publication for their assist- | 
ance. 
Ralph J. Burge, | 

Geyer, Morey Madden & | 
Ballard, Chicago. 

* . . | 

| 
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Seidner Mayonnaise Not 
Widely Sold in New England 
To the Editor: We at Otto 
Seidner Inc. were delighted to read | 
in your Nov. 6 issue the fine arti- 
cle you wrote about the remark- 
ably successful summer campaign 
for Seidner potato salad (in the 
vacuum-sealed jar) planned and 
executed by Hockaday Associates. 
May I correct you on one state- 
ment, however. Seidner mayon- 
naise is not the “best distributed” 
mayonnaise brand in New England 
in the sense of most widely dis- | 
tributed. Only in certain areas of 
New England would that statement | 
be accurate. Perhaps your reporter 
was thinking of our potato salad | 


DR. MEL S. HATTWICK 
Ady, Director Continental Oil 


Arnold Seidner, 
Executive Vice-President, 
Otto Seidner Inc., 


and instead wrote mayonnaise. | 


Westerly, 
| 


KLZ of Denver... Salutes... 
A Radio-Active Business Executive 


As Continental Oil Company's Advertising Director, Dr. Mel S. Hattwick 
is the man behind Conoco’s “Hottest Brand Going” advertising ... seen, 
heard, and well-remembered throughout middle America. He also serves 
as Director of both the Advertising Federation of America and the Asso- 
ciation of National Advertisers, writes books (latest: “The New Psy- 
chology of Selling”), and plays a mean jazzpiano. 


Mountain Area. 


KLZ 


| CBS for The Rocky Mountain Area + Call KATZ or Lee Fondren, Denver 


“Good music (but not the kind I play!) plus good selling can be effec- 
tively blended for good results...as they are in KLZ’'s evening Musicale 
which we sponsor,” says Dr. Hattwick. 


Let KLZ Radio pre-sell your products, too, in the rich Denver Rocky 


odio 


560 KC 


F mM 


| | 
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ONE-WORD REASON WHY AGENCIES CALL ON US! 


smashed, but since the distillery | 
has for so many years 
promoted social drinking and the 


industry 


delightful taste of the 


many 
brands, it seems absurd to take LAKE SH RE 


this approach. 


In conclusion, may I ask west FLECTROTYPE 
has been done to Calvert Reserve | 
to make it so “suddenly delicious”? DIVI SION 


Barksdale F. Roberts, 
Vice-President, Mullican Co., 


Louisville. 


wl | 


| 
| 


| 
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812 WEST VAN BUREN STREET : CHICAGO 7: HAvmarxer 1-1000 


REILLYTYPES + SUPER BISTA PREMADEREADY MATS + 3 M PREMADEREADY ELECTROTYPES + PLASTIC 
PLATES + PHENOLIC PLASTIC PLATES + COMPLETE DEALER MAT SERVICE - 24 HOUR REPRINT SERVICE 


| 


nl 


ELECTROGRAPHIC CORPORATION 
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‘Gimmicks’ Peril 
Newspaper Rate 
Structure: Grey 


New York, Nov. 21—The dis- 
|parity between newspapers’ na- 
'tional and retail rates, and the 


‘count plans offered by the medi- 


|“Grey Matter,” newsletter of Grey 
| Advertising. 

| The publication said the na- 
\tional-retail gap has “long been a 
‘burr under the national adver- 
| tiser’s saddle,” and the “emergence 
lof new, powerful media and the 
| resurgence of long-established, 
‘competitive media have intensified 
| this irritation.” Grey’s media an- 


lalysts, said the newsletter, have | 


found an “increasing”? number of 
| “gimmicks” used by newspapers 
|which, in time, “may endanger 
|their entire rate structures.” 
“We applaud the motives but 
deplore the means which dailies 
have employed to cure ‘chronic’ 
rate complaints,” it said. The 
lengthy Grey outline, termed a 
“constructive discussion” rather 
| than a “diatribe,” also broke sev- 
|eral months’ lull in the newspaper 
'industry which was rocked last 
spring by a series of charges that 
\a “great rate jungle” had been 
|produced by a rash of discounts. 


s “Grey Matter” said these dis- 
count gimmicks are helping the 
jungle proliferate: 
e Hookers. A group of equal-size 
|/boxes, each one-column_ wide, 
|}around a national ad, with each 
box carrying a dealer listing. “This 
is a strategem—not new—for ei- 
ther paying somewhat less for the 
lad in its original size, or getting 
|larger space for the same dollars, 
or for a moderate increase in cost.” 
e Listings—only at retail rate. 
Lower rates for that part of a na- 
tional ad in which multiple dealer 
listings appear. 

e The “mechanical formula” plan. 
The size of space or proportion of 
it devoted to dealer listings makes 
|no difference. “The ad is billed on 
the basis of a rigid formula: Two 
parts at the retail rate and one 
| part at national.”’ For example, if a 


national advertiser’s line rate is 
$1.20, and the local rate for similar 
linage is 60¢ (commissionable, for 
the sake of simplicity), as long as 
two or more dealer listings ap- 
pear, the entire ad is billed at 
80¢ a line. 

e The “Los Angeles” plan. A 
“contrivance,” according to “Grey 
Matter,” “for lowering national 
rates while adhering to the letter 
of the rate card.” The plan was 


“SPECIAL INTEREST” MAGAZINE OF 


AMERICA’S FASTEST-GROWING 


FAMILY MARKET 


Total Catholic households are 
growing twice as fast as all others 
— over 35% increase in 10 years, 
compared to 166% US. average! 
CATHOLIC DIGEST, over 750,000 
net paid, is edited for thorough 
family reading .. . contains 25 to 
30 articles each month from the 
world’s finest magazine, newspa- 
per and book sources. At $1.75, 
CATHOLIC DIGEST’S cost per 
1000 is one of the LOWEST in the 
entire magazine field. To sell 
MORE to more households, get all 
the facts on this special-interest 
publication. 


@ CATHOLIC DIGEST 


Advertising Office 
44 E. 53rd St., New York 22, N.Y. 
Telephone PLaza 3-0828 


“invented” to accommodate tire 


“confusing” multiplicity of dis- |companies who own some of their 


: |own outlets, but who want to list | 
um, have been given the once~ |some they don’t own in their na- 
over in the November issue of | tional copy. “At least 15 major 


|papers offer this plan, with these | 


two variations: The ad is billed at | 
the average of the local and na- 

tional rates irrespective of the ac- 

tual national and retail propor- | 
tions; or dealers listings, which | 
must account for 50% or more of | 
total space, are billed out national | 
while basic crop is billed retail.” | 


in glittering foal Pius Coven It speaks for itsell, _ and vou..so brilliantly Give $ 


‘oft In every “The nation’s most x 


TOP SELLER—The House of Seagram will use this four-color spread in 
major magazines as the focal point of its massive holiday ad cam- 
paign (AA, Nov. 6). Warwick & Legler is the agency. 


e The “round robin.” This is a ro- 
tation-of-dealers device in which a 
manufacturer’s merchandise is fea- 
tured along with the name of one 


Stenta Moves to Rome 


|GAC-TV (General Artists Corp.), 


Richard Stenta, formerly with Rome, where he will coordinate ac- 


CBS Radio, New York, has joined tivities on the Continent. 


dealer. Other dealer ads go in box- 
es around the main ad, and the 
prime position gets rotated. 

e The “distributor” rate. This is | 
|a rate higher than retail, but gen- 
jerally lower than national. “In 
|most cases, there is no way of tell- 
|}ing whether money actually comes 
|from the factory or from the dis- 
| tributor himself.” “Grey Matter” 
|said this practice is “particularly 
prevalent” in the appliance indus- | 
try. 

e The “pooled resources” plan. 
Occurring when a manufacturer | 
runs linage in a specific market | 
over his distributor’s logo. The two 
earn a rate based on their total lin- 
age, versus what they earn indi- 
vidually. 


Matter” said this system, used in | 
some markets where dealers have | 
formed “associations,” may be lim- | 
ited by “the legal restrictions.” 

e The “hodgepodge.” The ad is| 
divided into a series of illustrated 
products, which go under a ban- 
ner head and national advertiser’s 
general copy. A dealer’s name goes 
under each item; at the bottom of 
| the ad may be a list of additional 
dealers. Parts of the ad are billed 
at national, part at retail. 

e “Grey Matter” said the effect 
of these plans upon the advertiser | 


is “largely dictated by what the 
newspapers do. After all, it is the 
medium, not the buyer, that sets 
its rate structure.” It said the de- 
vices “complicated” things for the 
buyer because he wonders whether 
he’s getting a rate as good as his 
competitor’s; he might avoid using 
newspapers to some extent, and 
he is forced to plan different ad | 
tactics market-by-market. 

“These artifices tend to switch 
business from the national rate to 
a less profitable rate—thus losing 
return per line, without adding 
additional linage to make up for 
the loss in income per line.” Be- 
cause of this, said “Grey Matter,” 
newspapers “virtually have 
\the tire business and the appli- 
|ance business on a national basis.” | 
|@ The newsletter concluded that | 
‘there is something “fundamen- | 
tally illogical’ about two different | 
buyers paying different prices for | 
the same merchandise; that news- 
jpapers should develop a “happy 
|medium” pricing plan which could | 
| be offered to all comers; and that 
ithe excessive local-national dif- 
ferentials have caused national ad- 
\vertisers “to wonder about just 
what newspaper space is really 
worth.” 

It said the News & Journal, Wil- 
mington, which last July inaug- 
jurated a plan which equated na- 
tional and retail linage (and which 
permitted advertisers to buy space 
directly) was “the first step,” but 
that its progress, “like all innova- 
| tions,” may be “slow.” # 


e The “association” rate. “Grey | 


Don’t let them 
put the Hat on YOU! 


Papers unable to interest enough readers to gain market 
coverage, often resort to tall tales about quality. But they 
can’t fit the conical cap on experienced advertisers whose 
results prove the Post and Times-Star’s worth. They go 
with this paper as guests in 7 out of every 10 homes; enjoy 


| quality of readership second to none. And we can prove it! 


Reach this progréssive market through the only paper that 
spends the evening with almost 1,000,000 readers. 


out of 


| 0 Cincinnatians 


it read the Cincinnati POST Times-Star 


Largest Circulation of any Cincinnati Daily 
* 

Greatest Cove of Highest Income G: 

as of all p tema ss ee 
* 


43% Read No Other Daily 
* 


One of the nation’s lowest Milline rates 
* 


The Newspaper that Spends the Eveni i 
almost 1,000,000 Readwn. —— 


ROBERT K. CHANDLER 
Manager, General Advertising Department 


Represented by The General Advertising Department 
SCRIPPS-HOWARD Newspapers 
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National Distillers Okays Takeover of 
Fertig by Lennen & Newell on Jan. | 


(Continued from Page 1) 
move was pointed up by the fact 
that the announcement came from 
the distiller. Mr. Lukin said that, 
“of course,” National had had to 
okay the change. At the same time, 
L&N president, Adolph Toigo, said 
his agency was “proud of the con- 
fidence placed in us by National 
Distillers.” 

Braddock Greene, National’s di- 
rector of marketing, said that “this 
combination of Fertig advertising 
and marketing know-how, broad- 
ened by the creative, research and 
other facilities of L&N, gives rec- 
ognition to the requirements of 
the liquor market of the future.” 
He added that the industry is now 
turning from its “growing up” 
stage of establishing its basic mar- 
keting practices and advertising 
policies “to what we consider as 
the beginning of a new era.” 


s Except for the National Review 
account, Mr. Fertig’s baby, all ac- 
counts in the Fertig operation are 
National Distillers products. They 
are Old Crow bourbon, Old Sunny 
Brook, PM whisky, Bond & Lil- 
lard, Old Hermitage, Century Club, 
Old Log Cabin, Old Dover, de Kuy- 
ms per cordials, Monnet cognac, Meri- 
to rum, Jouvet wines, Prefontaines 
wines, Chapoutier Tavel rose, and 
Laurent Perrier champagnes. 

Mr. Fertig founded his agency 
in 1922, and with Mr. Lukin has 
handled National Distillers prod- 
ucts since repeal. 

Mr. Fertig’s move renews L&N’s 
association with National Distill- 
ers. In November, 1959, National 
moved some $1,000,000 in billings 
from the agency when it awarded 
all its brands there (Hill & Hill, 
Bourbon de Luxe, Kentucky Col- 
onel and Cinzano vermouth) to 
Fletcher Richards, Calkins & Hold- 
en. National’s advertising was 
headed at that time by Alynn 
Shilling, who has since retired. 


s L&N reported billings of $87,- 
000,000 last year. The agency’s last 
acquisitions came in a bunch be- 
tween June and September, 1958, 


Rodman Reed, 56, 
Marsteller Exec, 
Dies in Auto Crash 


PITTSBURGH, Nov. 21—Rodman S. 
Reed Jr., 56, vice-chairman of 
Marsteller Inc., died in an auto- 
mobile accident near his home 
here yesterday. 

A founder 
of Marsteller, 
Rickard, Geb- 
hardt & Reed, 
Mr. Reed had 
served as exec- 
utive vice- 
president in 
charge of the 
agency’s Pitts- 
burgh office 
since 1951. He 

Rodman S. Reed Jr. Was a _ board 

member of the 
Pittsburgh chapter, Assn. of Indus- 
trial Advertisers, and of the Pitts- 
burgh council, American Assn. of 
mm Advertising Agencies. 

Mr. Reed joined Equitable Meter 
Co., now Rockwell Mfg. Co., in 
1929, after two years with the New 
York state highway department. 
He was appointed § advertising 
manager in 1931. In 1943 he be- 
came manager of the McCarty Co.’s 
Pittsburgh office, one of several 
predecessors of Marsteller Inc. 

A native of Cortland, Pa., Mr. 
Reed was graduated from Brown 
University in 1927 as a civil engi- 


neer. He was a member of Sigma | Wasey, Ruthrauff & Ryan, Chicago,|new Meteor line. 


Nu fraternity and the Cortland 
Presbyterian Church. 


when it added Merchandising Fac- 
tors, San Francisco ($3,500,000 in 
billings); C. L. Miller Co., New 
York ($9,000,000) ; and Buchanan & 
Co., New York ($8,900,000). 

L&N will add some 60 of Fer- 
tig’s 90-plus staffers. Among key 
personnel are Henry Bretzfield and 
Robert E. Wolfe, both account ex- 
ecutives, who will become vps at 
L&N; Leo Begleiter, account execu- 
tive and Lee Bloomgarden, account 
executive, who will become crea- 
tive director of the unit. + 


Gasoline Price War 


Rages in Detroit 


Detroir, Nov. 24—A_ gasoline 
price war triggered by the intro- 
duction last week of Gulftane (AA, 
Nov. 20) entered its third round of 
price cuts, with another cut ex- 
pected over the weekend. Gulftane, 
which came on the market here at 
24.9¢ per gallon, is down to 22.9¢. 
Some of the private brands are 
down to 21.9¢, with major brands 
reduced to 23.9¢. 

Cash Hawley, head of the Mich- 
igan Retail Gasoline Dealers Assn., 
said the situation in Detroit will 
get worse before it gets better. He 
said a further cut in gasoline prices 
probably will come today or to- 
morrow, and certainly by the first 
of next week, with independents 
dropping to 20.9¢. 

Gulftane, a third-grade gasoline, 
was planned to compete for the 
growing compact car market. Gulf- 
tane has a lower octane rating 
than regular brands. Mr. Hawley 
said it is “quite unlikely” that any 
other oil companies would bring 
out a lower octane gasoline to com- 
pete with Gulftane, with the pos- 
sible exception of Sunoco, which 
uses a multiple pumping system. 
He said the cost of converting 
would be too high for other com- 
panies. 


a Mr. Hawley said Gulf’s policy 
apparently is to meet the private 
brands head-on. Gulftane’s initial 
price of 24.9¢ was the same as the 
independents’ price last week. The 
pattern now is for the independ- 
ents to maintain a 1¢ advantage on 
Gulftane. + 


Griswold Joins McCann: Dole 
Boosts Trundle to Ad Post 
Charles G. Trundle has been 
promoted to director of advertising 
and merchandising of Dole Corp., 
San Jose, succeeding Hal F. Gris- 


Hal Griswold 


Charles Trundle 


wold, who has resigned to join 
McCann-Erickson, Los Angeles, as 
a vp and account supervisor, effec- 
tive Dec. 1. 

Mr. Trundle, who moves from 
the post of manager, marketing 
planning, joined Dole in 1959 as 
marketing research manager in the 
sales planning division. Prior to 
joining Dole as an advertising as- 
sistant in 1949, Mr. Griswold op- 
erated his own agency in Salinas, 
Cal. 


EWRR Boosts Kelleher 


Gerald V. Kelleher, vp and ac- 
|count media director of Erwin 


| has been named to the new post of 
|director of marketing. 


Last Minute News Flashes 
Procter & Gamble Introduces Anti-Dandruff Product 


CIncINNATI, Nov. 24—Procter & Gamble next week will introduce 
Head & Shoulders, a new dandruff control shampoo, in Pittsburgh, 
Seattle, Des Moines and the Quad Cities. Sunday supplements and tv 
spots will be used to promote the new product, via Tatham-Laird, 
Chicago. 


Heinz's Venezuelan Account to Publicidad Corpa 


New York, Nov. 24—H. J. Heinz Co. has appointed Publicidad Corpa, 
the Colman, Prentis & Varley associate agency in Caracas, to handle 
advertising in Venezuela. Known in that country as Alimentos Heinz, 
the account was with National Export Advertising Service for about 
25 years. 


Quash FTC Rehearing on Clorox, P&G Asks Court 


WASHINGTON, Nov. 24—Procter & Gamble Co., in a complaint against 
the Federal Trade Commission filed today in U. S. district court here, 
asked the court to set aside an order issued by the commission last 
June in connection with the company’s acquisition of Clorox. The ac- 
quisition was hit by an FTC complaint in 1957. Last summer (AA, 
July 3) FTC ruled that the record did not support a hearing exam- 
iner’s ruling that the step would substantially lessen competition in 
the household liquid bleach field. But it ordered further hearings, a 
step now contested by P&G. 


Roper Names Tobias, O'Neil; Other Late News 


e George D. Roper Corp., Kankakee, I1l., manufacturer of gas ranges, 
dryers and incinerators, has named Tobias, O’Neil & Gallay, Chicago, 
as its agency, effective immediately. Roper, which bills an estimated 
$200,000, had been handled for more than 15 years by E. R. Hollings- 
worth & Associates, Rockford. 


e Norman W. Rau has been appointed assistant advertising and pro- 
motion manager of the Ralston division of the Ralston-Purina Co., St. 
Louis. He formerly was at Taylor-Norsworthy, Dallas, as account su- 


pervisor. Prior to that he was vp and manager of the Dallas office of 
Potts-Woodbury. 


e Del Prado, a leading cigaret brand in Mexico, was introduced into 
Southern California markets this week via big-space ads in metropoli- 
tan dailies and with spots on Spanish-language radio stations. The 
filter-tip brand is billed as ““Mexico’s toast to American taste” and is in 
distribution as far east as Reno. Price is 35¢. D’Arcy Advertising, Mex- 
ico City, is the agency. 


e David B. Heyler Sr. has purchased the Hollywood Citizen-News and 
seven controlled-circulation weeklies in the Hollywood and San Fer- 
nando Valley areas for an undisclosed price. 


e Esso Standard region of Humble Oil & Refining Co. has started a 
campaign of newspaper pages in Buffalo to kick off its “consolidated 
auto repair center,” a pilot project. The center—‘“not in competition 
with dealers’’—does auto repairs that Esso service stations aren’t set 
up to handle. Motorists leave autos at any of 85 Buffalo stations; the 
cars are transported to the center, repaired and returned to the dealers, 
who make a “fair and reasonable profit.” Humble, which is extending 
credit privileges to include the repairs, said another test “outside New 
York state” will be made. McCann-Erickson is the agency. 


e Broadcast Advertisers Reports, New York, plans to call a meeting 
with the tv networks and the Television Bureau of Advertising the 
week of Nov. 27 to decide whether a new ground rule should be in- 
cluded in the compilation of its monthly network tv billings reports. 
CBS-TV has requested that the Leading National Advertisers-Broad- 
cast Advertisers Reports billings include “horizontal contiguity” dis- 
counts, which refers to special rates offered by networks to advertisers 
who buy the same time periods on separate days. 


e Bramson Publishing Co., Birmingham, Mich., will move its advertis- 
ing account from MacManus, John & Adams, Bloomfield Hills, Mich., 
to Carr Liggett Advertising, Cleveland, effective Jan. 1. 


e Elgin National Watch Co., Elgin, Ill., has consolidated advertising 
for its new industrial group with Waldie & Briggs, Chicago. The group 
comprises all Elgin industrial divisions, including abrasives, communi- 
cations, electronics, micronics and new missiles and space units. Ad- 
vertising is being expanded for the group, and Elgin expects 1962 bill- 


ings to exceed $250,000. Waldie & Briggs formerly handled abrasives 


=|and micronics under the old setup. Writers & Advertisers, Pasadena, 


Cal., formerly handled electronics. 


| @ Elliott Plowe, president of Grant Advertising, New York, is await- 


ing a written opinion on the most “desirable” course of action in his 
Pp 


| threatened $1,000,000 libel and slander suit against public relations 


man Marlen F. Pew Jr., according to his attorney. The proposed suit 


| arises from Mr. Pew’s contention in a tax court that he made kickback 
| payments of $28,699 to Mr. Plowe at a time when both were connected 


with Peter Paul Co. (AA, Sept. 25, et seq.). 


e Clay Buckhout, vp of Time Inc., has been named chairman of the 
Magazine Advertising Bureau of the Magazine Publishers Assn. He 
succeeds Vernon Myers, publisher of Look, who ended a one-year stint 
in September. 


Hixson Adds Mercury Line |eral years, and also handled deal- 

of Western Dealer Assn. |er advertising for the Comet last 
Lincoln-Mercury Dealers Assn.| Year. Billings on this business 

of California, Arizona and Nevada, | were reportedly about $500,000. 

has moved advertising for Mer-| 

cury models from Kenyon & Eck-| Madigan Joins Ted Bates 

hardt to Hixson & Jorgensen, Los | Tom Madigan has resigned as 

_ — , peggy Mel ne oa ere | manager of nighttime program- 

. ing for NBC-TV, to join the 


Sitines aaaeee a or an radio-tv department of Ted Bates 


: | 
cury Monterey advertising and a * ©°- New York, as director of | 
similar sum said to be earmarked Programing. He will fill the spot 


for introduction of the maker’s| Which has been held by Bill | 
| Templeton, who will now serve as| 

Hixson & Jorgensen has handled | Bates’ tv head on its Colgate-Pal-| 
the dealer Lincoln billings for sev-| molive account. 


‘Journal’ Drops 


Ads in Milwaukee 
Mailers’ Strike 


MILWAUKEE, Nov. 24—The Mil- 
waukee Journal, Wisconsin’s larg- 
est daily, was slimmed down to a 
mere eight pages without display 
ads for its Nov. 21 editions as the 
result of a labor dispute with 57 
mail room employes. The strike be- 
gan Nov. 15. 

Most of the Journal’s 500 craft 
union members refused to cross a 
picket line which is sanctioned by 
the Milwaukee County Labor 
Council. 

Tuesday’s eight-page issue, and 
Wednesday’s, which grew to 12 
pages, had front page forms set by 
Teletypesetter, with inside pages 
typewritten. The issues included 
some of the usual features, includ- 
ing comics strips, and classified 
advertising including classified dis- 
play and death notices. 

The Journal has carried a strike 
story in each bobtail edition, with 
the location of the story announced 
on Page 1. In Thanksgiving Day’s 
edition, the story was headlined 
“Little Prospect Seen for Early 
Strike Talks.” 


s The major issue in the strike is 
the future of the 57 mail room 
workers and their union after the 
newspaper completes a $12,000,000 
plant modernization program. The 
Journal has said that the mail- 
ers “are demanding control over 
jobs traditionally performed by 
other employes.” The union insists 
that the Journal “has not guaran- 
teed [that] work presently done by 
mailers will continue to be done 
by mailers.” 

No estimate of the Journal’s ad- 
vertising linage loss due to the 
strike was available, but a com- 
parison of total pages for the news- 
paper shows that the Thanksgiving 
week papers a year ago totaled 
704 pages (Sunday through Fri- 
day) while the 1961 total was 320. 
The bulk of this was the Sunday, 
Nov. 19, issue. The Journal’s 
morning competitor, the Milwau- 
kee Sentinel, has picked up 86 
pages more than its 60 totals for 
these editions. + 


Shell Cancels Space in 
Dailies; Eyes ‘62 Media Mix 

Shell Oil Co., New York, has 
canceled the last two newspaper 
spreads, which had been set for the 
end of the year, because it already 
has exhausted its 1961 advertising 
budget, according to the company. 
The funds were depleted by some 
“media mix” testing, which in- 
cluded radio and television, a few 
months ago (AA, Sept. 4). 

Shell acknowledged that it is 
considering tv and radio for 1962, 
but plans are not set yet. The com- 
pany would point out only that 
“from figures now available, it ap- 
pears that Shell will continue to be 
the largest newspaper advertiser in 
the petroleum industry in 1962.” 


Ford Appoints Haskins 

The Ford division of Ford Mo- 
tor Co., Dearborn, Mich., has 
named Jack B. Haskins manager of 
advertising research, replacing 
Thomas C. Parker, who resigned 
to join Eugene Gilbert & Co., New 
York. Mr. Haskins formerly was 
assistant research manager and re- 
search executive of The Saturday 
Evening Post. 


Avco Promotes Carman 

E. C. Carman has been appointed 
director of marketing of Avco 
Corp.’s Nashville division—a new 
position. Mr. Carman, who joined 
Avco 13 years ago, formerly was 
the division’s general manager for 


|commercial products. 
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Simulmatics to Tell Ad TOS 
Results, Market Share 


(Continued from Page 1) 
ern conference of the American 
Assn. of Advertising Agencies, 
(AA, Nov. 20). 

But Simulmatics has been quick 
to disassociate itself completely 
from anything resembling the 
BBDO method. 

The concept of human behavior- 
al patterns being applied together 
with media data by Simulmatics 
would, if successful, permit an ad- 
vertiser to pre-test his strategies 


on virtually a simulation of the | 


markets. 


s While the simulation is “obvi- 
ously not a perfect representation 
of the real one, it is a fair-to-good 
representation,” according to Ithi- 
el de Sola Pool, chairman of the 
Simulmatics research board and 
director of the international com- 
munications program of the Mas- 
sachusetts Institute of Technology. 
“By using the simulation, we can 
do something we could not do 
otherwise: We can take the pop- 
ulation through weeks or months 
of media exposure to predict the 
results of proposed advertising 
campaigns.” 


s The technique will enable an 
adman to identify ways in which 
his current campaign results can 
be improved, and it will calculate 
the cost of achieving different re- 
sults in terms of reach and fre- 
quency, he said. 

The company said it has simu- 
lated previous advertising cam- 
paigns, just as though their results 
weren’t known, and later com- 
pared these with computer find- 
ings. It said it expected to do the 
same thing for its clients, in order 
to acquire their confidence in Sim- 
ulmatics. 

Mr. Pool said that the distinction 
between Simulmatics media-mix 
and other media-mix services is 
that operations research tech- 
niques (“for example, linear pro- 
graming”) can produce optimal 
schedules, but only for a static 
situation. This compares with the 
“dynamics of audience behavior” 
to give the media man an indica- 
tion of “likely results” in advance. 


s The Simulmatics technique first 
came into prominence when it was 


used on research for the Demo- | 


cratic Party during the 1960 Presi- 
dential election. It processed poll 
data and included computer sim- 
ulation of likely voter behavior. Its 
immediate goal was to estimate 
rapidly the probable impact upon 
the public of different issues which 
either candidate might thrust into 
the campaign. 

In developing a simulation of the 
U.S. for the media-mix technique, 
however, a Simulmatics team took 
a hypothetical population of 2,944 
and divided it demographically, 
economically and socially into 170 
different human types from a total 
of 110 different areas. Because of 
New York’s size, for example, the 
city represents more than one of 
the 110 areas but includes just 
about all of 170 types. On the 
other hand, a rural area might not 
have one of the 170 types. 


s Simulmatics said it has gone so 
far as to include, in its programing, 
the probable activities—at any 
‘hour of the day or night—of the 
2,944 hypothetical people involved. 
It also has considered whether one 
of the 170 types might be listening 
to his first or second favorite radio 
show at, say, 4:15 p.m. next June 
10. 

By electronically reviewing the 
2,944 people during various “fu- 
ture time periods,” and by mak- 
ing 250,000 additions a second, the 


|computer can produce partial or | 
jentire answers to an advertiser’s | 
|questions in jiffy time. For exam- | 


ple: 


s A company might want to pre- 


|via Simulmatics: The first might 


networks, plus two four-color 
magazine pages for four weeks. 


five magazine ads in two weeks. 
Question: What will the addi- 
tion of three magazine ads and the 


do to his exposure in either case? 


| The Simulmatics answer will | 
|specify for the advertiser what ef- | 
\fects, for example, the media sub- | 
|stitutions will have upon a subur- | 


ban New England housewife whose 
family’s annual income is $10,000. 


s Mr. Pool said that “exposure” in 
|Simulmatics language means ex- 
|posure to the specific ad in ques- 
tion, not merely to the media that 
|carry it. “Other media mixes deal 
with the overlap of different me- 
dia. Simulmatics deal with the 
|overlap of attention to the specific 
|campaign in different media. It is 
|not just a simulation of media; it 
|is a simulation of the precise ad- 
|vertising campaign whose effect 
|the client wishes to examine.” 
He said that agencies and ad- 
vertisers would be able to describe 
|to Simulmatics any campaign they 
|wish considered, the time period 
|for which they wish it examined, 
j}and the special limitations on the 
audiences which interest them. In 
most cases, a confidential report 
will be handed back in two or 
| three days, Mr. Pool added. 


|@ He said a typical report will 
|contain “perhaps 100” tables cho- 
}sen by the client as bearing upon 
his questions. These will be a se- 
lection from among 3,000 to 4,000 
tables representing ordinary out- 
put of the simulation. A client also 
will be able to compare his cam- 
paign with that of his competitor, 
jhe said. He will be able to tell 
| what kinds of people he was 
;reaching that his competitor was 
|not, and vice versa. 

Mr. Pool said the Simulmatics 
| media-mix will be available “on a 
non-exclusive” service basis at a 
“moderate cost” to “agencies of all 
sizes and their clients” early next 
spring. 


s Simulmatics was incorporated 
in February, 1959. In May, 1961. 
| when the corporation’s stock was 
issued in the over-the-counter 
market, it began work on simula- 
tions for commerce and govern- 
ment. 

In addition to Mr. Pool, other 
Simulmatics board members are: 
Alex Bernstein, director of ap- 
plied research, formerly senior 
|mathematician at IBM, who de- 
| veloped IBM’s chess playing com- 
|puter program and other projects; 
| William McPhee, research director 
of the Columbia University bureau 
|of social research; James Coleman, 
|chairman of the department of 
|social relations at Johns Hopkins 
University; and Robert Abelson, 
professor of psychology at Yale, 
and co-supervisor of the 1960 elec- 
torate simulation. 

Edward L. Greenfield is presi- 
dent of Simulmatics. He is a for- 
mer policy consultant and re- 
search analyst to Adlai Stevenson 
in the 1956 Presidential campaign, 
and has acted as personal aide to 
Sen. William Benton, Gov. Averell 
Harriman and Thomas K. Finletter. 
' The company is located at 501 


|test two different media strategies | 
be a campaign using 15 one-min- 


ute spots a week on three national | 


The second strategy might include | 


|10 spots a week over two nets, and | 
U.S. population and in different 


subtraction of five network spots | 
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| IT’S A SNAP—Lion Packaging Prod- 


ucts has set a 35-city radio-tv spot 
schedule for its plastic snap-off 
bags. Packaged on a roll, the 
transparent polyethylene bags 
snap off at the perforation for 
ready use. The company places its 
advertising direct. 


Madison Ave., and has offices in 
Washington and Cambridge, Mass. 


Lockman Joins 
Helena Rubinstein 
as Key Ad Exec 


(Continued from Page 1) 
vertising and promotion program. 
Mr. Lockman’s background is 
heavy in launching and promoting 
cosmetics items. 


es Mr. Lockman first joined Mo- 
gul in 1955 as vp and director of a 
newly formed drug-toiletries-cos- 
metics division. In that post he su- 
pervised such products as Alkaids, 
Posiam and Laxium, as well as the 
Cheramy division of Houbigant 
Perfumes. 

Later in 1955, the agency won a 
$200,000 portion of Revlon, an ac- 
count which expanded to some- 
thing like $2,500,000 under Mr. 
Lockman’s direction. He also su- 
pervised the $2,500,000 Esquire 
shoe polishes division of Revlon. 

As Revlon account supervisor he 
was responsible for the agency’s 
role in launching Top Brass, Hi & 
Dri, Aquamarine Spray Mist and 
Satin Set. As account supervisor 
and creative director, he was cred- 
ited with a number of Revlon 
product claims, and he played a 
part in the development and pro- 
duction of tv commercials. 


® Before joining Mogul in 1955, 
Mr. Lockman was vp and director 
of advertising, marketing and sales 
promotion for Bourjois-Barbara 
Gould-Monico, sister companies 
of Chanel Inc. At Bourjois he 
launched several new products, 
including the Evening in Paris de- 
odorant stick. He also conceived 
the Christmas in July promotion 
which resulted in a new fragrance 
line with the same name. 

From 1945 to 1950 he was ad- 
vertising manager of Mennen Co. 
For Mennen he conceived the 
baby-in-the-rose idea, an illustra- 
tion which became the feature of 
an introductory campaign for 
Mennen’s Baby Magic. He also 
helped develop and market Men- 
nen deodorant for men. # 


Advertising Age, November 27, 1961 


Doyle Dane, 
Schenley Split 


(Continued from Page 1) 
jadman. The agency plans to re- 
|tain the entire Schenley account 
|group, and it was reported that it 
lalready had received inquiries 
| from several advertisers. 


. One apparent cause of conten- 
|tion between Schenley and Doyle 
|Dane was Schenley’s constant 
jmanipulation of its brands and 
| budgets. Schenley has been work- 
jing to a tight budget in the past 
|year, despite recent announce- 


, ments of heavy-spending plans, 
| and Mr. Rosenstiel’s greater aged 
|whiskies program. Last July he 
| announced the company would be 
| spending about $21,000,000 in the 
|next two years to advertise his up- 
graded brands. 

Schenley reported an advertis- 
ing cut of 4.6% in fiseal 1960, 
while the ad budget for the final 
three months this year was under- 
stood to be 25% below last year’s. 
The cuts followed a poor sales year 
in 1960, some 17% below the 1959 
level. However, this week Schen- 
ley reported a $24,386,773 increase 
in sales over last year, with net 
profits totaling $10,047,893 as 
against $3,339,918 the year before. 
Net sales were $405,936,123 or 
6.4% above the $381,548,350 total 
of last year. 


® Primary sales efforts this year 
are being devoted to the new aged 
whiskies program, which Mr. Ros- 
enstiel promised will be the “pay- 


off” in his battle with “certain 
foreign interests within our 
shores.” 


However, latest sales data indi- 
cate his top brands at Doyle Dane 
(one of six agencies on the Schen- 
ley roster at present) are in a de- 
cline. Schenley Reserve, once the 
nation’s top-selling brand, is no 
ball of fire in the 17 monopoly 
states, compared with Seagram’s 7 
Crown. In the immediate postwar 
period, when blends hit their peak, 
Reserve sold something like 5,000,- 
000 cases. It lost the lead to 7 
Crown in 1948. 


a While monopoly states sales do 
not reflect the total sales picture, 
the industry regards them as a 
good reflection of what the con- 
sumer wants. In the first seven 
months this year, Schenley Re- 
serve sold about 201,500 cases 
there, as against 233,900 in the 
same period last year, a drop of 
14%. 

Advertising for the brand has 
also slipped. Even Seagram’s Wolf- 
schmidt vodka, which has low vol- 
ume, spent more in newspapers 
and magazines in the first half of 
this year than Reserve. Schenley’s 
brand spent some 98% less in 
newspapers in this period com- 
pared with last year, down from 
about $223,000 to about $5,000. In 
newspapers (incomplete figures), 
the brand was about 35% off, slip- 
ping from $460,000 last year to 
about $305,000 this year. The ag- 
gregate decline was 55%. 


s Ancient Age was also off. In- 
complete figures for the first six 
months show Schenley spent 15% 
less ($470,000 as against $570,000 
last year). Magazines got $231,000, 
or 8% less, while newspapers fell 
about 25% from $320,000 to $240,- 
000. 

In comparison, Ancient Age 
spent a total of $1,341,000 in both 
media in fhe previous 12 months 
The leading straight in the Schen- 
ley house, it competes with Na- 
tional Distillers’ Old Crow, leader 
in the price category. 

Ancient Age sold about 1,300,000 
cases last year. Monopoly state 
sales in the first seven months 
were about 10% below last year’s 


(down from 116,600 to 105,300). 


ws The Schenley agency scene has 
been unusually placid for almost 
two years. The company’s last 
flurry of account changes occurred 
in January, 1960, when the client 
struck BBDO off its roster. 

Last July saw Schenley move its 
Dubonnet wines out of Kleppner 
Co. to Norman, Craig & Kummel. 
The account reportedly billed 
about $1,000,000. A few weeks 
later, Schenley awarded J. W. 
Dant Charcoal Perfected, an in- 
active brand, to McCann-Erickson. 
However, the “former” agency, 
Kleppner, continues to place ads 
for the brand. 

The agencies which share the 
rest of Schenley’s total $24,600,000 
ad budget are Kleppner; Norman, 
Craig & Kummel; McCann-Erick- 
son; Mogul Williams & Saylor; and 
W. B. Doner & Co. + 


Ortho Drops Drive 
for Family Planning 


Following Protests 


(Continued from Page 1) 
conviction that the time is ripe to 
add consumer advertising to the 
flood of direct mail and medical 
journal announcements 
rected to doctors and druggists. 
The tone of the advertisement is 
also notable since it avoids all 
sensationalism. This is in line with 
other contraceptive advertising, 
such as that for Enovid... In short, 
we can expect a flood of euphem- 
isms. Evidently you can advertise 
anything if your language is re- 
fined. 

“Perhaps the most alarming as- 
pect of the new advertisement is 
that it indicates a lowering of the 
standards of the magazines which 
have accepted it. Does it presage 
editorial space devoted to the 
same topics?” the editorial con- 
cluded. 


s The result was that Ortho de- 
cided to “withdraw with grace” 
and stop the campaign before “a 
real rumpus” started. Family Cir- 
cle also decided not to carry any 
more of the ads, although the 
Macfadden magazines and Pre- 
scription Health were willing to 
continue running the campaign. 

“We don’t want to cause a fur- 
or,” John Baruch, Ortho’s ad man- 
ager told AA, in explaining the 
division’s decision to abandon the 
campaign. ‘“‘We don’t want to wage 
a religious crusade. We thought 
the ads were in good taste and our 
intentions were honorable.” 

One big reason for terminating 
the campaign was the delicate 
position of the parent company 
The Johnson & Johnson name had 
been carefully omitted from the 
ads, but the America editorial 
played it up, mentioning Ortho 
only once, and naming J&J four 
times. 


® Ironically, after Ortho had de- 
cided to scrap the campaign, it 
received the results. from a Starch 
survey which showed that 85% of 
200 women queried praised the 
campaign. Only 4% had a negative 
reaction. The survey was made 
among 100 “confirmed” readers of 
Family Circle and 100 “confirmed” 
readers of True Story. 

“With these Starch reports, I’d 
quadruple the schedule if I could,” 
Mr. Baruch said. 

Another belated note of ap- 
proval: Last week, another mass 
circulation magazine approved the 
ad content and said it would be 
willing to carry the campaign. But 
this, too, came too late. # 


Braun Names Crawley 

Braun Laboratories, Boston, has 
named Norm Crawley Inc., Boston, 
to handle its advertising. The com- 


|pany makes a detergent for com- 
|}mercial and coin-operated laun- 
| dries. 
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Sacramento always has been a leader in California history and develop- 
ment. Even in the pioneer days of Sutter’s Fort it was the center of an 
area obviously destined for a great future. Sacramento, today, has ful- 
filled that early promise and is one of California’s most prosperous mar- 
kets. KFBK, the Beeline station in Sacramento, reaches the listeners 
who do the biggest share of the buying in this market. 

Sacramento is one of the five important markets in Inland California 
and Western Nevada where Beeline stations reach more radio homes 
than any other combination of stations — at the lowest cost per thou- 
sand. (Nielsen, SR&D) 

Better check the Beeline stations for your next campaign in this 
vital area. 
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This Week in Washington 


Tariff-Cut Plans, Stirrings in Europe 


Constitute Problem 


By Stanley E. Cohen 
Washington Editor 

Wasuincton, Nov. 22—The risks 
are high and the odds are uncer- 
tain, but the Kennedy administra- 
tion will be going to Congress naan | 
year for broad new authority to) 
trim tariffs on an across-the-board 
basis. 

With many U‘S. industries em- 
battled with tough foreign com- 
petition right here in our home 
markets, even a routine renewal 
of existing trade policies is con- 
troversial. Proposals to trim re- 
maining tariffs on a broad scale 
are sure to set off one of the big- 
gest political fights of the 1962 ses- 
sion. 

Although the protectionist- 
minded industries have immense 
political resources, the administra- 
tion apparently has little to hold 
out in the way of consolation. 
“Your best bet,” the administra- 
tion leaders say, “is to trim your 
costs through automation and im- 
proved selling methods.” 

For months the administration 
has been trying to make up its 
mind. A show of force could prob- 
ably preserve the existing recipro- 
cal trade treaty program without 
further modification. But the pol- 
icy makers contend that something 
more than item-by-item negotia- 
tions are necessary if we are to 
come to terms with the newly 
emerged trade blocs. 


@ The decision to risk a fight on 
tariff policy in 1962 reflects the 
belief that in cold cash, as well as 
in international relations, the dan- 
gers involved in refusing to offer 
attractive concessions to the trade 
blocs exceed the damage that 
would be inflicted by increased 
competition at home. 

Policy makers contend that basic 
business economics are running 
against us, with serious conse- 
quences both abroad and at home. 
Others are taking our share of 
world markets. And, at a time 
when we urgently need new job 
opportunities at home, U.S. busi- 
ness men find it increasingly nec- 
essary to make their investments 
abroad. 

As the world’s leading industrial 
nation, the U.S. traditionally has 
held a respectable share of the 
world’s markets, despite the fact 
that we protect our own indusiries 
behind formidable tariff walls. 

In the postwar years our leader- 
ship seemed supreme. People all 
over the world were anxious to 
buy almost anything we had to of- 
fer, and our trade was limited only 
by the restrictions which nations 
imposed to conserve their dollar 
resources. 


s But the world has changed. 
Newly rebuilt, diversified and ex- 
panded industries of western Eu- 
rope, Japan and even the Soviet 
Union are searching for markets. 
Nations which formerly undersold 
us solely because of low labor costs 
now share the mass production 
techniques and facilities which 
were once an exclusively Amer-| 
ican asset. 

Our share of world markets has| 
been declining at a time when we! 
have heavy commitments abroad. | 
In the three year period 1958-’60, 
our sales abroad were $11 billion 
short of what we needed to cover 
our purchases and our economic 
and military aid to friendly na- 
tions. 

The emergence of the European 
Common Market dramatizes the 
dilemma. In the next few years 
the common market will represent 
a free trade area encompassing 


for U.S. Marketers 


roughly 300,000,000 people who 
currently buy $5.5 billion of U.S. 
products. Although these common 
market countries will be trading 
freely with each other, they ap- 
parently intend to maintain high 
tariff barriers against outsiders 
like ourselves. 


= Although Congress hasn't come = 
to grips with the problem yet, = 
American investors are many steps 
ahead of our government. The 
flight of American capital—and| =. 
jobs—into the common market| = 
pic ais weg pe tigen tg Sag pa HALF & HALF—Hardware dealers in 
U.S. companies have established Southern California and Arizona 
investment toeholds within the | S?@re this b&w page with assorted 
common market countries. Last |PTOducts in the southwestern edi- 
year alone, investments in these | tion of the December Sunset Mag- 
countries by U.S. companies| azine. This is the first ad by Val- 
amounted to more than $2.5 bil-| we Volume Stores, a cooperative 
lion. | promotional dealer group in the 
wimg See eee aes | two western states. Gerth, Brown, 
em- | ; 

bracing 300,000,000 of the world’s| ©'*”* © Elkus, Los Angeles, is the 
more advanced peoples is a de-| —e. 

velopment of historic importance. | 
Great Britain, after initially stand-| mess may be well and good. But it 
ing aloof, is attempting to come to| rarely tops informed, methodical 
terms with the common market,| Selling, which is what we face 
even to the extent of abandoning | from our competition today. Unless 
its historic isolation from continen-| American business is willing to 
tal affairs. In their enthusiasm, the| Tisk further damage to sales and 
Europeans contend that our deci-| profits, it must drop its smugness, 


iit 


ae sactone 


| each year the pressure on Amer- 


sion to cooperate—or not to co- 
operate—is of little concern to 
them. 


® So far, the administration stops 
short of proposing that the U.S. 
seek to become part of the common 
market. While this might remain 
open as an ultimate possibility, the 
need now, it is said, is to put the 
U.S. in a position where it can 
negotiate across the board with 
the emerging trade blocs. 

The unenviable job of “selling” 
a new tariff policy to U.S. busi- 
ness men falls largely on Com- 
merce Secretary Luther Hodges. 
As a former executive in the tex- 
tile industry, he knows about for- 
eign competition. He is also in- 
clined to look behind the indigna- 
tion of the outraged domestic 
industries. 

So far, neither Secretary Hodges 
nor his other allies in the admin- 
istration display an inclination to 
lavish much sympathy on endan- 
gered domestic industries. Our 
chief hope—at home as well as 
abroad—Mr. Hodges suggests, is to 
trim costs and improve our sales 
effectiveness. 


s Many US. industries—including 
the textile industry—are operating 
with outmoded equipment, it is 
argued. The administration has 
promised to offer tax reforms 
which will encourage domestic in- 
dustries to go ahead with plant 
modernization. 

But in many instances, he con- 
tends, we have not been giving 
enough thought to our products, 
and the way that we present them. 

Foreign competitors “offer good 
products, good prices and a hard, 
no-nonsense brand of selling,” Mr. 
Hodges declares. “They are strik- 
ing gold repeatedly and increasing 


ican sales and profits, both here 


and abroad. 

“Frankly, I see no way that we | 
can beat this competition unless} 
our prices are right for the quality | 
we give. This is a lesson that both 
labor and management are going 
to have to learn more thoroughly. 
But even when our prices are in| 
line, we won't successfully compete | 
with foreign sellers unless we 
match their selling effort and beat 
it,” he says. 

“Hail-fellowship and cocksure- 


forget the past, and put into its 
sales effort more of the ingredients 
that really count—more imagina- 
tion, efficiency, intelligence and 
understanding.” 


s Price in itself, as any business 
man knows, is not necessarily e 
determining consideration. In 
Rome last summer, I saw a plane 
arrive from Pakistan, carrying 
members of an enthusiastic trade 
mission. En route to the city from 
the airport, the members of the 
mission bubbled with confidence. 

Two days later I watched as two 
members of that sales team at- 
tempted to sell tennis rackets to the 
owner of an Italian toy store. 

The only language in common 
was a fragmentary German, with 
my wife volunteering as interpret- 
er. And the Pakistanis were lim- 
ited to the phrase, “Buy our tennis 
rackets. They are cheap.” 

Cheap they were, too; consider- 
ably cheaper than the Italian-made 
rackets the Pakistanis hoped to 
displace. But the owner of the 
store examined the Pakistani prod- 
uct, and he was not satisfied with 
what he saw. 

The crestfallen Pakistanis could 
hardly believe it. How could he 
resist the attractive prices that 
they were willing to offer? + 


Wade Advertising 
Bills $24,220,000, Adds 


7 Accounts in Year 


Cuicaco, Nov. 22—Wade Adver- 
tising billed $24,220,000 for the 
year ending Sept. 30, 1961, the 
agency reported today. The agency 
acquired eight new accounts in 
that period; it resigned one—Sta- 
Nu Corp.—six months after its ac- 
quisition. 

Accounts gained during the year 
were Barbara Ann Baking Co., di- 
vision of Langendorf United Bak- 
eries; Doumak, Inc.; Fresh Fall & 
Winter Pear Advisory Board; 
Goodwin Co.; International House 
of Pancakes; J. J. Newberry Co., 


western division; and Seven Up| 
| Bottling Co. of Los Angeles. 


Wade, which operates offices in 
Chicago, New York, Los Angeles 
and Dallas, billed 
print, and the remainder of its to- 
tal in radio and tv spot and net- 
work billing. + 


aot 4 ‘eral futile hours on long distance 
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|searing heat and—‘“with nothing 


|of advertising for Lipton Indus- 


Advertising Age, November 27, 1961 
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Homes, Treasures 
in ‘Worst’ Fire 


Los ANGELES, Nov. 21—One man 
was in New York, and spent sev- 


trying to reach his family. 
Another was less than a half- 
mile from his home and for hours 
shared the same fear. 
Others stood exhausted in the 


more than the clothes on their 
backs”—watched homes and be- 
longings and mementoes of a life- 
time disappear in a flash and roar 
of flame and smoke and dust. 

Others stood not 50 feet from 
the whirlwinds of flame and wit- 
nessed miracles as homes and pos- 
sessions escaped unscathed. 

All of these people were touched | 
in one way or other by what has 
come to be called the most terrible 
holocaust in this city’s history— 
the brush fires of Nov. 9-10. 

And because the flames raced 
through what is perhaps the most 
fashionable suburban hillside area 
in the city, many of the victims 
were top executives in the adver- 
tising business. 


= There was Paul Willis, director 
of advertising for Carnation Co., 
who for several hours tried vainly 
to reach his wife from New York. 
He was lucky. His family was safe, 
his home only scorched—in a sec- 
tion where rows of houses were 
burned to the ground. Pop bottles 
stacked outside his house were 
fused into solid chunks of glass 
and wooden handles were burned 
from garden tools leaning against 
the back wall. Montey Starkey, 
manager of BBDO here, was lucky, 
too. He lost only his garage and 
part of his roof. 

Then there were Howard Wil- 
liams and Robert Byars, chairman 
of the finance committee and vp, 
respectively, of Erwin Wasey, 
Ruthrauff & Ryan. Both their 
houses were destroyed. So were 
Neil Reagan’s of McCann-Erickson 
and John Marin’s of Sports Illus- 
trated. 

All currently live in temporary 
quarters, undecided whether to re- 
build or move away from the 
charred area. 


s Mr. Williams’ story was typical. 
He was at his office, and, when he 
heard reports of the fire, called his 
wife. The fire was a couple of 
miles away from the house; it 
would be put out, he learned. 
Everything was fine. 

Later, the sky over darkened 
with dun-colored smoke. This time 
there was no answer to the phone. 
Mr. Williams heard of evacuations 
in the Bel Air and Brentwood Hill 
sections and hurriedly left for 
home. He never got there. The 
roads were blocked and his house 
had already been destroyed, along 
with a lifetime collection of an- 
tiques. Three terrible hours later 
he located his wife. 

As for Neil Reagan and John 
Marin, they fought the fires and 
lost. The Marins had been in their 
house only eight weeks. 


® As with most tragedies, there 
was comic relief. Crosby Kelly, vp 


tries, had a farcical experience with 


(“the miracle of Mandeville Can- 
yon”) last week had collected 
some $5,000 which will be donated 
to fireman and police relief funds. 
Heading the collection is John 
Dorris, ad manager of Fortune. +. 


Eisbrenner Forms 
Vanguard Agency 


Detroit, Nov. 21—Formation of 
Vanguard Advertising was an- 
nounced here today by Ray D. 
Eisbrenner, former account super- 


Ray D. Eisbrenner 


Jay W. Courage 


visor at Dudgeon, Taylor & Bruske 
and onetime associate editor of 
Design News. Jay W. Courage, 
formerly exec vp and account ex- 
ecutive with Dudgeon, Taylor, 
has joined Vanguard as an account 
executive. 

Vanguard currently has three 
accounts: Gemco Electric Co. and 
Great Lakes Fabricators Assn., 
both of Detroit, and Livernois En- 
gineering Co., Dearborn. Gemco 
formerly was handled by Rossi & 
Co., Detroit. The other two did not 
have agencies. 

While at Dudgeon, Taylor, Mr. 
Courage handled the R. C. Mahon 
Co. account. In addition, Robert 
Cunningham, currently with Den- 
ham & Co., Detroit, will join Dec. 1 
as vp and account executive on 
Mahon. 


= Messrs. Eisbrenner and Courage 
have similar backgrounds. Both 
are graduate engineers, both 
worked in industry as design en- 
gineers, and both were trade mag- 
azine editors before going into 
agency work. Mr. Eisbrenner, in 
addition to Design News, also was 
associate editor of Electrical De- 
sign News. Mr. Courage was an 
associate editor of American Ma- 
chinist for three years. 

Prior to joining Dudgeon, Tay- 
lor, Mr. Eisbrenner was an account 
executive with the old Palmer, 
Codella & Associates, Detroit. Mr. 
Courage was a vp and account ex- 
ecutive with Denham before going 
to Dudgeon. 

Vanguard’s offices are at 1712 
Penobscot Bldg., Detroit. + 


Avis Promotes Warm 
Climate in December 
Magazine Campaign 


Boston, Nov. 21—Avis Rent-A 
Car has set a $250,000 December 
drive, via color bleed pages in 
magazines, through McCann-Erick- 
son. 

The budget, part of Avis’ 1961 
appropriation of $2,500,000, has 
been geared to promoting winter 
vacation travel to warm climates. 
The ads will appear in the January 
issue of Holiday; in Life Dec. 22, 
Look Jan. 2, The New Yorker Dec. 
30, Sports Illustrated Dec. 25, 
and Sunset Magazine in January. 


# Counter display cards, which 
show the ads and list the sched- 
ules, will complement the cam- 


$4,793,000 in| 


| local firemen, who tried to evacu- paign. Holiday also is paying for 

jate him from his unburned house, | small replicas of 1925 vintage autos 

|which he saved. Mr. Kelly, who |which it is sending to 100 Avis 

spend several touch-and-go hours |stations and to 200 Avis salesmen 

single-handedly hosing down his | for distribution to travel agents. + 

| house and grounds, saw the neigh- | 

|boring house burn to the ground Markell Shoe Names Price 

and even had the odd distinction of; Markell Shoe Co., New York, 

lending an axe to a fireman. |maker of Tarso shoes for children, 
And there were happy endings.| has named Daniel H. Price Inc., 


Residents of a section which had | 
miraculously escaped destruction | 


New York, to handle its advertis- 
ing. 
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Thomas G. Slater, 
Broadcaster, Agency 
Exec, Is Dead at 54 


PITTSBURGH, Nov. 21—Thomas 
Gaskill Slater, 54, vp of radio and 
television of Fuller & Smith & Ross 
here, died Nov. 17 in Presbyterian 
Hospital after a long illness. 

Lecturer, publicist, trouble- 
shooter and talent scout, Mr. Slater 
joined F&S&R in 1954. Headquar- 
tered in Cleveland, he was re- 
sponsible for all radio, tv and film 
production in the agency’s west- 
ern division. He transferred to 
Pittsburgh the same year as special 
tv account executive for Alcoa. 


s Early in his career, he was a pro- 
moter for Scripps-Howard’s Cin- 
cinnati Post. He worked as pro- 
ducer and announcer with WLW, 
Cincinnati, and WHIO, Dayton, in 
the 1930s. He joined Mutual Broad- 
casting System in 1937 as director 
of sports and special events for 
WOR, New York. 

During World War II, Mr. Slater 
served as war program director of 
WOR and directed the Friendship 
Train, which represented the gov- 
ernment in collecting food for 
Europe. 

Mr. Slater had worked with his 
brother, sportscaster Bill Slater, 
who originated the network panel 
show, “Twenty Questions.” 

Mr. Slater first entered the agen- 
cy field in 1946, when he joined 
Ruthrauff & Ryan, New York, as 
business manager and director of 
talent. He later became R&R’s vp 
in charge of radio and television. 


® He resigned in 1954 to manage 
radio-tv for the New Jersey Re- 
publican state committee. He also 
directed the campaign for Sen. 
Clifford P. Case (R., N. J.). 

For several years Mr. Slater 
served as tv consultant to the ex- 
ecutive and program board of the 
National Council of Churches of 
Christ in America. He also served 
on the national committee on 
broadcast media of the American 
Assn. of Advertising Agencies. 


HERMAN ROE 

NORTHFIELD, MINN., Nov. 21— 
Herman Roe, 75, publisher of the 
Northfield News for the past 51 
years, died Nov. 18 after a heart 
attack in a hospital in Rochester. 

Mr. Roe was a former president 
of the National Editorial Assn. and 
served as its field director from 
1928 to 1932. He was also a member 
of the Republican National Com- 
mittee publicity division staff in 
1940. He was honored by the king 
of Norway with the St. Olaf medal 
in 1941. 


GEORGE H. GODBEER 

FitcersurG, MAss., Nov. 21— 
George H. Godbeer, 89, president 
and editor of Sentinel Printing Co., 
publisher of the Fitchburg Daily 
Sentinel, died Nov. 15 at his home, 
after a long illness. Mr. Godbeer 
had been associated with the Sen- 
tinel for 70 years. 


PHILO B. READ 

Cuicaco, Nov. 21—Philo B. Read, 
78, senior partner of Read Bros. 
Advertising and son of the late 
American humorist Opie Read, 
died yesterday following surgery 
in Presbyterian-St. Luke’s Hospi- 
tal here. 

Mr. Read, a specialist in furni- 
ture advertising, handled the Rus- 
nak Bros. Furniture Co. advertis- 
ing for 41 years without a con- 
tract. 

Mr. Read studied and taught at 
the Art Institute of Chicago and 
had illustrated some of his father’s 
books. He was a member of the 
Izaak Walton League and helped 
organize Indiana Dunes state park. 
He made his home in Chesterton, 
Ind. 


= 


Flynn Named AAAN President: 
Headquarters to Spokane 
Connor T. Flynn, corporate sec- 
retary of Lessing Advertising, Des 
Moines, has :, 
been elected in- 
ternational | 
president of Af- 
filiated Adver- 
tising Agencies 
Network. Harris 
D. McKinney, of 
Harris D. Mc- 
Kinney Inc., 
Philadelphia, 
was named sec- 
retary-treasurer 
of the network, 
and Virgil A. 
Warren, of Virgil A. Warren Ad- 
vertising, Spokane, was named to 
the new post of managing director. 
Headquarters of AAAN is cur- 


Connor T. Flynn 


rently being moved from Chicago 


to Spokane. 


1BE’\ 


food & drug 
PACKAGING 


The only news magazine that reaches over 35,000 food 
and drug executives involved in packaging decisions 


accounting for 80% of total packaging purchases. 


MAGAZINES FOR INDUSTRY, INC., publishers of Bottling Industry ¢ Candy Industry and 
Confectioners Journal ¢ Candy Industry Catalog and Formula Book * Food & Drug Packaging 


New York 21 660 Madison Ave. Plaza 9-5245 


San Francisco 11 


Chicago6 20 North Wacker Dr. Financial 6-7873 


22 Battery St. YUkon 1-1299 Los Angeles 35 5478 Wilshire Bivd. Webster 8-0111 
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Photo courtesy of Elgin National Watch Co., an A&SP advertiser in 1961 


When is a product a premium? 


The number of nationally-known products available 
as premiums and prizes keeps growing from year to 
year. Perhaps this is a market you’ve given some 
thought to for a product made by your company 
or by a client. 


The benefits are several. The market for incentive 
merchandise is large—and growing. By itself, it of- 
fers an opportunity for a handsome volume of new 
business. In addition, it almost always means bonus 
advertising for your product, being featured in the 
user’s magazine space, television and radio time, in 


le point-of-purchase advertising and direct 
mail. 


A&SP’s unparalleled coverage of sales promotion, 
advertising and merchandising executives (the idea 


people who create merchandising ideas, pick pre- 
mium offers), in combination with monthly depart- 
mental editorial features on premiums, prizes and 
specialties, has helped many companies develop their 
share of the premium market. Perhaps A&SP can 
help you or your client. 


Ala Advertising & 


S|P. Sales Promotion 


FORMERLY ADVERTISING REQUIREMENTS 


200 E. ILLINOIS ST. « CHICAGO II, ILLINOIS 


ee SS ae ‘tie ES Sim Meira < a ee Aa | le RASA eee re: ee ee a ae ah geo HEE. ee i VS NN RG aL ee A AM oh ah aS Se ee ee a aan 
ae Re. eh ye ee eee yeieere se ot aaa ee = a eee se cia A oe sh pay OE j my ene WR geri oe oe Can ala ream = ge mie 
cet a ee eg Cy ar eh ey oa sl i a 8 are or Praaence 2% op ee py lease me, Ta ea i ae SeP - aoe ie iss oa a ae ee a et eee mane = m. i ee - 
Spite eae pe ee eater sph Ee ee — ine a eer hes Tee ihe Sis aria pr eerie Rigi dati. ot , + rate Rees’ ath pics, meet ee. a Pe) ee arta. came Si ice ha es Bs ia eee eS 2 
ee ka, Tp RO Rs ie i ae a ISS y ip ee | oS) - 2 ee aoe eetitemeeice ie My te ee eh, eee. CR Nia: 3 uh ma na Mie ca eee et Bg Siar iy» 2 RMS ar cece a 
a ee ee ee ee ee ee ae 
ee a Sees Leah 2 aaa Says ea ; eer Ss Riana! bt a eae ty WG, eae ee” 3 ate + & oe ee ae ae aie gums ee . ae oy b aaa se See . ae erm 7 ae Seid 
fee ese is @ Pree ar er Cah. Casement ees ea ee Bie ae aS ane ae ea a Bas oa i a Sot ra”: Sy aan See? ‘i . : <3 nea oT ye Sta ae 1 ACT Peel peer iiitgs oo go gt eat eam SE ees is 
oar tees ' . a . ‘ ‘ Sore pe " ” 
ai ' Det es 
at " ay 
oe 7 Rear 
. ee 
oy . 113 
- : pes i, 
cy - - . oe a 
i : “ : sy 
< - OS eo wae ae 
7 : | we aye ae goa Coke 
# fic Sette 
a 
ee Pe te ae 
pe ae ee gee 5. fae 
‘ Map ae eS 
s ee Sree a eee 
pies C erie oma aoe 
_ “ge SS Be RS wae 
x he Ee teh et es 
. : ee va i ae ae 
: A Gp es . : = | 
ore ess SU eae, 
; a ee ke a a eG are eS SS ee eee ee 
oe BES SON Ey aa Ss Gy ENT, y Ca ae Be pan al i cra oma oS Sa Bs ses gh} Gy OR ae 
sy jon : . 
‘ rf . 
| ‘i “4 
i 
8 ‘i " . 
ke. ‘ Pi 
: - i ae 
x % 
‘ F -- . : i] 
ft LP ; la 
Ee | ‘ ; 4 
3 Xe a. : d (Fo 
e. ‘ae Nae i vember = Sh a 
| i a | “ a es ie sy rei 
= =i : 4 . 4 5 Ne Se ae Oe 
we = pe : eae es 
: ‘ a : 
+ A » i 
its ey , 12 4 : ee 
| 3 e ’ 3 a 
¥ a es om ~ | ne : om 
ae » ; CS yh re 
“ase tee 2 is Sn 
ie | 9 3 LB ; Wee fe 
a 4 , ye = een eee 
| ‘y oa 2 ewes’ “\ J re) ee 
be Ww aro - : : 
: V3 ’ 
i G — 
ee ; : sn tet Aire 
» a . : ee 
a o¢ Ro oe a ae a 
Y “t he : : eS 
: - yg 
au 7 4, a oat Zi Es 
. 2 . ; Say oy Y " c 
ae 5 t y Hing ae = 
a . ce ne se ae : aes : 
hate ag = 3 ae Ee aaa 
° Be 4 a : Re 
| ; ‘fa 4 = 
¢ | : : 
| i 4 | ; 
| Ooo SUES ope els aie PP ae? ae 2 a . ee 
ne, Bag: + : 
? mae | PO cae = 
, Pee i 
| | CRiare en oe 
J . ; ' j ; 
, oe ) 
. ae 
. 
' 
; ° : 
if 
x 
‘ | 
ee 
’ a 
yl "G ‘ ‘ ; : s : se, 4 : gi : ~ : om m : ; a : 


114 


HELP WANTED 


HELP WANTED 


The Advertising Market Place | 


AVERAGE PAID CIRCULATION FOR 6 MONTHS ENDING JUNE 30, 1961 


HELP WANTED 


Advertising Age, November 27, 1961 


Rates: $1.50 per line, 
lines (maximum—two) 30 | 
line. Add two lines for box number. 


assified Departments, Inc., 4041 Mar 
Closing deadline Los Angeles: Monda 
Display classified takes card rate of $1 
size and frequency apply. 


| POSITIONS WANTED 


line: Copy in written form in Chicago office not later than noon, 
days pocentins publication date. Pacific Coast Representative (Classified only ) : 


jo charge $6.00. Cash with order. Figure all cap 
etters and spaces per line; up 


t & lower case 40 per 
ed daily. Closing dead- 
Wednesday 5 


Replies are forwa 


lton Ave., Los Angeles, 8. Axminster 2-0287. 
noon, 7 days precedi publication date. 
-75 per column inch, card discounts on 


50,291 


BUSINESS OPPORTUNITIES 


COPYWRITER 
with background in heating, refrigeration 
fields to write technical and promotional | 
copy on automatic controls. Location, 
north central. Send resume and salary 
requirements to 
Box 5435, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Printing and Direct Mail Salesman. 
New York Area. 
Unusual opportunity 
Salary plus Commission 
Box 5436, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
ADVERTISER CONTACT 
CUSTOMER SERVICE 
A responsible demanding position for a 
creative minded man with experience in 
copy and ad layout to assist salesmen 
and consult with advertisers. Previous 
sales experience helpful. Graphic arts 
background preferred. Salary according 
to experience. Send resume stating de- 
tails of experience, education and salary 
desired to 
Box 5437, ADVERTISING AGE 
630 Third Ave.. New York 17, New York 


RADIO SALESMAN Base Salary $7800. 
plus 15% commission. Men averaging 
$10-15,000 year. We pay interview and 
moving expenses, West Michigan market 
350,000. Station full time AM AND FM 
Resume must include past and present 
earnings and volume sold. Radio experi- 
ence not required—sales experience is. 
Box 5438, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

ASSOCIATE EDITOR. High quality, rap- 
idly growing trade magazine offers ex- 
ceptional opportunity with good starting 
salary and rapid promotion. Job has 
challenging and developing variety of 
functions; reporting, photography, writ- 
ing. Prefer J-school graduate, age 25-30, 
some experience, now a Chicago area 
resident. Apply in writing, more detailed 
the better. Write Rebert Taylor, manag- 
ing editor, Supply House Times Magazine. 
317 Howard St., Evanston, Illinois. 


CIRCULATION MANAGER 
| We need a man to head up direct mail 
program, 
and provide liaison with field sales or- 
ganization on midwest based farm publi- 
cation. Please furnish complete resume 
in first confidential reply. 
x 5420, VERTISING AGE 
200 E. *Tlinois St., Chicago 11, Illinois 
MARKET RESEARCH EXEC. 
Home builder requires top market re- 
search executive knowledgeable in pub- 
lic relations, advertising, marketing. Man 
should be aggressive, highly: imaginative, 
capable of initiating and supervising 
market and motivational research. Would 
also be liaison with PR and advertising 
agencies. Must have solid record of ac- 
complishments, be a_ self-starter not 
afraid of hard work and long hours for 
excellent salary and incentive arrange- 
ment. Full resume should be accompanied 
by letter selling us on you. 
Box 5440, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Test and sell the Negro market in Wash- 
ington, D.C. without paid media. PUBLIX, 
Ltd. 1737 F St.. N.W., Washington, D.C. 
NEW YORK BUSINESS PAPER 
SPACE SALESMAN 
Growth opportunity on New York sales 
staff with well-established multiple- 
paper publisher for experienced, aggres- 
sive space salesman. Under 40 preferred. 
The man we want is now earning 
$10,000.+ and looking for chance to 
grow. Send complete resume. 
Box 3408, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXECUTIVES & CLERICAL 
EXPERIENCED AND TRAINEE 
Publishers Employment 
154 E. Erie St., SU 17-2255, Chicago 


Write for free copy, “National Employ- 
ment Reports." Describes hundreds of 
$7,000-$35,000 Executive job openings. 
National Employment Reports, 16 W. 
Adams, 830-G, Chicago 3 


ONCE IN A LIFETIME 


OPPORTUNITY 
Protected Franchise Dealerships 
Earnings $20,000 and up on a proven 
National Sales program to men with 
experience in advertising sales and 
management. Send resume in confi- 
dence to: Box 154, Advertising Age, 

200 E. Illinois St., Chicago 11, Il. 


HOW TO GET A TOP 
CREATIVE DIRECTOR 
FOR PEANUTS! 


1. Pick one who is really cre- 
ative . .. whose copy has helped 
land, hold and develop million- 
dollar accounts. 

2. Talk to him when he’s more 
interested in the kind of people 
he’ll be working for than in how 
much he'll be paid. 


3. Show him you have a poten- 


tially “hot” id offer 
him a real participation in 
future growth. 


But first answer his ad! Write Box 
137. Advertising Age, 630 Third 
Avenue, New York 17, N.Y. 


ART GRAPHICS DIRECTOR 


Rapidly expanding division of a 
major Coast Aircraft and 
Missile Corporation needs a profes- 
sional designer, visualizer for pro- 
motion and presentation pieces. This 
new position offers big growth po- 
tential to a young man (28-35) who 
wants to get ahead rapidly. Man 
selected can build own department. 
Experience and knowledge of New 
York supplier area essential. 
Replies should state qualifications, 
experience, and salary requirements. 
All replies treated confidentially. 
Box 156, Advertising Age 
630 Third Avenue, New York 17, New York 


RETIRED AGENCY 
VICE PRESIDENT 


early fifties is interested in serving 
as consultant in advertising and 
public relations to corporation in or 
near Metro. N. Y. area. Background 
of 25 years supervising blue-chip 
accounts in packaged goods and 
service fields. Special aptitude for 
developing presentations, creating 
various corporate literature, speech- 
writing. Highest references from top 
names in American business. 


Box 157, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


ADVERTISING PROMOTION 
OPPORTUNITY! 


Large metropolitan newspaper is seeking the services of 
a seasoned promotion man to write Advertising Promo- 
tion and Sales Presentations. This man must havé real 
creative ability and hard selling sense. He must have a 
record of achievement and examples of his work to prove 
it. He may now be Advertising Promotion Manager or 
Assistant Promotion Manager of a moderate sized news- 
paper, or senior promotion writer in the Advertising 
Promotion department of a large Newspaper, Magazine 
or Broadcast organization. He should be able to speak 
effectively and should possess administrative potenti- 
alities. Age preferred; 35 to 45 years. Salary commen- 
surate with past performance and proven ability. 


If you think you meet the above qualifications, this job 
offers a real opportunity. Write giving full details of past 
experience and salary expected. 


Box 158, ADVERTISING AGE 
| 630 Third Ave., New York 17, W. Y. 


supervise fulfillment program | 


Advertising and Industrial Sales promo- 
tion. Technical writing for brochures, 
direct mail and catalogs. 3-5 years ex- 
perience, college graduate. Hartford, Conn. 
location. Good opportunity with large 
company. 
Box 5439, ADVERTISING AGE 

630 Third Ave., New York 17, New York 


A SERVICE 
and 


for the articulate 
their cohorts 
Molene Personnel 
ANdover 3-4424 


POSITIONS WANTED 

AE, ASST. AE OR SPACE SALES 
Ready to sell, service & “brain-child”. 
12 yr. exp. agencies, mfrs., cons. & in- 
dust. solid copy. sales prom., media. N.U. 
Medill Grad, 35. Will travel. 

Box 5442, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


AD MANAGER 
Background includes proven experience 
in media, manufacturer’s ad dept and 4A 
agency. Sales oriented, strong administra- 
tor and well-grounded in marketing. This 
31 year old college graduate, presently 
employed, offers his talents only to a 
Philadelphia company. Resume on re- 
quest. 
Box 5443, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
ADV-SALES PROMOTION MGR OR AE 
5 yrs. as Ad Mgr. consumer & industrial 
mfg co’s. Know bidg. products, food- 
bakery eq., chem mixing eq., lab & pilot 
plant research eq. Engineering Exper 
College grad. Married. Age 31. Prefer 
Midwest. 
Box 5444, ADVERTISING AGE 
200 E. [Illinois St., Chicago 11, Illinois 


AGRICULTURAL ADVERTISING 
SPECIALIST 
23 years in farm equipment industry 
including production, engineering and 
sales—mostly in administrative capacity. 
Capable of creating and producing most 
forms of advertising media. Will con- 
sider related fields. 
Box 5445, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING DIRECTOR 
Presently employed Ad Dir., seeks career 
position. Experienced radio-tv-newspaper 
and public relations. Married. Age 30. 

x 5446, ADVERTISING AGE 
200 E. *rilinois St., Chicago 11, Illinois 


105 W. Adams 
Chicago 3 


| ADVERTISING MANAGER 
| Now employed is Adv. Dept. of one of 
|nations larger advertisers. Building Prod- 
ucts, Heavy Industry, Newspaper, Agency 
experience. Administration, Creativity, 
Production. Will direct ageucy and dept. 


Family. Will locate with smaller Co., 
Smaller city. Salary: 11-12 M. 
Box 5447, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING SPACE SALESMAN 
4 Industry Background. 28, employed, 
BS-Marketing, aggressive, self-starter. 
Accounty-Agency contacts East-Midwest. 
Box 5423, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


I'M WANTED 
By you, if you need a young (29) man 
with 3 years’ experience as adv. mgr. 
and P.R. director with a national ad- 
vertiser. Mine has been a 24 hour a day 
job. Please do not inquire unless the one 
you offer is the same. 
Box 5448, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
VERSATILITY & ABILITY 
Exp. in all phases of edit, production- 
writing, editing, make-up, photography. 
Also has exp. in PR and shorthand skill 
Box 5449, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
WRAP ME UP BEFORE CHRISTMAS 
Young, highly capable and creative writer 
‘“‘wants up” to good-size Chicago agency. 
12M. Now copy chief in small midwest 
shop. Heavy in print and merchandising. 
Box 5451, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


BUSINESS OPPORTUNITIES 

WANT TO BUY 
TRADE PUBLICATION 
Established publisher interested in obtain- 
ing another trade publication. Please write 
or call in strictest confidence. S. Russell, 
487 Broadway, New York 13, N.¥. Canal 
6-1454. 


to effective efforts. Veteran, M.A. degree, 


AGENCY FOR SALE 
Substantial loss carry-forward makes this 
an attractive opportunity for existing 
agency to acquire a branch. Excellent 
accounts. Middle six figure billing. Prin- 
cipals only. Reply 
Box 5450, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
Pn 


MISCELLANEOUS 


12 year old mail order firm wants to sell 
its label printing division. Ideal for 
printer who wants to get into mail order. 
Tower Press, Inc. Box 591, Lynn, Mass. 
CHICAGO CALLING! Radio Syndicate 
Script Service for 5000 watters or less. 
New jokes! Fresh program material; 
Low cost. Protected area! For sample 
write “The Weekly Prompter’, 4151 W. 
Lake Ave., Glenview, Illinois 


ENGINEERS AT HOME ADDRESSES. 
Over 135,000. Select by types. Lowest 
rates. DECISION/INC. 2617 Colerain Ave., 
Cincinnati 14, Ohio, 681-6800. 


SELL FOR PENNIES 
Farm families—over a million of them— 
use our local classified pages as shop- 
ping centers. Details on low rates, high 
return, from Classified Dept., Home State 
Farm Publications, Middletown, Ky. 


SPACE SALESMAN 


N.Y. publisher top book wants family man, 
late 20's early 30's, 4 to 5 years experience 
who can sell effectively and creatively 
Food processing experience desired. Oppor- 
tunity for advancement, incentive pro- 
gram, company benefits. Send details to 
Box 144, ADVERTISING AGE, 630 Third 
Ave., New York 17, N.Y 


PUBLISHERS’ 
Looking for good representation 
in the midwest? 
Currently covering this area on a 


TO A CIGARET COMPANY PRESIDENT 
You can make more than 30¢ on 
each pack of 30¢ cigarets without 
raising the price to the consumer. 
To do it, you will have to be bold 
with an imaginative marketing plan 
(I'm offering one). To be first you 
should be the first to see it. Write 


ARE YOU MR. X7? 


Ghost Writer wishes to contact Mr. 
X who desires to improve his image 
or create a new one. Do you feel 
your potential is being ignored in 
the rush of new concepts? Are you 
frustrated with getting ideas across 
in speeches, books, T.V. or radio? 
Are you simply marking time in 

litics, industry or the professions? 
fe n be a great help to you in your 
career. Why not write for an inter- 
view and see what happens. Strictly 
confidential. 

Box 165, ADVERTISING AGE 
200 E. illinois St., Chicago 11, Hil. 


prong A Box 163, Advertising Age, 
ird Ave., New York 17, N.Y. 


regular basis, this mature, quali- 
fied selling team can produce results 
for you. Newhold Inc. Publishers’ 
representatives. 
Box 159, ADVERTISING AGE 
200 East Illinois Street, Chicago 11, lll. 


for West Coast 
Past-growing agency seeks heavy-weight 
account executive with package goods ex- 


perience including food to rate West 


Our 50th Year 
ADV. & SALES = MGR. 


Consumer Produ $12,500. 
ASST. MEDIA DIRECTOR 
Agency—Male 7,500. 


ASST. ADV. MGR. 
Heavy Industrial 
MANY MORE—MAIL RES 


GLADER CORPOR STON 


110 S. Dearborn St., CHICAGO, IIl. 
Phone: CEntral 6-5353 


Coast Office. Must be able to initiate and 
supervise execution of complete advertis- 
ing-merchandising programs for national 
advertisers including launching of 
= ucts. Please send complete details on 

ckground and ome Replies absolutely 
confidential rite Box iss, ADVERTIS- 
ING AGE, 630 Third Ave., New York 17, 


new 


[ “FOP ACCOUNT EXEC. | 


COPYWRITING STUDIO 


Confidential Work 


Attention, Top Publishers in 
... YOUTH FIELD... 
Don't - our 12 years of successful ee 
— ¢ the 
go aste. We can do for what 
we aia Yor a leading Youth publication (So 


, in fact, that b are now oj 


WANTED! 


YOUR CANDIDATE 
FOR A 
McGRAW-HILL 
SELLING JOB 
The men we call on—you in 
advertising—/now what makes 
a good advertising salesman. 
And we think you know 
McGraw-Hill’s high personnel 

standards. 


This is why we ask you: 

Do you know a young man 
with promise—one you would 
like to have calling on you, 
one you would hire and train 
if you were McGraw-Hill? 
Perhaps he has shown an in- 
terest in the business publi- 
cation field. Or he may be in 
an unrelated field. But he 
has the latent abilities that 
characterize the best business 
publication representatives 
you know. 

If you know such a man who 
has completed college and his 
military service, and is will- 
ing to relocate to any one of 
our 16 district sales offices 
across the country, ask him 
to contact 


DAVID E. DOYLE 
McGRAW-HILL PUBLISHING 
COMPANY 


330 West 42nd Street 
New York 36, New York 


pening 
their own office her G. DAVENPORT. 
ASSOCIATES, e412 W. Tth St., Los Angeles 
7, DUnkirk 2- 6254. (Time open for other 
fields, too). 


Add 26 copy experts to 
your stoff—but not to 
your poyroll—get a 
top creative team fora 
pre-agreed per-job fee. 
Persuasive Communication 
any kind — any medium 


MU 3-1455 


270 madison /ny 16 


HOME FOR SALE 


Adv. & Sis. Prom 
Building Materials 
or Allied Fields 


V-P of agcy specializing in rtl. Ibr. 
and bidg. mtls. accounts (top of 142 
clients) wants to join ad staff of 
mfg. or agcy with bidg mtls or 
allied field account. Know mktg., 
merchandising, ind'l and cnsmr adv., 
graphic arts prodn. Duties: planning 
campaigns, determining budgets, 
controlling and analyzing cnsmr sur- 
veys, making media estimates, ad- 
vising on distribution and sls poli- 
cies. Write sls prome mtl, sls aids, 
all collateral mtl. Box 160, ADVER- 
TISING AGE, 630 Third Ave., New 
York 17, N. Y. 


Owner Moving to Florida 


must sell six room, partially fur- 
nished, red roman brick ranch 
home, nicely shrubbed, newly re- 
duced in price for early occu- 
pancy. Three bedrooms, bath, 
powder room, thermopane win- 
dows, carpeting and draperies plus 
many desirable extras. Enclosed 
porch overlooking back lawn. A 
good neighborhood of comparable 
homes, close to shopping, trans- 
portation, churches, both public 
grade and _ parochial schools. 
Priced middle twenties plus. 


John Coons, 623 Deerfield Road, 


Deerfield, Ill., Wi 5-5100 


ARE YOU 
THIS MAN? 


If you are a creative writer 
with a successful agency 
background if you've 
grown faster in know-how 
and ability than your present 
job requires or pays... if 
you want to work in a fast- 
growing agen¢y with a group 
of equally creative ad men 


. then write us! 


Box 162, ADVERTISING AGE 
200 E. Illinois St., Chicago, Ill. 


DON HARRIS NEEDS .. . 


MARKETING DIRECTOR (foods, other 
package goods), major office of major 
agency, major clients. Agency experience 
not required Sales experience close to a 
‘must’. Will develop marketing strategy, 
promotions, write marketing plans, pro- 
pose deals, pricing, couponing, etc 
the works. AIRMAIL non-skimpy resume, 
recent snapshot. Generous supplementary 
benefits plus $20M 
TOP-GRADE INDUSTRIAL A.E. for high- 
standards agency serving mostly consumer 
goods. Broad experience, marketing grasp; 
mature, effective personality; good ad- 
ministrator. Generous profit-sharing, re- 
tirement to $18M 
MARKETING-MARKETING RESEARCH. 
Sooner. More industrial than consumer, 
but bo $13-$14M 
corYy- contece. Varied farm-market ex- 
| perience $12-814M 
| FOOD A.E. Young Might be now brand 
| manager in big food company.. .$12-$13M 
} SALES PROMOTION, all types. Food ex- 
| perience helpful. Agency $10M 


DON HARRIS, Director 
LOU PAETH, Associate Director 


Advertising and Marketing Division 


MONARCH PERSONNEL 


28 E. Jackson Bivd., Chicago « WA 2-9400 
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Advertising Age, November 27, 


MOVING? 
SEND FOR BOOKLET 


A free, 16-page booklet prepared §& 
by Burnham Van Service, Inc. J 
can give you helpful, work-sav- : 
ing, cost-saving pointers on how 
to organize your move from city a 
to city when you change jobs. a 
How to prepare to move, tips on 
packing, a helpful inventory | 
checklist of things to do are Jj 
among the topics included. Write 
for your free copy. No obliga- ‘ 
tion. Edward Swann, Burnham Jj 
Van Service, Inc., 1634 Second i 
Avenue, Columbus, Georgia. i 
s 


1961 


Westport has excellent schools, 
beaches, moorings and a com- 
munity club-park. 
My charming home nee a large 
living room with fireplace, 3 
rooms and large stu yt dowd 
Cooled by attic fan. 2 baths. 
me — garage, playroom, laun- 
sundeck 

fish: drained wooded acre, on 
na of a dead-end maintained 
road. 
Oversize screened terrace close to 
dense woods makes a cool living 
room. 
Well worth a visit to Hal Darrow, 
38 Highland Road, Westport, Conn. 
Dial 203 CA 7-7848. 


CREATIVE HOUSE PERSONNEL 


PURELY PERSONNEL 
We've been out of Ad Age for the 


The reason was simple. 


We just couldn’t keep up with all 
the job orders and job applicants 
which kept our phones jangling 
all day and made our lobby look 
like a mob scene in an Italian 
movie. 


So what happened? 


Did we get the peace and quiet 
we wanted? Not at all! Our job 
orders increased by over 100%, 
and our applicants for November 
were even higher than October. 


Okay, so we'll work Sundays, too. 
The weather’s been pretty lousy 
in Chicago, anyway. 


MUSIC MAN 


A copywriter named Joe Benge, . 
at Needham, Louis & Brorby, in 
Chicago, wonders if we’d mention 
here that he has a Hawaiian elec- 
tric guitar with amplifier. It’s 
— $250—but he'll sell it for 


Joe has us all wrong. 


We're looking for copywriters who 
make music—but not necessarily 
on a guitar. 


So, if you write copy that sings, 
you'll find these jobs are pretty 
okay in the do-re-mi Dept. 


Creative Director ...... $40,000 
ST EE - dceunpaksdebinosédenticen 
Group Chief _. ee 
ERT 20,000 
Cosmetics (girl) . aned 
ra Se 18. 
Institutions 
0 Ey 
Food (girl) ... 
Consumer Colety 
Consumer 
Machinery idstneduckutuns 
Building Products... 
Automotive é 
Collateral 
Sportswear .. 
P. Oo. P. (foods) | 
Package Goods 
industrial 
Consumer 
Air Conditioning | 0 
Building Materials ss 
Plumbing ‘ 9 
Consumer/industrial 9 
ires ; 8 


THE A.E.’s HAVE IT! 


have enlarged. 

He called in a couple of men in 
the contracting business to handle 
the job. They were brothers, and 
their name was Suit. 

He now boasts that he’s the only 
Ad Man in the business with a 
Suit Brother’s Brook. 

If you’re an account executive, we 
can get you a Suit Brother's 
Brook, or vice versa, with any of 
these jobs: 


Package Goods $35,000 
Food ... 20,000 
Appliance 18,000 
Dog Foods 18,000 
Food 15,000 
Medical ‘ 12,000 
Copy/Contact (Paints) 15,000 
Copy/Contact (Paper) 13,000 
Copy/Contact (Industrial) 9,000 
Copy/Contact (Industrial) 6,500 
Beverages 6,500 


NOTE FOR ART LOVERS 


We see by the papers that the 
Parke Bernet Galleries in New 
York recently auctioned a Rem- 
brandt for $2,300,000. 


JACK BAXTER KNOWS ADVERTISING 
41 E. OAK 


past four weeks. ’ 


CHICAGO 11 


That tops Creative House! 


Maybe there are a few miserable 
peasants among our readers today 
who are willing to draw at these 
low, low prices: 


Home rgiings wen $25,000 
Foods D. scicacaiaiacs 
Deskans’ Designer cesta ean hegial 15,000 
Studio A. D. wants ‘ 15,000 
Artist/Writer ee 
Studio Ulustrator .............. OPEN 
Studio Designer “ee OPEN 
Studie A. @. ............... 12,000 
industrial/Consumer 10,000 
Layout/Production ...... 10,000 
Industrial A. D. 8,500 
Keyline (agency) .................. 8,000 
Keyline — Ae 
Dept. Ass’t. EF 5,500 


ARE YOU IN OUR FILES? 


It takes only a postcard to get our 
application blanks. What’s more, 
because we guarantee our appli- 
cants for six months, the com- 
panies usually pay our fee. 


IS THIS FOR REAL? 


We know a very inventive young 
fellow who has perfected an amaz- 
ing liquid which will dissolve any 
known substance on earth. 

He has a real problem, though. He 
can’t create a container for it. 
Sometimes we feel just as frus- 
trated in trying to match men 
with jobs. 


We feel even more frustrated 
when people ask: “Are your jobs 
for real?” 


Dear friends & gentle people, we 
are not running a Hobby Shop. 
What’s more, the laws in the State 
of Illinois do not permit us to ad- 
vertise jobs we do not have. If 
we ever did, our good friends at 
National Bakers would have to 
bake us little loaves with hack- 
saws in them. 


So, if you qualify, come a-running 
for these: 


Advertising Managers 


Mail Order (Clothing) _...... $15,000 
Automotive . 12,500 
SEE vihcakshinutuibebtisinhttioninatitenen 10,600 
Meat 9,500 
Pharmaceutical 
Hardware 
Cosmetics (girl) 
Sane (Saget (girly 
Surgical 

Banks (girl) ...... me 


9,000 


Bae 


Public Relations 


[ee 
Photofilm | po 
Charity (girl) 
Schools ... 

Sports Club 


rer 
es. 
MONNN 


$3888 


Research/Marketing 


Advertising Research ...._.. 
Marketing Director : 
Merchandising Field Mgr. _. 
Food Market Research 
Senior Research Analyst... 


ae 


Television 


Copy Supervisor _. =a 
Group Supervisor (girl) 
Radio/TV Writer ... 
Producer 

Producer 
Writer/Director 
Live TV Writer 


33323 


3 
) 


wodeant 
$ 


Media/ Misc. 


Media Director 

Personne! Evaluator 

Media Analyst 

Media Director 

Media Director ‘ 
Assistant Media Director . 
Traffic/Production (girl) - 


ADVERTISING KNOWS JACK BAXTER 
DE 7-0001 


+228 
BDOOPS 


3338833 


British JWT Fuses | 
Copy, Art. TV Into 
One Creative Group 


LonpDON, Nov. 21—J. Walter 
Thompson Ltd. has made a signifi- 
cant change in its operational 
structure. 

The management has decided to 
fuse the skills of the art, copy, and 
television groups of JWT’s oldest 
and largest international operation 
into a single creative department. 

It is understood that the JWT 
management held the view that 
over the next ten years, advertis- 
ing ideas will have to be made 
more coherent and competitive. 

This development will impose on 
the agency’s creative staff a need 
for great versatility of talent and 
for the development of team skills 
of invention and expression, they 
said. 

To meet this challenge the agen- 
cy aims to speed and simplify the 
exchange of ideas among art di- 
rectors, writers and film and tele- 
vision producers. 


# Another factor bearing on these 
changes is the decision of Norman 
Bassett, one of JWT’s top creative 
men, to retire at the end of this 
year after 30 years with JWT. 

Mr. Bassett, a director of JWT, 
began his advertising career as an 
articled apprentice with Osborne- 
Peacock in Manchester. With JWT 
he became head of the copy de- 
partment in 1954 and later one of 
the first associate directors of the 
company. He became a full direc- 
tor in 1957. 


@ Meanwhile the company an- 
nounced the appointment of three 
new directors: Harold George, 
Dermot Wilson, and James Archi- 
bold. 

Mr. George, 48, has been with 
JWT for 27 years and gained ex- 
tensive experience in JWT’s offices 
in continental Europe. He was ap- 
pointed an associate director in 
1958 and became head of the art 
department last year. 

Mr. Wilson, 37, has been with 
JWT for 14 years. He served six | 
months in the New York office, | 
became a copy group head in 1952, | 
and was appointed an a 
director in 1959. 

Mr. Archibold, 41, joined JWT | 
from the Rank organization, one 
of Britain’s leading movie groups, 
four years ago. He was appointed | 
head of the JWT film and tele- | 
vision department in 1958 and an) 
associate director in 1959. | 


s While these behind-the-scene | 
changes have been going on, JWT 
has also been active on the new | 
business front. The agency re- 
vealed last week the acquisition of | 
six new important national adver- 
tisers to their client roster. 

The accounts, in widely differ- | 
ing fields, are: 


e District Bank Ltd., seventh of 
the large clearing banks, with head 
offices in Manchester and strongly 
represented in northwestern Bri- 
tain. It has opened many new 
branches in other parts of the 
country recently, a trend which 
the agency said will continue. 


e Cutex cosmetics, marketed by 


SPACE SALESMAN 


55 year old trade publication wants 
junior man in Chicago territory. 
Newspaper and/or hard lines sales 
and merchandising background 
preferred. Send full details about | 
yourself, salary range and small | 
photograph to Box 161, ADVERTIS- | 
ING AGE, 200 E. Illinois St., Chicago 
11, IMlinois. 


The Midwest's 
outstanding placement 
service for Adv. + Art & 

allied fields. 

By appointment only 
67 E. MADISON « SUITE 1418 
CHICAGO 2, Ill. 
CEntral 6-5670 


Northam Warren Ltd. JWT previ- 


1924 to 1934. It will take over 
again starting Jan. 1. 


e Odo-Ro-No, one of Britain’s big- 
gest advertisers in the deodorant 
market, also manufactured by 
Northam Warren Ltd. 


e S. C. Ingram (hearing aids) 
Ltd., one of Britain’s leading hear- 
ing aid consultants and pioneers in 
hearing aid advertising. 


e Johnson’s Wax International, for 
a European institutional campaign. 


e Triumph Foundation Interna- 
tional Ltd. This account will be 
handled from January, 1962, as 
part of the consolidation of Tri- 
umph agencies. JWT also handles 
Triumph accounts in Germany and 
France. # 


Rose-X Sets Biggest Push 

Rose-X Chemical Co., Brooklyn, 
has scheduled its biggest adver- 
tising campaign to date, with 51 | 
news broadcasts, special features 
and personality programs booked | 
on New York radio stations, WINS | 
and WABC. The commercials con- | 
centrate on Rose-X Fluffy Rinse, | 
but will also play up Sudsy Pine 
ammonia, bleach and starch. The | 
radio campaign is supported by) 
1,800-line and 1,000-line ads in 17} 
metropolitan newspapers. Chalek & | 
Dreyer, New York, is the agency. 
In-store merchandising is being 
conducted by Super Marketing 
Corp. 


Burnham Names Carpenter 
Burnham Corp., Irvington, N. J., 
has named Carpenter, Matthews & 
Stewart, Newark and New York, to 
handle advertising for its Lord &| 
Burnham division. In 1962, ads will | 
run in Better Homes & Gardens, | 
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| House Beautiful, Suburbia Today, 
|ously handled this account from| 


five garden hobbyist magazines 
and seven homeowner annuals, 
promoting the company’s green- 
houses. Advertising for Swim-Mor 
swimming pool enclosures will be 
scheduled later. The account bills 
about $100,000. Harvey B. Nelson 
Co., East Caldwell, N. J., was the 
former agency. 


but LoWan SPACE? 


HERE you can get completely 
new offices—constructed to your 
plans—at surprisingly low ren- 
tal. Space to grow — modern — 
very handy location. 
Prestige at low cost. 
35 5AsT Bk 
WACKER 
McCORMICK BEATTY 


AT WABASH 
COMPANY ...HA 7-6560 


the school market in 


field for exploring! 


your school market 


— the total school 
to ScHooL Propuctr 


or call 


ee 


Explore 


sales. It’s big ($26.5 billion this year), 
growing (adding 69,000 new classrooms 
every year), and recession-proof (enroll- 
ment will climb 20% by 1980). What a 


Starting in January, you can make 


cost. One publication—ScHoo. Propuct 
NeEws — will carry your sales message to 
75,000 prime buying influences in all 
types of schools every month. Public, 
private and sectarian schools, colleges 
and universities, schools run by industry 


thing: facts to help them specify and 
buy products and services to build, equip 
and maintain schools of all kinds. You 
can sell schools best in this magazine 
that helps them buy. 

The premiere issue of SCHOOL PropuctT 
News closes December first. May we 
rush a complete media file to you? Wire 


School Product News 


an Industrial Publishing Corporation magazine 
812 HURON ROAD - CLEVELAND 15, OHIO - SU 1-9620 
OFFICES: NEW YORK - CHICAGO - 


your search for new 


explorations at low 


market — will look 
News for just one 


LOS ANGELES - LONDON 
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Pease Named Marketing Head 
of North American Van Lines 
North American Van Lines, Fort 
Wayne, has established a new mar- 
keting division and has named 
C. D. Pease as director of market- 
ing. Jack Schang has been named 
manager—research and programs; 
Tunis Bond, manager—agency re- 
lations; and R. K. Smith, manag- 
er—quality control and customer 
service. The new division will en- 
compass the areas of advertising, 
sales promotion, marketing re- 
search, agency relations, customer 
service and quality control. 


Pear Promotion Launched 

The Oregon-Washington-Califor- 
nia Pear Bureau, Portland, has 
launched a three-week campaign 
to promote Anjou, Bose and Co- 
mice winter pears. The campaign 
will use radio and newspaper ad- 
vertising in 32 markets. Promotion 
theme is “It’s pear eatin’ time ...a 
sweet treat...that’s fun to eat.” 
Pacific National Advertising Agen- 
cy is handling the account. 


al 


14 e 
, MARKET 


t. Paul “Half’ : 


eo 


“Ramsey. Dakota and Washington Counties 


PIONEER PRESS 


Representatives 
RIDDER-JOHNS, INC. 
New York - Chicago Detroit 
San Francisco - Los Angeles 

St. Paul - Minneapolis 


MAN SALESMAN 
$1,000 month: public rele- Sell books for nstions! pub- 
tions end contact for edu- lishing firm. Can make ep 
cational pom core te $1,000 2 month by com. 4 
toom 1505, mission, Apply room 1505, 
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‘Admen’s Empathy 


Used Mainly on 


‘Clients: Leonard 


Cuicaco, Nov. 21—Advertising 


|people use empathy abundantly, 
|but only to sell themselves to a 
| client, rather than to sell goods to 
consumers, Dietz Leonhard, mar-|s 


keting research director of George 
Fry & Associates, told the Loyola 
University Marketing Club here 
ss week. 

“Empathy,” he said, “is the abil- 
ity to place yourself in the other 
fellow’s shoes. It is as fundamental 
to advertising success as it is to 
sales success. Unfortunately, it is 
abundantly used only when pro- 


fessional advertising people size up 
the wishes of the client in order to 
sell themselves and their shop. 


“Advertising that pleases the ad- | 
| vertiser’s ego since it praises his | 
|creation may have no effect on| 
in copy and il-| 


consumers unless, 
lustration, it is convincing in the 
user’s own image. 


“In this respect, today’s adver- 
tising constitutes an enormous eco- 
nomic waste.” 

Much advertising fails to accom- 


|plish its objective because adver- 


tisers “accept at face value peo- 
ple’s obvious reasons for doing 
things,” Mr. Leonhard said. “Un- 
derlying motives which go much 
deeper have to be dug up in order 
to help us communicate better.” + 


. 


< 


WITH MEDIA SELECTION 


ca 


tS 7 

55 e*¢ 

$«¢ 
* 48 


% 


Ce 


'ECOMING INCREASINGLY MORE COMPLICATED 
YOUR NO. 1 BUY IS STILL 


KEWB 


If anything, the choice is getting easier in 


San Francisco. Now, KEWB and the 


other top radio station in town own 


96.3% as much audience as 


the next four stations, combined!* 


CROWELL-COLLIER 


BROADCASTING 
CORPORATION 


A SOUND CITIZEN 


*C. E. HOOPER, SEP-OCT 61 


METRO AREA, TOTAL RATED PERIODS 
national representatives: The Katz Agency, Inc. 


OF THE BAY AREA 


Advertising -Age, November 27, 1961 


tage Lists Public Services 

American Newspaper Publishers 
| Assn. has published an 80-page 
| book, in conjunction with its 75th 
| anniversary, which lists more than 
| 250 community and public services 
| performed by 150 U.S. and Cana- 
}dian daily newspapers whose cir- 
|culations are betweeen 4,000 and 
| 1,000,000. The book describes 
| newspapers’ activities in fields of 
|public welfare, youth programs, 
| education, recreation, fund raising 
| and service to voters. ANPA plans 
to distribute the book to organi- 
zations, institutions of learning, 
| business executives and to mem- 
| bers of Congress and state legis- 
| lators. It is available free to ANPA 
/member newspapers. 


_Nemarow Adds Two Accounts 
| Nemarow Advertising, Vineland, 
N. J., has been appointed to han- 
die advertising for Standard 
Bleachery & Printing Co., Carlton 
Hill, N. J., and New York. Ne- 


handle the account of Frinton Lab- 


oratories, Vineland, producer of 
chemicals for research. 


McGovern Joins ‘Asia’ 

John McGovern, formerly with 
the sales staff of Life, has joined 
Asia, a weekly magazine which 
bowed Oct. 1, as midwestern ad- 
vertising manager, a new post. He 
will be headquartered in the 
United of America Bldg., Chicago. 


Johnson to ‘Power Transmission’ 

Orlan Johnson has been named 
business manager of Power Trans- 
mission Design, Cleveland. He for- 
merly was president of Gifford- 
Wood Co., manufacturer of mate- 
rial handling systems and chemical 
processing equipment. 


Mau Joins Gould, Brown 
Richard R. Mau has _ joined 
Gould, Brown & Hickett, Minneap- 


|olis, as an account executive. Mr. 


Mau formerly was an account ex- 


,;ecutive and member of the board 
marow also has been named to! 


of directors of Doe-Anderson Ad- 
vertising, Louisville. 


} While every effort is made to maintain 
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mem Pioneer Alfred W. Erickson Became 
ms ‘Richest Adman Doing the Obvious’ 


Rembrandt Sale Proves 
Adage: When Eric ‘Touched 
Dollar, It Jumped’ 


By John McCarthy 


(John McCarthy, currently ex- 
ecutive editor and advertising 
director of Catholic Digest, was 
for many years an account ex- 
ecutive and vp with McCann- 
Erickson, where he got to know 
Mr. Erickson fairly intimately. 
Mr. McCarthy frequently writes 
on advertising subjects.) 


and prototype of The Saturday 
Evening Post’s fictional series of 
an advertising agent called “Ob- 


written by the able Robert R. Up- 
degraff, who had been associated 
with him in the Erickson Co. 

Mr. Updegraff’s Post stories of 
“Obvious Adams” portrayed Mr. 
Erickson as one who was very suc- 
cessful because he always did the 
obvious, whereas most other ad- 
men and business executives were 
always seeking devious ways to 
solve a problem. 

Typical of this was his slogan 
for Bon Ami which showed a little 
chick and said, ‘“Hasn’t scratched 
yet.” At that time, cleaners on the 
market would scratch enamelware 
in bathrooms, but Bon Ami didn’t 
—and Mr. Erickson’s advertising 
said so. 

For Valspar, Mr. Erickson came 
through with the slogan “The var- 
nish that won’t turn white,” and 
illustrated his point with a woman 
pouring boiling water on a table. 
In those days, most of the var- 
nishes would turn white when you 
laid wet glasses or put a hot coffee 
cup on tables. 


as took out of the industry. 

The late Lou Wasey, with his 
drug business, and James Mathes, 
with his holdings in Canada Dry, 
were other advertising agents who 
made fortunes through their cli- 
ents. However, Mr. Erickson with 
his $48,000,000 fortune topped Las- 
ker, Wasey, Mathes and other big 
money makers in the days of the 
one-man-owned agencies. 

In fact, when Mr. Erickson was 
in his prime, just before World 
War I and in the early 1920s, he 
had the reputation that “when Eric 
touched a dollar, it jumped.” 


In just under an hour on the 
evening of Nov. 15, 1961, the 
art collection of late adman Alfred 
W. Erickson and his wife, Anna, 
consisting of 24 paintings, was sold 
at the Parke- 
Bernet Galler- 
ies, 980 Madi- 
son Ave., New 
York, for a rec- 
ord of $4,679,- 
250, more than 
doubling the 
world’s art auc- 
tion record. 

One painting, 
a Rembrandt, 
brought a rec- 
ord - breaking 
price of $2,300,- 
000. Naturally, this fabulous Erick- 
son art sale was front-page news 
in every paper as well as being a 
flash item on every tv and radio 
station around the world. 

Besides the record-breaking $2,- 
300,000 Rembrandt of “Aristotle 
Contemplating the Bust of Homer,” 
the Erickson collection also in- 
cluded a Crivelli Madonna and top 
quality canvases by Fragonard, 
Perugino, Hals, Holbein, Cranach, 
Van Dyck, Raeburn, Romney and 
Gainsborough. Fragonard’s “La Li- | @ As far as advertising went with 
seuse” sold for $875,000. Metropoli- | these companies, Eric’s word was 
tan Art Museum bought the Rem-| law. As a result, the Erickson Co. 
brandt, and Chester Dale bought} was never henpecked by clients. 
the Fragonard for the National; As a matter of fact, Mr. Erick- 
Gallery, Washington, D.C. |son’s reputation for picking and 

|developing brands was such that 
s Alfred W. Erickson was one of | during the early 1920s, he and his 
the advertising agency pioneers | 48ency were bombarded by people 
who helped give Madison Ave. its| Who wanted them to finance their 
international reputation today as|companies and handle their ad- 
an advertising| vertising. Though a polite and take a color cycle of either 13, 26, 
center. H e | courteous man, Eric was rarely|39 or 52 pages, he always cham- 
founded his| interested in any account in which | pioned it. At times, he would use 
Erickson Co,| he had to put money. It was a| newspapers to reinforce his maga- 
in 1902 and/|cardinal rule of his not to spread| zine sehedules, but he never un- 
merged with| himself thin and he would not put| derstood radio or recommended it. 
H. K. McCann| money into any business unless he 
in 1930 to form| Personally had a place on the 


= Basically and always the adver- 
tising agency executive, Alfred W. 
Erickson not only amassed a for- 
tune with his own tight shop of an 
agency, the old Erickson Co., but 
was a pioneer in the launching and 
| advising in the operation of such 
|famous products as Congoleum- 
Nairn, Bon Ami, Valspar Varnish, 
Newskin, Ansco Cameras, Dicta- 
phone, Technicolor and a host of 
other products which became 
household names in America. Most 
of them still enjoy popular accept- 
ance. 

Mr. Erickson was not simply the 
| advertising agent for these famous 
|products, nor was he merely a 
stockholder. In some, he sat on the 
board of directors, and in the case 
of Congoleum-Nairn, he was 
chairman of the board for years. 
He was closely associated with Dr. 
Kalmus of Technicolor, Senator 
Hawks of Congoleum, the Valen- 
tine family of Valspar, William 
Hamlin Childs and Eversley Childs 
of Bon Ami. Mr. Erickson played 
an active part in their sales strate- 
gies and in the management of 
their companies. 


s When Congoleum was _ intro- 
duced, most linoleum was in plain 
colors. With Congoleum, Mr. Erick- 
son introduced a variety of colored 
designs and made them look as 
though they were almost like Per- 
sian rugs. At least, in those early 
ads they did. Many people couldn’t 
afford carpeting for their floors in 
those days, and Congoleum was 
the answer. When Mr. Erickson 
discovered that a British competi- 
tor, Nairn, was more advanced in 
design and in manufacturing ma- 
chinery and methods than Con- 
goleum, he did, as usual, the obvi- 
ous—merged the two companies 
into Congoleum-Nairn, thereby 
eliminating a dangerous competi- 
tor in the American market and 
coming in for a great share of the 
British and European market 
where Nairn was very strong. 


John McCarthy 


s After devising a simple selling 
slogan for his clients’ products, 
Mr. Erickson always recommended 
full pages in color in a long list of 
magazines, spearheaded by The 
Saturday Evening Post. Eric al- 
ways regarded the Post as his ma- 
jor medium. While other agencies 
| disliked the Curtis dictum of those 
| days that an advertiser had to 


and neatly but never fashionably 


leadership of 
Marion Harper 
Jr., president 
and chairman, 
the organization, now known as In- 
terpublic, has the largest domestic 
billings of any American agency 
and has offices around the world. 
A. W. Erickson died at 60 in 
1936, leaving an estate of $8,000,- 
000. At one time in the early ’20s, 
Mr. Erickson (“Eric” as he was 
affectionately known by almost 
everyone who ever had contact 
with him) was worth some $48,- 
000,000. Contrast the greater value 
of the 1920’s dollar with today’s. It 
is safe to claim that Erickson made 
more money than any advertising 
man in the history of the business. 


# While rendering solid business 
advice to his various business cli- 
ents, such as Technicolor, Con- 
goleum-Nairn, Bon Ami, Valspar, 
ete., Mr. Erickson took a very ac- 
tive interest in the advertising in- 
dustry and helped pioneer the 
American Assn. of Advertising 
Agencies, the Audit Bureau of Cir- 
culations and standardization of 
agency commissions. In fact, Mr. 
Erickson was known as “the father 
of the 15% and 2%.” From the day 
he started business, he always de-: 
manded, and got, his full 15% 
commissions. Around the turn of 
the century, full commissions for 
agencies were rare. 


Alfred W. Erickson 


Thirties to his office on Fourth 
Ave. and later on Madison Ave. 
Mr. Erickson never owned a car 
but used Carey Cadillacs when 
needed. He was basically a gener- 
ous man, but he never believed in 
throwing money away. For in- 


ostentatious about his wealth. 
| 


| 


s With the passing of the big one- 
man ownership advertising agency, | 
the high cost of current agency 
operations and low profits, plus 
today’s high taxes, it is not likely 
that any present or future adver- 
tising agent will amass the $48,- 
000,000 Erickson did, or the $45,- 
000,000 which John Gunther,| 
biographer of Albert D. Lasker, re- 
ported the owner of Lord & Thom-'t 


in the early 1930s which defended | other day that Mr. and Mrs. Erick- 


Mr. Erickson endowed graduate |several decades. Smith & Watson, 
study courses in advertising at the! with 


Harvard Graduate School of Busi-|tiques and English furniture, does 
|ness Administration. jan international business. 
| “Mr. and Mrs. Erickson, 


Mr 


vious Adams.” These stories were | 


Short and squat in appearance, 


MccCanpn -|board and a say in the manage-| dressed, A. W. Erickson seemed 
Erickson. Un-| ment. always to be in a hurry; a fast 
der the _ able 


thinker and talker, he was given 
to snap judgments. He liked to 
walk from his home in the East 


stance, he would never get a shine 
from Joe Policastro, office boot- 
black, when it was raining. He 
always wrote notes instead of tele- 
graphing or making long distance 
calls. Above all, Mr. Erickson was 
a friendly, kindly man, not a bit 


| 
Mr. Erickson was also a prime|s= John Ryan, proprietor of the 
mover in getting James Webb|swanky Smith & Watson antique 
| Young, then at the University of|store on E. 55th St. just off Fifth | 
|Chicago, to make the study back| Ave. in New York, told us the 


|the 15% and 2% commission. Also,}son had been his customers for 
its rare collection of an- 
a Mr. Erickson’s reputation in | Ryan related, “came to our shop 


American advertising was so great| for over twenty years. I or any of 
hat he was the prime inspiration | my staff didn’t really consider the 


| 
| 


gallerie 


Ericksons as customers but rather | 
as friends. They were shrewd | 
judges and buyers of antique fur- 
niture. Both Ericksons were kind- 
ly, lovable people and were inter- 
ested in the families of each one 
of our staff, perhaps because they 
didn’t have a family of their own. 
Eric, as he insisted I call him, was 
always friendly. Unlike some peo- 
ple we deal with, he never made 
his wealth manifest. 


s “One of the interesting things I 
remember is that the late Eversley 
Childs, who was a business crony 
of his, always complained to me 
that Eric was throwing away mon- 
ey buying those awful paintings.” 

As a former employe of Mr. 
Erickson’s, I well agree with John 
Ryan. In the old Erickson Co., 
located at 381 Fourth Ave., Mr. 
Erickson was a friendly boss but 
brooked no nonsense. The hours 
were from nine to five. He had a 
time clock in the office and the 
entire shop went out to lunch at 
the same time. There were no 
private offices, only glass enclo- 
sures. 

However, he left you alone in 
your work. He didn’t check up 
through contact reports or phone 
calls to the clients. With his major 
clients, especially Congoleum- 
Nairn, Bon Ami, etc., Mr. Erickson 
was practically the client. When a 
campaign was completed, you sold 
Eric. If you sold Eric, the cam- 
paign was eventually sold to the 
client as is. It was as simple as 
that. This was one of the reasons 
why the net profits in the Erickson 
Co. were perhaps the highest in 
the agency business at that time 
and since. 


es Later, when Mr. Erickson 
merged with Mr. McCann, he never 
could understand why costs of 
doing business were high, and why 
there weren’t always huge profits. 
The merged McCann-Erickson at 
285 Madison Ave. was a vastly 
different operation than the one 
he had in his earlier days at 381 
Fourth Ave. 

Though we were all in the ad- 


we at the Erickson Co. were, in 
\those early 1920s, also in Wall St. 
In fact, Mr. Erickson was perhaps | 
the only adman who ever lived 
whose reputation in Wall St. was 
as great as on Madison Ave. He| 
|played the market and used to 
regale most of us with some of his | 
killings; he always boasted of his) 
great profits in Congoleum-Nairn | 


| vertising agency business, actually | 


117 


ADMAN’S ART TREASURE—Rembrandt’s “Aristotle Contemplating the 
Bust of Homer,” part of the late Alfred W. Erickson’s art collection, 
commanded a record $2,300,000 price, paid by the Metropolitan Mu- 
seum of Art, when it was auctioned last week at the Parke-Bernet 


s. 


stock. 

In those days, you could buy 
stock on a 10% margin. Practically 
everybody in the old Erickson Co. 
bought Congoleum. One black'Fri- 
day, Congoleum took a nosedive 
and all of the Ericksonites except 
Eric himself were wiped out. 


2s A couple of days later, Mr. 
Erickson sent a note around the 
office to find out who had bought 
Congoleum stock. Some 58 people, 
including the bootblack, Joe Poli- 
castro, admitted to this. Eric sent 
for each of them, bawled them out 
individually and then gave them a 
check for their original investment 
in Congoleum. He also stopped any 
further playing in the market and 
made us all go back into the ad- 
vertising business again. 

However, one lad failed to heed 
his advice. He was J. Arthur War- 
ner, assistant account executive on 
Congoleum. A great admirer of 
Eric’s, he seemed to have picked 
up his second sense about Wall 
St. and later departed from the 
Erickson Co. Today, Mr. Warner 
heads his own Wall St. company 
and is a heavy stockholder in many 
enterprises. 

Alfred W. Erickson was of 
Swedish descent and was born in 
1876 in Farmers Mills, N.Y. He was 
educated in grammar schools in 
Brooklyn. He never went any fur- 
ther in school, but was self-edu- 
cated. Until his death in 1936, he 
had a regular daily program of 
reading the classics, history and 
art criticism. 


= The first job he held was han- 
dling packing cases in a grocery 
warehouse. Seeing an ad in the 
newspaper for an office boy, he 
answered it, saying that he was 
tired of manual labor. Some weeks 
later, he got a postal card saying 
if he was still tired of manual 
labor, to come in and see about the 
job. 

He got a job with a man by the 
name of Canness. Later, he went 
|to work for the Cleveland Baking 
Powder Co., where he met New- 
| comb Cleveland, one of the owners. 
|He eventually became advertising 
|manager of this company and 
when Cleveland Baking Powder 
|Co. was bought out by Royal Bak- 
ing Powder Co., Mr. Erickson went 
to McCutcheon’s Department Store 
as advertising manager. In 1902, he 
started his own agency with Mc- 
Cutcheon’s as one of his clients. 

Newcomb Cleveland, who had 
been a member of the baking pow- 

(Continued on Page 118) 
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Pioneer Alfred W. 


Erickson Became 


‘Richest Adman Doing the Obvious’ 


(Continued from Page 117) 
der family, joined Mr. Erickson in 
his. agency and remained as his 
financial man all his lifetime. At 
first, he could only afford desk 
room in an office at 127 Duane St. 
But he worked hard and soon 
brought in several other small ac- 
counts, including Fiat Automobiles 
and Crawford Shoes. Then in 1902, 
he acquired his first major ac- 
count, the Barrett Co. 

The Barrett people had a prob- 
lem. They had on hand a large 
surplus of coal-tar pitch and tarred 
felt for roofing purposes. Once 
he had the account, Mr. Erick- 
son came up with a brand new 
concept: “Standard specification” 


road covering in 1908, the Erick- 
son Co. was awarded that account 
too. : 

By 1904, the Erickson staff num- 
bered six, all working in office 
space about 20 feet square. Busi- 
ness grew slowly. But by about 
1910, the company had moved to 
larger quarters at 381 Fourth Ave., 
where the staff grew quickly to 
nearly 50 employes. 

Mr. Erickson was never so happy 
as when he was promoting a new 
idea from the ground up. Such was 
Bon Ami. This product was first 


called to his attention by an em- 
ploye of his who, during his vaca- 
tion at a Maine summer resort, 


jmet the young Frenchman who 


roofing. This was widely adver- | developed it. Mr. Erickson saw its 


McCann Co. and the Erickson Co. 
was an ideal one. Though it hap- 
pened in the depths of the depres- 
sion, few people lost their jobs as a 
result. Both Harry McCann and 
Alfred W. Erickson were two of a 
kindly kind. Both had the reputa- 
tion of always looking after their 
people, and as a consequence, had 
employes and accounts of many 
years’ standing. 

Coming to McCann with Alfred 
W. Erickson were a number of ex- 
cellent executives. These included 
Harry Dwight Smith, Herbert 
Thompson, Lee Briggs, Frank 
Townshend, George Dearnley, 
John Anderson, Earle Donegan, 
Larry Bennett, Karl Brautigan, 
John C. Wood, Blanche Moquin, 
Barrett Brady, Howard Sutherland, 
Julie Kleinert, Ed Wilson, Herbert 
Noxon and a host of others. 


a They got a warm welcome, not 


avenues, the merger of H. K./door of the man’s office, opened it, 


Advertising Age, November 27, 1961 


€ : : meas 
looked at him and said, “Don’t be | 9) 5) 95 : 


a damned fool,” and walked away. | © 

Needless to say, the executive nev- % 

er was a damned fool thereafter. | — onsen 
On the other hand, there were | -— 

many evidences of Mr. Erickson’s | 

kindheartedness. For example, | 

there was a former male opera 

The French upset a theory. 


singer whom he had hired as a| 
reception clerk. He became too ill | 
to work, and Mr. Erickson paid | 
his salary for a number of years |. 
after that. Mr. Erickson always | 
insisted upon hiring old men in | 
the shipping rooms. He maintained | 
that they were better for this work | 
and, at the same time, he was | 
doing them a great service. 

s Frequent were the stories of | : ; —_ 
employes who got into financial | BOTTOMS up—Monsieur Henri Wines 


tised, and worked so well that, | Possibilities and immediately | Only from H. K. McCann himself, 
when Barrett introduced Tarvia|sought other investors. When the | but from a number of other top 
| business was established, he owned |McCannites of that time. These 


|a one-third interest. The company | included Harry and Raymond At- 


| proved very successful. 


TRY WRC’S 


| #On that dark day in 1929 when, as 
Variety put it, “Wall St. laid an 
|egg,” Alfred W. Erickson was very 
|hard hit. In fact, he even sold his 
beloved Rembrandt, “Aristotle 
Contemplating the Bust of Homer,” 
| which he bought in 1928 for $750,- 
000. He sold it back to Duveen 


| pock, Kenneth Groesbeck, Lee 


|Firth, Ed Perrin, Harry Palmer, 
Chester Posey, Moore Achenbach, 


C. J. Masseck, William E. McKea- | 


chie, Dorothy McCann, Fred Mc- 
Crea, Florence Richards, 


| Keefe and others. 


| Three decades later, not many 


| wood, DeWitt Hill, Clarence Hop- | 


Henry | 
| Hawes, the Cochran brothers, Dan | 


Bros., New York dealer, for $500,-|0f the old Erickson Co. or the old 
|000. However, he purchased it! McCann Co. are left. Nor are there 
again at $590,000 in 1936. This was|Many of the old big-spending 
the painting which brought the Erickson accounts left at McCann, 


record-breaking price of $2,300,000| although a goodly number re- 


at the recent auction. As anyone 
who is old enough to remember 


mained with the combined agency 
for years. Congoleum-Nairn, Bon 


| don’t you and I join forces and| brusque, he had a quick under- 
jhave a really first-class agency of standing of people and was always 
| first-class size? We have no com-/ generous when it came to salaries. 


| petitive accounts.” | Mr. Erickson was able to smooth 


| 
| will recall, Wall St. was not the | Ami, Technicolor and Valspar have 
only place where there was a to-| departed. 
boggan. Agency billings also went 
hee | down. s In the merged McCann-Erickson 
Through the years, Mr. Erickson; Co., Alfred W. Erickson played a 
had met Harrison McCann in vari-| very prominent part. He and Mr. 
| ous advertising industry activities.|; McCann hit it off very nicely and 
One day in 1930, Mr. Erickson| became fast, close friends. Though 
called his friend and said, “Why|Mr. Erickson’s manners were 
oO over many of the little upsets and 
|m Eric’s idea seemed logical. After| personal conflicts which often 
\some further discussions, Messrs. come with agency mergers. 
| Erickson and McCann joined forces| For instance, one of his execu- 
| to form the McCann-Erickson Co. tives was slightly pompous and an- 
\In contrast to the many recent) noyed quite a few of the McCann 
|mergers along Madison, Michigan,| executives. Hearing of this, Mr. 
Wilshire and other advertising Erickson promptly went to the 


for Ad Agencies 


rograms 
. IN WASHINGTON 


WRC is Washington’s Number 1 listening- 
post Monday through Friday, from 6:00 to 
7:00 P.M.* And with good reason. Just 
look at the expert attention and talent 
concentrated on that hour! m@ NBC News 
on the Hour—established leader in broad- 
cast journalism brings the world scene 
into focus. Frank Forrester—one of the 
nation’s foremost meteorologists reveals 
the whys and whens of the weather. 
Bryson Rash—“‘dean of Washington cor- 
- respondents” rounds up the day’s events 
one in D. C. Jim Simpson — who has been 
be around the world covering major sports 
events, highlights current doings in the 

world of sports. WRC News—Washington’s 

established favorite gathers the impor- 

tant facts on “Today's Business.” m Very 

Important Programming for Washington's 

adult listeners, the audience with the pan an geo 9 OUTLETS — 

: buying power. *Puise, July-August, 1961 CAMPAIGNS, ETC. 


RC - 980 
WASHINGTON Oa 


REPRESENTED BY NBC SPOT SALES 


Programs by Allied 


100 million drivers use their car key 
daily. Your client’s message on a 
personalized Golden Car Key, cut 
to fit the car, reaches the target 
daily—repeatedly—effectively. 
Programs ideally suited for: 

INDUSTRIAL ACCOUNTS—FINANCIAL 


FULL AGENCY 
COMMISSION 

Write or phone for free 
sample key (state make 


& year of car), case his- 
tory brochure & price list. 


ALLIED associates 


‘\to his wife and remarked: “Even | 


110 Cummington St. Boston 15, Mass. COngress 2-1240 | 


trouble; Mr. Erickson would al-|Ltd., New York, ran this unusual 
ways bail them out. He would do | ad for its Piat Beaujolais Superior 
all this in an unostentatious way. |champagne in a full page in the 
Furthermore, unlike Albert Las- Nov. 19 New York Times Maga- 
ker, Mr. Erickson never spoke of | zine. Smith/Greenland is the agen- 
|his wealth and never used it as a) cy. 
lever to win a point either with a 
\client or an employe. 
Mr. Erickson, much like Harry | SELL WASHINGTON’S 
|McCann, hated to fire an em- 
|ploye. So, always hanging around 
at the merged McCann-Erickson 
Co. would be several executives | 
|without any accounts. These ex- | 


jecutives knew they were on their | 
way out, but both Mr. Erickson 
and Mr. McCann would be a long 
time telling them so. 

In the days when tuberculosis | 
was raging, Mr. Erickson built a 
big sanitarium for TB patients in | 
Tucson and supported it. | 


s A. W. Erickson was an ardent | 
admirer of Theodore Roosevelt and | 
the strenuous life. He became a 
close personal friend of Roosevelt, 
with whom he often went hunting 
and fishing. After Roosevelt left | 
the White House, Mr. Erickson | 
bought an interest in the Outlook | 
Magazine to assure Roosevelt a 
forum for his views. He supported 
Roosevelt for President during the 
Bull Moose campaign in 1912, and | 
again in 1916 he ran advertise- 
ments in the effort to drum up 
sentiment that would lead to his 
nomination. Naturally, as T. R.’s| 
pal, Mr. Erickson never understood | 
the other Roosevelt, F.D.R.—or the | 
New Deal, either. 

Though A. W. Erickson was al- | 
ways considered a sort of rough | 
and tumble guy, he loved his art | 
treasures and had these all in his | 
home. He started his collection 
early and he bought wisely and 
| well. Every night before he went 
| to bed, Mrs. Erickson once told me, 
he would spend a minimum of a 
half-hour looking at his pictures 
as he went through the house. He 
would just sit and look at them. 


According to his wife, contemplat- 


ing the pictures seemed to quiet | { | 
|his nerves and give him great 
| Pleasure. * 


| As we reported before, some of 
his hard-boiled business cronies 
thought this love of good paintings 
was an affectation with Mr. Erick- 
son and that the pleasure it af- 
|forded him was costly. They felt 
|that love of art was way out of 
|character for him, as he was a. 
|hard bargainer from nine to five. 


Certainly it was the unanimous | NBC's “News On The Hour” and “Empha 
opinion of these cronies that he 


sis,” to WRC’s alert local coverage and 
pa Brag al — money out of | ively music programs WRC has the enter 
| On Nov. 15, antique dealer John | tainment and informational programming 
|Ryan was at the Erickson auction. | that attracts Washington's knowledgeable 
(As the pictures sold at record-| adits m Very Important People to any 


smashing prices, Mr. Ryan turned é 

advertiser who wants to educate Wash 
}in death, old Eric was still able to | ington to his products. 
| touch a dollar and make it jump.” | 


Washington leads the nation with the 
highest percentage of adults who have 
completed 4 or more years of college. 
WRC leads Washington in programming 
for this important audience. @ From 


| Ray Randall Names Myrbeck | 

C. Ray Randall Mfg., Co., North | 
| Attleboro, Mass., has named S. 
Gunnar Myrbeck & Co., Quincy, 
as its agency. Randall manufac- 
tures hermetic seals and electronic | 
equipment. 
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A Slice of M3 in 
Chicago: 


68% of the best customers of Zimmermann’s, 
the country’s largest liquor retailer, read a 
specific issue of LIFE. (Post, 38%. Look, 30%.) 


A Slice of 123 in 
New York City: 


54% of people who recently stayed at one of 
New York’s Hilton Hotels read a specific issue 
of LIFE. (Post, 50%. Look, 37%.) 


WHAT MAGAZINES 
DO Your 
Customers. READ? 


A Slice of M3 in When you're judging an advertising medium, 
St. Louis: it’s important to know how many people it 

40% of the customers who recently bought reaches.’ ; 

small appliances at Stix, Baer & Fuller read a But it’s even more important to know who 

specific issue of LIFE.(Look, 29%. Post, 24%.) they are. 


Are they just people, or are they customers? 

In short, do the people who buy the prod- 
ucts you sell read the magazine you adver- 
tise in? 

Six months ago Alfred Politz Media Studies 
and LIFE began a continuing study to help you 
answer this important question. From sales 
slips and charge account lists supplied by re- 
tailers, they got the names of actual customers 
of stores all across the country. Then they 
asked these known customers whether they'd 
read specific issues of specific magazines. 

In the studies completed so far, at least 65% 
of the customers interviewed had read at least 
one of the magazines shown them. And in 
almost every case, the magazine most widely 
read was LIFE. | 

Ask your LIFE salesman to show you more 
of this continuing Slice of LIFE study. 


A Slice of ELM in 
Rockville Centre, L. L: 


60% of people who recently bought new cars 
from Hayes Oldsmobile read a specific issue 
of LIFE. (Look, 42%. Post, 29%.) 


A Slice of LM3 in 
Baldwin, L. I.: 


53% of the best customers of the Baldwin, L. I. 
Food Fair read a specific issue of LIFE. 
(McCall’s, 37%. Look, 32%.) 


Nom en a Pak é 
ee a alee ae ie ae a ; * a mre ail eRe ee) Se, Ame Re we =. 
= ae ee a eee roe we ler ene osc Lh Rn cay Mae eee eee 7 
oS ie a ees ape Be. 3 apes “gli ce ee eee RR a URS eo 
BS Sl NE SRR 17 RR fe a ts eee ee MR een ee ers A a er oe Reine SR ace. «aie Pega eh 
fs ila aa ot ieee ae) oR ec aoe an ° e - Aie ‘ a eee e Seen so ee WE ne een ae rE oN oa uae enn toe ea ee ee ee ae Ser Mere a 
Ve [ec (hi afar TNS oe ate HN i Cee ee r el ae a ee - a Bo > aie PiACiaeRe agi aes Mag et te eae sg My TOA AT oa ae eager Wee") ee, es tS eee: & C4 ES Oana 5 ee 
mae fre ae i al ie See ae re eee oe SRI ee es eee eee $e re ee 
eee on ee aii ear ane Gnleaammeneiens A Oe Sore en. oy eerie ns (or awereiaess c+ | aaa a Ge nme 2s rs ae ee Mier erat aes rn MEET era ee a as Ce ene a 
ee ee eee nie Po ea eee ee ee PSS Oa ee ae : 
i ae ae ie a eo eae eR eae ee i a ann OAR Megs ee 2) Cone eee oe wee ee oo Oe ieee ria ha Mona a! eae te MT Ng SS si 
: ae tei 3 Be: ic Sig Reman a ak tM eee Mince eae p gee ate gaUa ee OK erase Pune al SRP age once Pema Np aa ae dee STs ae ae 
2 rte. ’ . A aie eee ee ee cee ea nk ei EAD ihm hese ay Ree = f= 
} ha a “ a S SPE es aT a 
a be 
ie ! ’ ’ 
i ¢ "Tl é | i yr ! ' 
= t | +t 34 ( { i i 
ibs ' oes i J ; ¢ ‘ - : 
imi { i, Toe pe ee reo j eg: mi ig : {f iv 
‘ Were i ley . poe PSL APE ee se Le 
x Bela ee ine ie ~ J meee Oe tee: ferS a ee od 
- : Se Ene a ete Pe ee Ba é 
a \ Ate fe a Be 3s, ‘ss vaca Be Voie: a o< * pe ip ‘ ae 
a Ss | ees coe) eg ae ey : 
‘ ae ne ni os — get ¢ie i r ; js 
ae is Ge = ser t 
‘ aes rT Pere 
4 ss an . Saget S | F 
ra : : 
Te f ! . nit F; vA \ 
a Pe = 
; . ie ? 3 +e oe Bite. ; 
is eae Be ee Seni 
; 3 ie ri meee 
‘ x 4 I : ae ee ieee ee 
. ‘ ‘ are oe 
ae : are zat 
wie Be! Ss ueenauae tee 
4 ~_ Asie i Sa oe 
oe a mS vy Sia «aes 
> ie me LS ere 
oe : N q —~\ ae es . sr 
i Pl Fie RY a oe . 
; : om ne = pee VEZ z 
a . aA ie: \ i. = 
oer es Gro eae ee ee : hs 
\ a” Mi ibe koe . Sa y pes : 
; < oa 
, ‘ oe 4 as i: 
————_ 
Z — aS 
od — 
2 9 ar / Y : : 
P f } 
ae. a 
ee mersvevilgvi 6 otf 
i 7 fo a 
aks If i ' ry le a op, ae oy aia 
“a 1] Sea es fs od x A, iy IN ea a 
ii ; Sager bot = ; ’ ees 44 <s 5b Bs r fer Varma ete one 8) acs 
; : ; PAE | gee Re ee ee ed way FES be i? aM cence, A cy oe 
r | Sy cee Pa 7 , j Pa Wee ro &: { ' bien gne! te eee 
oe ee HRT = cick me inst valet 4 he Ue 
ae «| ‘#2 0 Re eee Z we OW ee bs il ty ‘ ; ee ont 
ee | La ee b \ Ve Se ee i oh ea any 
er ae id DB Ae <: \ eet ten N , Ee e/a 
* 4 ie ez iets Bae BE! ieee i iy Dama pS ae ee 
% 0) Geese ae, 2 ee ci en 
: ‘4 é ios - N “iF a 4 ae ' j | ie pares 
: Pie ar . J sod athe U OT NE ETE EEE LO LET I ATI Pitan bie 
: Bit? Bi ~. . se oe ur u lee Cae 3 
re ne ee: Gr 
i ee a ee 
) re ' “ 3 
ak é ° ay 
as . in erg Se pee 
= BR 
+7 ne “me es, cea 
ae ng 
: ; , tite fc ete ae 
aes epilitl } : Le See ae i Bee oad 
on | SB, a | | Meh ees ae eS rant ht er 
mies f 3 Ne ae Sas Ei oat gn gel ee 
5 aig | 7 tee = : PN ea isso # BRP 2, 
ay 2%, A iat See Be Ite os 
5 i é ‘ ; ee ca 
t 4 : Re et Wee, 
Sate ‘ 4 i Pa RN 7m : vy \ cade ies. ae 
: pit > z ; 
ak: + Wy Sie at a j Seen 
1 aa if, ea ee 
J eee wi ks ae cae 
as | , 7 
the a al 
jave ‘ ; irc 
. ; ae aie 
pt | ) sa Pape Pole 
j y sci aa Se 
ning hi ch nas fel ai 
—_— eet ' t| eee Bete ae ks 
pha asic 4 iy : es i as roe eee: 
é 1 - v o Cae eee 
Le oe - SG Re es 
: y mS | (Oevgge te es 
ne oo ae ae 
rae a A P re amb ea 
iter ie . \ ig % AE 
a, phi. a ¢ - 
nine a ae . ie oe Da Ga ee 
; N af . me ety tne 
able Me ae \ ee i wg i Be 
any ca “2 = “4 ‘4 ieee ok ; : ‘ 
\ é ‘ a a 
ash : / — 
° ee wa 
“aes 
| ee s 
p> 
U t pa 
ee } . 
Cal a | 
—j © 
| l(y 
ALES 
" i i ne iat " 


tre 
Conk | 


hi 
+o 


- 
‘ 


Ee Sarde nhl 


4 


rth 


43, 

ver + 
wy . 
a ‘ 


; 


Lhe ei 


tO tee 
>-- 


Wey ty aad 


elie 


oe 


Pp we 


tetay 


- Represented by Sawyer Ferguson Walker 


— 
a 
ss 


Fo 


— 
- ——, 


eh 


Fee 


~ 


~~ ae 
“ree 
> 


-e 
= 

¥ . = ) 

. q od 

we a 

<Se £ 

4 * “ 4 i 
ete £ 
; 


; i ' 
I< } 
= IN, ' 
* oe = ea i 
2 St Soll | 
Bea Be ep 
x = | ~t ~ } ) 


, iv = 
Se : ‘= | 
3 3 rh } 
a : 
Fe _ 
ae NET z } t ~ 
» oe : ' 
: : ee : 4 } ‘SERA . 
» 4 9} ee j r Ny er 
* 
}. \ 
-) 
i HE | 
e- NE 
) d 
| 
tsb ! 
iepeenlc : i! 
} 
eSATA R $ )) 
y I ,) ) 
— . fa 
‘ If . 
aes & 
eh Be Poe ae eis 8 ow eat 3 Soe Ul atti, 
. - aa - 
" r = rater 
yaaa 4 r 
Ran x = +r 
ais as rats mee 
fond < — —— - venhetal 
: - St werent ; 
3 rae’ - atl eee “ ’ 
pa% oH Pa - Son 
IN > bi4 eee pie oe a 7 - Ss a 
aici ee ‘% > S 
a : we Sy 
wichin See +: 
ss covstingicnpthinje Vteceivsatig a gis 4 


aig. 


w ce et 0) Ren Re ae ee eee Yo 
ar ae ” ASD 4s eee | en Coe co ar 3s apes," ge Reet ots idhat 
a. ag Bat" SS SS eee os ge See ere SF ae ae. ene ed az rs a 
= one oe ict Mea eta ae - | See SCC eee at A ae Meek om ye ane eee Poa Re aes a ee 
Beta eee oer Sg oe ae initey COON os an a a ge en re i=: =! Tn Poe TLS F770 ae a ie ores... a eee os ee ae Pee aes es ate a 
i SIs ee ey) nS ac, ee Be ee oo et eee, OR St Si eee SO ce mmr Ao ee ee aN Se: ee eras 
% es ce Pee hl Ce IS SD” a Bd) eget a) emt pies ae ae oe ae co ot egies SR OUR a ee eo BC eae cir Rea th “ge ae gaia eae 
7 gen ee eS Se ee ae ee Be ee Oe eRe eke Tee ee a me sa aaa Ps es eee I et al ieee Se eo 
boon Pig aie Pater eer ae wie cess eee yc na ie eo aMegay Seamer «MOIS eR Mie cr Gamer cc seis A ER gi De eo a Sh ae i a Be ete oie wae : ceric at Sa ee ere a a 
ae sane Cnr tnrel eee Meee ee rae MR ir ee te SEN SC EAM ar ere ets Or pe € . ek 
She hie ed : . “ ~ Bd, Vi afte 
Be a ics a 
a a 
3 
a “ant ~—") F 
ae , y ¢ ) 4 
pauses # 7% 4 8 i A : 
ee oe y ) : 
iit Sere 
fe 
- ; 
ne wv a ‘Lt eS 
¥ + * i@ : * 7 
laa hp : eS 4p > 
This pay AGES ee we, atte 
ROP ty AERC Pk Nig a ree 
Y AYA Beweh hy iN: x “#8 uy Spas... 
as EPt Sz, A 4% eA. fai: Lan sy ak Tae EN 
nee dade SSN fa peteoe?: US wee a 
Vanme eaeney Co gee o. we bh ERR RS Th eae ee HIM ir, er, ee - 
is aa ix OAS ay when i> eS Pe Osi > } TS Rae a ae 
EP KA: b SA Ry sigh! SEL) ne eae eee 
as cane “7% , ‘i Ae 14S Sa Mt bey : vy Bit celeste 
ed ko ALPS; | toa t at a y Tee = 
FS Ket ge Sighs ig Pf Sata |i) oe 
hoo ees ema sD Ay bee eee NS Yee 0.) Be Y 
pce kat Dat, 8 eA At OAL A Pee : 
a sali 4 +h em > Bie é . \ fife o weg 
: fae aa ne 3 ss yf i pea ° * if and bs We . : ‘3 . 
: iy Ti Se 5. 3) te 2 Ane oo ff 2 Ceres ae 
i Fee ty Parts Ph Sot Hae were ee pet ss ne ee 
: Os e nts "7. ewe A x ‘yh ae “oges FE, Fake QC ion emt eye 
; ye Ved me <2 Ue & “es Nf ? u wes} SAE oye he ne ee 
\ it rt PE thee: a) &, ‘ 429" ee Ber ee, 
; ‘ ye =the Rar oe | x: eth Bie >, ot pee patie 
Rs Was. eRe ag lositpge hus | x ‘ Spey eae re Para 55 
i % ay ah8 0 3G ett: SS @ * yf Tae Sees A AN ees b Ape ps 
iene és’, es AS $3 Bert 2y an > dase Per ay fe eh. Sa ; feat 
ae erase TG ei 
{SUR SR Sates xt Oe? i, me. SE al 
Pega s  o t) el or pe 
3 AN gh: 7.3 ‘tl De i er Dy i I Sos ile giel aye 
eid SG: th 74 ect Rtg es ae 
: ae Me a 2 ' 
se 47 eae ee Cian Dh ee 
; ; j al yes 3 ae ioe TA? a 
ae us / ty I {58 Ff ps eae >>> Sue 
me es 7 ot 5 3 ay) ae ys web ‘a ; 4 % 
; 5 ate ns eo 
/] Sie 1) 
eo fie ? ye ; 
. »/ Pe ii? 7s) Ce : 
‘ “§ <3 PM PER Rt 
Bs 7 Ne oats bys? : 
' 4 SAS aS . . oes 
: | a 
iS abe a ; 
' ‘ S a, A Da 
. RRS aly 
‘ - YEReSe ‘ ee 
f AE gis yf Fs es rj 
| hate A amine # * ih 
Sighs ' ik cut y ae . yf. mi 
(ee garnets” CS * 
REM Sh 
: | ist! CeO peal i ie 
‘ae eer ae gee net ty 
he tay Ys “J 76 e eee wh 
re ware Fy ef pals eed ae 
eh Os Tos 3 Os : oe 
ee es A a ae 
coe ty a3 « eee: Ss ss * pee 
TPVIRN SREY, = ae 8 Mae 
- 4 a, i. 
: P ut “ Per .« teal * ee oe 
| J) 5, SRS "35 
é > Se hie Age ae ler ie 
¥ bs ae Ny 4 ae Sj % i : 
‘ y ashy Ry - w. a Rane Sects 
ee "3 RRS, an eat ie 
oe 2 2 ASS MPS an ‘ Pha ~. 
ae ® yh. «, aan ees oe 
pe. ay i ’ Ma 3 a ue eg ee Rove @ 
at ata Yu ee AtMeee 2 ace, ; 
oe: % Ae 5 ‘st ry Tere TY “d ined gs: a pete OT) x) 2) “By q *. etdp as 
: : Sos SER OSIRIS ds *: «: S 
Le aoe at.) laces IM Sg SEP at, 
ae : —," oO. oy type to 3 eg ao ge i ae 3 i me... — e 
‘ SERRE? 1 C8 «Wire 7% 5 <A. Te SS gee ; anes ag i : i 
niet alts. if th sr Bere ie ae | eae 0S a eee ; ‘ i 
‘ a, ES 43 =e Part Fae Ss dahl ees gs Pie as ie ““ pe ae UT ‘ Sree 
¥ . fest Sy be ae + ee a, eR ee * ee, _—a aa Son ; cages 
* Ae. _ RAH ee eee ~ 4 4, Sarat “A +-€. Sea as \o PA. -. as" = jibe a 7 Ci: . m0 eos > ig epee 
: i fi so eee, spate é 3 bah Py in eK ae Sa ite So a are eee ae 
x CAP as 5 4.33 ; Wom’. * Aa, +, wo 3 Akg wee Fete ee eet 
a es, bi \ Pe SS bs _ ee J (; ’" ‘ Pot: Jaen 80 ae: ~ iis Pe i Bites, nek ple ? eg + pea eye 
aye ‘ is J « fi “f ; i. «Se ths ' Sa RS. oie WIP eg aca te 
ce Sal Se 5 5S Ay eo a : a Paes 
a) nae os : RG °o (a ta vs its wht ane Bae Cees 6 eae, Teenie 
Peek et seat ton nes . , + oe. x A 
eae im ! ne / , 5 RS ZY ee een we : 
ee ot oS a> mae we ' ? Fel “ a “ : ate 
ae ' 7Z ; - - Fi a “~ + ’ “ yr" ? A png “7 => a ; = 
: ~* ‘4 J a4 ge." . ee ae o's Pe ye . i : » yan 
mer mie ‘ ee | oe - Peey ss. Se Te “é No he eee A 
ai  # AB foes * 2. a ~ «- = sr OTM eee 
ett - eh P34 > aa ee oo ee = -- - 6 Sy soe 
ent ne , > 44 Oe. ow Phe a6 YY OS eee aoe — 7 eal 2 “a” «a i : 
i Pe, Pe he “ , ¥)} ve: # ~~. =’ = ee ee ue 
: age epee Mat SY } a) i 
Be te he A 7 +4 ‘s Stiaee ¥ » ws 4 es a - =— . 
ane tot ’ 128 ou. ae >’ ap hee : re ak ra : i 
ae TB 2 ee oe 0 : ee 
| ei 4S Bde . a 
ve, ¥ : i — 
: * if , a : ? ) ' 
| = Rae Ve de foo. ge aes 
: 1 aye ‘ Sead Peck ais ee e eran 
ba H “w Ro |e 
aa ac il Boa Aho Te << Gee 
- ed . 4 wf 2 A Psy. = » Bagh (a cS Y eee a * i 1 : pina et 
ae: > ree Ren’ | ae . res eee oes 
Fe, at Se ry : rae, oy Ct ‘a hoa ? * eo W —- —,— = — x : 
a MEA, “eo? a Vee, oy SLAs de : py ; 
wa os 7 vt ts sf ropa +4 a ° ae te titaod: red yd Ve 4; 
, me fn eis - ae ae Dee pet sear . 
B ae aber ee. PT as Se Me é 
; p Co MaAt Pe ‘ +. iro nr 2. — 7 San, OF Ste ig Laas 
cts ; ~~ Wee Oe oy att ee ae SS a= ra Sa ‘ 
14-2 —— ae pa V0 a eet et P % is 
bes oe ee ee EX _ . 
par — a ees BS fee - ~ ; a on 
| w% ‘ wy? rr . ete rg se Pa Aes ? . bd i 
” “4 fos ewe Po Ganon RE od RT LS kveees 
rire peal oy ' FR ARN cate aa - “ Ce ~ ALS ae 'g ae: 
; 4 TAK oe 7 Wray 2) YB E i bas 4 "aie : “Sas x, ; Sa ae. 
egies 4 verb dia ef | ihe oe TRI, ae 
ss eit ‘ 32" vt < > P. > 2 , Ky ae tg aid ae 
ew Lewin ¢: Sek i Eee 
eee ee te : + 6 tg: : 5) ithe eee a 
A eee fey te Oh — Pry eo ae 
y ewes: Pee, tT - tab c mddie » e Bes a ic jetcr ks. 
ic .- x By ee CAY were : oe 
eae J bs r ~ ON a} $ 5 * . o 
i A, on eet | 
ina ; a _— s 
} < 4 7™ ’ bond — 4 
e . Rei, of ee ee ee Eee a 
ed PN aod ~ ~~ — ™ 
e¢ .* ——— —_ aaa — - 
+ on ar _— 
es 45 okey,” Teen 
od. q 
, . hy | 
< _ “ 
; ——— . AAO Se? CC 
| adil 
| - SS Sere: 
en 7*3 
age y P55 


